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KON -ITE presents 
THE PERFECT PLASTIC 
WATCH STRAP 










BACKED WITH Tead LER 
for your protection against skin * 
irritations which are often caused 

by plastic straps. 






Leather backing permits the skin 
to breathe, prevents the strap 
from sticking to-the wrist. 











Combining 
the WEARABILITY of Plastic 
with the COMFORT of Leather 







Twist it, crease it, scratch it—it will never crack, 
peel or scuff. It’s flexible, to allow full freedom of 
wrist motion, but it will not stretch out of shape. 
And it is leather backed for skin comfort. Style 6-P, 
shown, is available in high lustre or dull finish. 
Made only by A. SAUER & CO., Cincinnati 2 
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E. GARRET, of Elbe’s Jewel- 

* ers, Niagara Falls, N. Y., tells 
an amusing tale of a colored gentle- 
man who entered his store recently 
and asked for some “gold polish.” 
Told that the store only -had silver 
polish on hand, he agreed to accept 
that, asked the price, and then re- 
quested the loan of a hand mirror. 











Fortified with the silver polish 
and mirror, the dusky gent whipped 
out a handkerchief and commenced 
to apply the polish to his front teeth 
—gold, of course. After a bit of 
brisk rubbing and buffing, he drew 
back his lips, examined the result in 
the mirror, screwed the cap back on 
the polish and dropped it in his 
pocket. Then, humming a gay tune, 
he departed leaving the Elbe force 
startled at the new “Service” the 
store was rendering. 
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ELL—we asked for it and the 
race is on! 

In May we published in this de- 
partment an account of the Williams 
family of Albion, Ill., boasting six 
sons in the jewelry business (one 
renegade actually being an optome- 
trist). And we asked if any family 
could top that number of children in 
the trade. 
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Apparently one can. And, like 
everything else vast and immeasur- 
able, the family comes from—Texas! 

Although Joseph P. Staudt of 
Fredericksburg, Tex., is not in the 
jewelry. business himself, he has six 
sons and one daughter in the trade. 
And no optometrists, either! The 
eldest, Max W., owns and operates 
a store in Orange, Tex. Isidore has 
his store in Houston. Three others— 
Joe R., Benno and the sister, Xavier, 
manage and operate two stores in 
Freeport, Tex. Alois is a watch- 
maker at a store in Brownwood, 
Tex., and Oscar K. (something of a 
rebel inasmuch as he emigrated to 
Oklahoma) operates the repair de- 
partment in Heilbron Bros., jewel- 
ers, in Okmulgee. 

Okay, that’s a family of seven: 
Can anybody beat that? 

® 
ERE’S ‘a yarn from the recent 
Tennessee Watchmakers’ Con- 
vention. 

A man came out of the hills to get 
his watch repaired one day and the 
watchmaker was immediately con- 
scious of a very strong smell about 
it. Upon opening the back of the 
watch, the man recoiled in a near 
faint after the first whiff. 

“What in the world have you put 
in this watch?” he asked. 

“O, just some polecat grease,” the 
man from the hills explained. “It’s 
good for the rheumatism and I 
thought it oughter be good for my 
watch, too.” 
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HE expression “Things are 

tough all over” is frequently ad- 
vanced as an explanation for unfor- 
tunate situations, but it really didn’t 
apply to the incident at Pennell’s in 
Trenton, Mo. Although everyone 
stood around crying as though their 
little hearts would break, nothing so 
terrible had happened at all. 

The lachrymose morning at Pen- 
nell’s was caused simply by the acci- 
dental breakage of a vial of tear gas, 
installed near the safe to thwart rob- 
bers. The fumes quickly spread 
throughout the store and caused em- 
ployees to whip out their handker- 
chiefs and make for the sidewalk. 





Out on the street, employees en- 
gaged in a bit of practical joking, 
too. When the advertising manager 
of the local newspaper came by and 
observed everyone wielding a hanky, 
she naturally inquired the reason. A 
clerk, sobbing heavily, started for 
the store and said, “Come in here 
and we'll show you.” Innocently fol- 
lowing the fun-loving clerk, the 
newspaper lady entered the store. A 
moment later she emerged. She was 
bawling, too. 


© ¢ 


N recent weeks American news- 
papers have given full play to 
the presence in this country of Ilya 
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Grigerevich Ehrensbourg, Russian 
novelist and newspaper man, who 
came to learn more about life in the 
United States and from whom our 
newspaper men and others have tried 
to learn more about Russia. 

Nashville was one of scores of 
cities that Ehrensbourg visited in his 
lengthy itinerary and in addition to_ 
the usual newspaper reporters there 
was another visit and another inter- 
yiew. It was by Jesse Coleman, 
Nashville clock repairer and past 
president of the Tennessee Watch- 

‘ makers and Jewelers Association. 

“When I heard Ehrensbourg was 
in town,” said Coleman, “I decided 
that I would like to talk to him 
about watchmaking and watch re- 
pairing in Russia.” Thereupon he 
telephoned the hotel and made ar- 
rangements with William Nelson of 
the U. S. State Department, who 
was accompanying the Russian, for a 
15 minute interview. 

Neither Coleman nor Nelson could 
speak Russian, but Ehrensbourg 
knew French as did Nelson. Ami- 
able, he readily answered Coleman’s 
questions as they were interpreted to 
him and, in turn, he asked Coleman 
a number of questions revealing an 
unexpected store of information 
about American jewelers and watch- 
makers. 

As the result of the interview, 





60 Years Ago This Month 


Excerpts from THe Jeweters’ Circucar 
weekly during July, 1896. 





—New and novel are the 
lemonade spoons with hollow han- 
dles designed to be used in place 
of straws. 

nie | , pits 

Effective advertising stunt 
used by E. E. Hosmer, Providence, 
R. I., retailer: he caught a dozén 
small mice, painted them different 
colors and placed them in his win- 
dow. He included a revolving 
disc, a flying trapeze and several 
hunks of imported cheese a mouse- 
and-a-half above the disc. The 
display of the gayly-painted, dis- 
sporting mice drew a record crowd, 
including representatives of the 
AS.P.C.A. 

+——Glass eyes: Many ladies 
with artificial eyes have secured 
husbands . . . indeed . . . winking 
is éven possible. 
—-——A New York newspaper last 
week published an alleged exposé 
of a gigantic scheme to smuggle 
diamonds into this country by car- 
rier pigeon Detectives are 
working on the case and trying to 
locate the dovecot. Close watch 
will be kept on incoming steamers. 











Coleman obtained the following gen- 
eral information about watchmakers 











"But | think I'd get the effect better if you'd let me try them on!" 


in Russia, how they work and what 
they make: 

Concerning income from work, 
prices charged, etc., there are two 
main classes of watchmakers repair- 
ers in Russia. One group does work 
for the better paid, higher class and 
operates and is paid very much as in 
America. But the work is confined 
to this “upper crust” patronage. 

It is the second class of Russian 
watchmakers that conforms to the 
country’s own system of principal 
industries. Workers in this category 
form groups of as many as five or six 
and reveal to state authorities their 
intention of serving the working 
class. They secure a place to operate 
in a government owned or controlled 
building and for this pay a rental 
fixed by the government. They are 
bound to a fixed schedule of prices, 
which is, of course, much lower than 
that which the first class watch 
repairer may charge his more for- 
tunate patrons. In addition to get- 
ting cheaper rent, this “cooperative” 
group, serving the working class, 
also receives certain food allowances 
from the state and is granted impor- 
tant concessions in the matter of 
parts and materials. The state guar- 
antees this class of men a certain 
level of operating costs so that a cor- 
responding level of charges to their 
patrons can be maintained. 

After this explanation it is under- 
standable that Ehrensbourg couldn’t 
say what the “rate of pay” for 
watchmaking in his country is, in the 
same sense that it can be given in 


the U. S. A. 

The interview exceeded the 15 
minutes allotted, but the Russian vis- 
itor didn’t seem to object. He very 
graciously submitted to Coleman’s 
own peculiar style of photography 
and allowed him to take pictures. 

Those who know Jesse Coleman 
will recognize his concluding com- 
ment on the whole incident: 

“That peckerwood was dog-goned 
interesting to talk to.” 


eo 


ELLOW we know in the jewelry 

business in the West received a 
nasty shock recently merely because 
he had wired a Reno hotel for a res- 
ervation specifying a room and bath 
for two. The hotel replied tersely: 
“Tub with twins reserved, thank 
you.” 
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First Post-War Jewelry Show 
Will Be Biggest Ever Staged 


National Jewelry Fair, Sponsored by NACJ at Stevens and Congress 


Hotels, Chicago. July 29 to August I, offers largest and most 


complete showing of jewelry lines ever gathered in one leeation. 


HE mest complete exhibition of jewelry merchan- 

dise ever gathered together in one place, at one time, 
will be awaiting jewelers who come to Chicago for the 
National Jewelry Fair to be held July 29 to Aug. 1, in- 
clusive, under the sponsorship of the National Associa- 
tion of Credit Jewelers, in connection with its annual 
convention. 

Jewelry of all descriptions, watches, clocks, silver- 
ware, lighters, fountain pens, giftwares and the varieties 
of supplementary merchandise ordinarily found in the 
jewelry store will be shown by more than 250 firms who 
will exhibit, and it is conservatively estimated that be- 
tween them they will have on display a combined total of 
at least 400 different lines and brands of goods. 

This, by wide margin, is the largest show of its kind 
that has ever been held exceeding by more than 90 the 
previous high-water mark of 160 exhibitors in 1941, 
when the show was run under the joint sponsorship of 
both NACJ and ANRJA who held a simultaneous joint 


convention in Chicago in that year. 
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Hotel Stevens, left. Below, floor plan 
of booths in Exhibition Hall of Stevens. 
Floor plans of Congress are on page 320. 


































































































Since that time the shows have been omitted al- 
together in several years and in others have had only @ 
relatively small number of exhibitors with a large part 
of even those few offering no goods for sale and devoting 
their booths wholly to good will and displays of war he. 
that those manufacturers were doing. 

Such an exhibition as this one, therefore, coming as it 
does, at a time when the trade is still hungry for mer- 
chandise, and after so many years when no such showing 
was made, will be eagerly welcomed by retail jewelers- 

Some idea of the size and variety of the exhibition 
may be gained from the fact that the amount of space 
for exhibits has had to be substantially increased at four 

(Please turn to page 258) 
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LEO WEISFIELD 
President of the NACJ 





J. GORDON DAKINS 


“Credits and Collections" 


HUGH M. BENNETT 


"Federal Taxes” 


List of Exhibitors 


A 


Aisenstein, Louis, & Bros. Inc.Stevens—Room 504A 


Alberts’ I., Sons, Inc. 
Alpha Craft, Inc. 
Allen, Robert, Company 


Stevens—Booth 149 
Congress—Booth 9 
Stevens—Booth 123 


American Jewelry DistributorsStevens—Booth 149 
American Time Products, Inc.Stevens—Booth 52 


Arbor Jewelry Company 
Amstein Bros. & Co. 


Ascherman, Charles, & Co., 


Inc. 
Axel Bros., Inc. 


B. Z. Watch & Jewelry Co. 


Baldwin Miller Co. 

Bass, Luckoff & Wayburn 
Baruck, Richard 

Becken, A. C., Co. 

Bell Lamp Mig. Co. 

Benrus Watch Company 
Bensen, David, Company 
Bieler-Levine 


Blancard & Company, Inc. 


Bluebird Pearls 
Bohlinger Bros. 
Braude, Emil, & Sons 
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Congress—Booth 31 
Stevens—Booth 118 
Stevens--Room 537A 


Stevens—Suite 


Congress—Room 320 
Stevens—Booth 149 
Stevens—Booth 111 
Congress—Room 306 
Stevens—Booth 75 
Stevens—Booth 139 
Stevens—Booth 38-39-40-41 
Stevens—Room 557 
Stevens—Booths 23-24 
Stevens—Suite 
Stevens—Booth 158 
Congress—Room 334 
Stevens—Booth 79 









FIFTH FLOOR 


BRE tpg) THE 
Boss | stevens 






Bristol Seamless Ring Co. 
Bron-Shoe Company 
Brown & Gravenson 
Bruner-Ritter, Inc. 





EDWIN FREED 
"Display of Merchandise” 


Stevens—Booth 145 
Stevens—Booth 144 
Congress—Booth 23 
Stevens—Booths 121-122 


Buckeye Aluminum CompanyStevens—Room 526A 


Bulova Watch Company 
Busch, S. J., Inc. 
Buss-Linthicum-Thorson. Inc. 


Cain, Ed & Co. 

Calco Co., The 

Caplen Jewelry Display 
Carmody Products, Ltd. 
Chase Jewelry Company 
Chic Watch Straps 
Chicago Watch & Jlry. Co. 
China Overseas 

Clausin, S. H. & Co., Inc. 
Cohen, A., & Sons Corp. 


Columbia Diamond Rings 
Community 


Continental Silver Co., Inc. 


Ceré, Inc. 
Crawford Watch Corp. 
Croton Watch Co., Inc. 


Stevens—Booths 88-89-108-109 
Stevens—Booth 140 
Stevens—Room 
: 

Stevens—Booths 141-142 
Congress—Room 330 
Stevens—Room 509 
Stevens—Booth 22 
Congress—Booth 35 
Stevens—Booths 146-162 
Stevens—Room 548A 
Stevens—Booths 19-20 
Stevens—Booth 149 
Stevens—Booths 43-44 
Private—Dining Rooms 1-2 
Stevens—Suite 
Stevens—Booths 76-83 
Stevens—Room 517A 
Congress—Booth 1 
Stevens—Booth 120 
Stevens—Booths 77-78 


(Please turn to page 322) 
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Now -Gvice a6 mary happy silver customers! : 


1847 ROGERS BROS. Leads Again With a New “Home Starting” Idea— 
Letting You Sell 2 Sets Instead of 1! 


§2-piece 
set for 8 
in chest. 
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git 
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——————s 





4 extra pieces 
in chest. 


Ever wish you could say “abacadabra” and have 
every 1847 Rogéfs Bros. set suddenly become two? 

You can bet we wish it, too. That’s why we’ve 
worked out another big 1847 Rogers Bros. “First”... 
the New Home Starting Set ... to help tide you over 
these scarce days. 


doves how it works 
We’ve added 4 extra pieces and an additional chest 
to our 52-piece Basic Service. Then we’ve divided by 
two. And... 
You have Two 1847 Rogers Bros. Home Starting 
Sets to offer. Each a beautiful, basic table setting for 


four people! Not all most families need, of course, 
but a grand beginning for every homemaker who’s 





Two 28-piece 
Home Starting 
Sets in chests. 


waited so patiently for her favorite pattern in the 
one and only 1847 Rogers Bros.! 

Be the first in your town to sell this new Home 
Starting idea. It’s sure to keep more customers 
happy. It’s sure to mean repeat and fill-in sales for 
you later on. 

And in the meantime, your store will be identified 
with 1847 Rogers Bros.—the silverplate that’s been 
first in BEAUTY and QUALITY for 99 years! 


Yes! The 52-piece Basic Service for 8 will still be 
offered, along with the new 28-piece Home Start- 
ing Service for 4. Both in limited quantities. A four- 
year famine cannot be remedied in eight months. 
But our shipments are steady, and, in time, we hope 
the backlog of orders can be satisfied. 


1847 ROGERS BROS. 
CAweiai Chines layla 


International Silver Company * Meriden, Conn. 


THE JEWELERS’ CIRCULAR-KEYSTONE | 








ARE YOU WITH US? 


... Individually and through your own Trade Association? 


by W. WATERS SCHWAB 
Chairman Jewelry Industry Publicity Board 





AN HONOR LIST—A list in which the names of every 
retailer, wholesaler, manufacturer, importer and other 
members of the industry who have made written pledges 
of support for the Jewelry Industry Publicity Board’s 
Post-War Sales Promotion Program—will be published 
in the September, 1946, issue of Jewre.ers’ CircuLar- 
Keystone, through the cooperation of the publishers. 

In order to appear in this. National Honor List, 
pledges must be made on or before July 15. If your 
pledge has not already been sent to the Jewelry Industry 
Publicity Board, 366 Fifth Avenue, New York 1, N. Y., 
we urge that you take quick action. Telegraph, if 















W. WATERS SCHWAB 


necessary. 





HE Jewelry Industry Publicity Board’s drive for 

funds for a United Post-War Sales Promotion Pro- 
gtam is on. Are you with it? Individually? Through 
your own trade association, also? 

We need a pledge from every retailer, wholesaler, 
manufacturer and importer in the industry. And more 
than that we need the whole-hearted support and co- 
operation of all of the trade associations of the industry. 
We need this in order to help keep the entire industry 
100 per cent on its toes. We need it to help keep retail 
jewelry sales volume at high levels in the post-war pe- 
riod of competition that is just ahead of us. 

Since Jan. 19 of this year, detailed, dramatic presenta- 
tions of the industry’s sales promotion program have 
been made by the use of colored slides at 18 different 
meetings of the industry in all parts of the country. 

We have told those meetings the facts and figures 
brought to light by scientific studies made by Elmo 
Roger. We told them of the plan of action that is based 
on the Roper Study and on other studies which the Insti- 
tute of Public Relations created for our industry. 

At every single one of these meetings we have re- 
ceived the unanimous approval of all who were present. 
There was not one dissenting vote. In addition, we have 
received resolutions commending the program from nu- 
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merous retail, manufacturing and wholesale organi- 
zations. 

What about financial support as a result of these pres- 
entations, these votes of approval, these resolutions of 
approval? As this is written, in early June, pledges of 
financial support from close to 2400 industry members 
total almost $320,000 per year for a period of three 
years—the largest amount, we believe, that has ever 
been subscribed for a nation-wide industry program. We 
realize, of course, that the industry has subscribed much 
more money in single drives for many different worthy 
charities. We are not talking now, however, about char- 
ity drives. We are talking about a drive in the industry 
for funds with which the industry can help itself. 

We are seeking total pledges of one million dollars a 
year for a “help-the-industry-help-itself” program. We 
are seeking that money at a rate that is extremely low 
for each member concern—namely one-tenth of one per 
cent of 1944 net sales—one penny on every $10 of sales. 
From concerns which do not desire, for company policy 
reasons, to disclose or in any way indicate their sales 
volume, we are accepting pledges that represent one-half 
of one per cent of their 1946 capital rating. 

If everybody—retailer, manufacturer, wholesaler and 

(Please turn to page 260) 
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Free Gifts 
Win Publicity: 
Build Good-Will 


HE Nate Morgan Jewelers, in Pocatello, Idaho, 
give things away. Yes sir! They give things away, 
free for nothing, and no strings attached! 

They give rings to the new-born babies of their cus- 
tomers. Each June they conduct an eight-day clock con- 
test for the high school graduating class, the lucky boy 
and girl each receiving a Bulova wrist watch. They give 
watches to the baseball players of the local Pioneer 
Baseball Club for the first home run and for other out- 
standing plays decided upon by the fans. They give 
watches as prizes in other sporting events which occur 
throughout the year at Pocatello High School or Univer- 
sity of Idaho Southern Branch. Customers who are hos- 
pitalized, get married, or suffer a death in the family, 
are sent handsome bouquets. 

During the war bond campaign, at their own expense 
they installed a bond booth and hired a stenographer to 
sell and issue bonds while the customer waited. This re- 
lieved the banks and post office of a tremendous respon- 
sibility and the firm issued $365,000 worth of bonds in 
this small city of 20,000. Good publicity? It was grand! 
The rings for babies, the flowers for the newlyweds, etc., 
did not make front-page headlines. But it rolled up a 
huge snowball of good-will. 


a 


syR'S TODAY 


“f/f 


Mr. Morgan has been in Pocatello for thirty 
years and has moved his store several times 
to take care of his ever-increasing business. 


Taking advantage of the local showing 
of the movie "Adventure in Diamonds, 
Nate Morgan tied in a free ring contest 
with the picture. Above, lobby display. 


Dean Pentz, formerly manager of Morgan 
store, presents winner of Golden Gloves 
Intercollegiate boxing team with watch. 
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Cen you think of anything more gratifyingly flattering 
a set of brand-new parents than that their new off- 
ing, whether Barbara or Billy, be remembered unex- 
edly by one of the leading jewelers? Can’t you just 
“hear them telling their friends about it? Even little 
Parbara, when she’s old enough to lisp, will be getting in 
: pp bee plug for the Nate Morgan Jeweler’s. 

“Where did you get your pretty ring, Barbara?’ 

F »“Nate Morgan’s,” Barbara will say. The name won't 
Bisan much to her but it is safe to say she’ll never for- 


get it. 











































Melvin Morgan, son, 
manager of Pocatello 
store, presents one 
of local league ball 
players with a watch 
for hitting the first 
home run of the season. 





All during the war a 

booth was main- 
tained in the store 
and in this small city 
of 20,000 sold $365.,- 
000 worth of war bonds. 
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Rings for new babies, watch prizes for local sporting events, 


by Nate Morgan, Jeweler, to further customer-store good-will. 


flowers for newlyweds, are all part of the campaign carried on 


by MARGUERITE RUFFNER 


And the bride who received the flowers on her wed- 
ding day? Who do you think she'll single out when she 
wants to add to her new silver service? Or that Christ- 
mas or birthday gift she’s going to buy year after year? 
You guessed it! Nate Morgan’s, of course! 

It is these kindly, homely, little touches which have 
helped to build Nate Morgan Jeweler’s into one of 
Idaho’s largest establishments. So big a credit business 
do they do that they are known as Idaho’s Largest 
Credit Jewelers. “Yours today—a year to pay,” is their 
When the customer makes his 
final payment in this liberal credit set-up, he, too, re- 


rather inviting slogan. 
ceives a gift. This little “thank you” present is a carry- 
over from the good old days when your family paid its 
grocery bill and the jolly groceryman handed you a sack 
of your favorite jaw-breakers or a handful of raisins. 
Remember? 

These human touches, without fanfare or obvious pub- 
licity, cost little compared to the good-will engendered— 
and when it comes to winning friends they far out-rate 
any of the conventional forms of advertising. It might 
well be called “emotional publicity,” because it mgkes a 
deep impression on the heart and mind without apparent 
effort. Few newspaper advertisements can be as effec- 
tive as this “whispered campaign” which makes bridge 
table and sewing circle conversation wherever one of 
(Please turn to page 261) 



















This display for water resistant watches can be 
expanded for entire window or can be compressed 
into a small shadow box for window or in store. 


A Window For the Coming Month 


Theme: 


a A. ‘ Py 
by VIRGINIA DIXON 
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HE water resistant watch is, of course, an all year- 

‘round item, but since summer activities focus par- 
ticular attention on its selling features, it is a “natural” 
for a special midsummer promotion. 





The idea suggested here may be expanded to fill an 
entire window or it may be compressed into a small 
shadow box in the window or inside the store. Sand cloth 
is used for the floor covering, a conch shell and preserved 
sea fans serve as decoration and background for the 
watches and a pert little mermaid cutout completes the 
underwater effect. The copy is lettered on a paper ribbon. 

One of the problems in the display of watches is that 
of making these small items look important and getting 
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Enlarged photostat of mermaid can be made from 
this figure and mounted on cardboard for display. 


them close enough to the view of the prospective custo- 
mer in front of the window for a satisfactory examina- 
tion. If an entire window is to be devoted to this display, 
it would be preferable to arrange the watches in a series 
of small shadow boxes, placed against the plate glass of 
the window with no less than forty-five inches from 
street level to the floor of the shadow box. Such an ar- 
rangement focuses attention on the watches and gets 
them in a position where their attractive design features 
can be fully examined and appreciated. 

If only part of the window is to be devoted to the 
water resistant watches, one such shadow box could be 
used in combination with the usual style of window dis- 
play. Or the balance of the window may be masked so 
that all attention is placed on the watch displays. Of 
course, these same shadow boxes are also ideal for fea- 
turing at other times, diamonds, gold jewelry, costume 
jewelry, pen and pencil sets, pearls, compacts and any 
other small items. 

The exact size of the shadow boxes should be deter- 
mined by the size of the window in which they are to be 
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Midsummer promotion ideas for jewelers center around artieles for 


vaeation activities. The qualities of water-resistant watches 


are subtly suggested by the undersea effeet used in this display. 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Materials Source 


Preserved sea fans 
(quantity depends on size of 


window) Texkraft Sales Co., 10 East 33rd 


Conch Shell Street, New York 16, N. Y., or 


(one for each shadow box) your own display supply house. 


Sand cloth-—for floor 
Modeling clay—to hold fans Local Art Supply Store 


Photostat enlargement of Local Photo Print Service 


mermaid drawing 





used and their arrangement in that space, but an average 
size would be around sixteen by twenty inches. Fem- 
porary construction can be quite simple and inexpensive, 
but they might well be considered for a permanent in- 
stallation in many stores where present windows are 
large and merchandise is generally shown in small group- 
ings rather than in mass display. 


If it is not possible to have the shadow box arrange- 
ment for this display, the entire window may be given 
an undersea effect. Of course the old standby of sus- 
pending watches in a bowl of water is always a convinc- 
ing demonstration, and may be included in this display, 
but the undersea accessories make it possible to show a 
quantity of watches in a watery atmosphere without the 
necessity of dunking all of them! 


To heighten the underwater effect, pale green or blue 
cellophane or very fine net may be stretched over the win- 
dow glass. This gives a very pleasing, watery effect, but 
has the disadvantage of interfering somewhat with the 
visibility of the merchandise and therefore is recom- 
mended with reservations. Another such “trick” is to 
spray wavy horizontal bands across the window glass. 
This can be done with water color paint and a “Flit” 
gun! A stencil cut-out of the desired pattern held against 
the glass with scotch tape will keep the design in place 
while spraying. 

The sea fans come sprayed in various pastel colors 
and may be laid on the window floor and also used in 
upright: positions against the background. Chunks of 
modeling clay serve as excellent bases to support the 
fans. Push the edge of the fan down into a fair-sized 

(Please turn to page 266) 
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Can a Jeweler Merchandise 


Electric Appliances Profitably ? 


AN jewelers make money merchandising electrical 
appliances? 

John D. Wilson, president of Wilson’s Leading Jewel- 
ers, Syracuse, N. Y., is probably as well qualified to 
answer that question as any jeweler in the country. 

And his answer is an emphatic “Yes.” 

For proof of that answer he merely points to the rec- 
ord of the recent opening day for his new household ap- 
pliance section which drew a crowd of more than 5000 
persons to the store. 

That crowd resulted in the greatest single day of re- 
tail business in the firm’s history, and the big crowds are 
still coming. Mr. Wilson is looking forward to a boom- 
ing business in electrical appliances for years to come. 
Here’s what it takes: 

1. A steady flow of merchandise from manufacturers. 

2. Smart, modern display and merchandising fa- 
cilities. 

3. Consistent, customer-getting newspaper adver- 
tising. 

Wilson’s hit all three of these nails right on the head 
and that’s why they’re doing one of the biggest jobs in 
electrical appliances of any jewelry store in the country. 
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Wilson's appliance section adjoins jewelry 
store and is entered through the latter, 
which benefits from the increased traffic. 


Let’s take the first point. The store carries nationally- 
advertised merchandise exclusively. Wilson’s was in the 
electrical appliance business before the war and because 
of this fact, the company has had large quotas of hard- 
to-get merchandise. Consequently, its current stock was 
obtained from these quotas and Wilson’s is in the en- 
viable position of being able to get appliances while 
other outlets in the Syracuse area, organized since the 
war, are getting merchandise only on a hand-to-mouth 
basis. 

With labor difficulties and material shortages cor- 
rected in electrical appliance manufacturing plants, Wil- 
son’s expects to gradually receive more and more mer 
chandise in the months ahead to replenish stocks that are 
rapidly being depleted by the tremendous demand. 
Wilson’s had $50,000 worth of electrical appliances for 
the opening day of its new appliance department and 
was well prepared to meet the onslaught of buying with 
a wide variety of scarce appliances. 

On the second point, that of display, the store boasts 
one of the most modern appliance shops in central New 
York. Adjoining the jewelry store in the Wilson Build- 
ing, the shop is reached through the jewelry entrance, 
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Nationally advertised trade names are 
prominently featured in Wilson's advertising. 


John D. Wilson, head of Wilson’s Leading 
Jewelers, Syracuse, N. Y.. has three-point 
program which enabled him to build up a 
profitable appliance business whieh he 


operates in conjunction with jewelry store. 


by GEORGE E. TOLES 


thus bringing additional traffic into the jewelry 
section. 

Before the expansion, the store was 35 ft. wide 
by 160 ft. deep. The appliance shop adds 25 ft. in 
width and also is 160 ft. deep. 

The new department has a complete selling 
floor, divided into a refrigerator section, washer 
section, small appliance section and radio section. 
Appliances are arranged in an orderly fashion in 
their respective sections and emphasis is placed 
upon easy accessibility. Recessed lighting is used 
in the department. 

A single sheet of plate glass in the front of the 
appliance department affords the passerby a view 
of the entire interior of the store. 

Now for the knockout punch in Wilson’s mer- 
(Please turn to page 268) 
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View of the rear of the Verner store after it was completed. In order to 
get the work done the owner had to play drayman, carpenter and electrician, 
Note the Venetian-blind effect which screens off the rear part of the shop. 


If You Can't Get It Done 
..-. Do It Yourself 


UILDING materials scarce? 
Restrictions on remodeling get you down? 

Workmen impossible to locate? 

Cheer up—Clarence Verner, Cairo, IIl., jeweler faced 
the same situation and came through with a new store 
anyway. How? He went to work on the project himself, 
scrounged the materials, hauled them himself, and then 
did his own sawing and hammering. The result? The 
realization of a lifelong dream: a jewelry store of his 
own. 

For 33 years Clarence had planned to have his own 
jewelry store and just as he was about to realize his am- 
bition, all of the obstacles that could possibly intervene 
popped up. 

The first obstacle came when he was just a young lad, 
back in his home state of Mississippi. He expressed to 
his father a desire to become a watchmaker and jeweler, 
but was immediately informed that he was not to become 
another “Amos Johnson” (an itinerant watchmaker, 
jack of all trades, and “piddled,” as Clarence puts it). 
But the work so fascinated young Verner that he could 
think of nothing more desirable to do. 

His father, however, insisted that his son take up an- 
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other line of work and accordingly bundled him off to 
Mississippi A & M (now “Ole’ Miss’’) at Starksville, 
Mississippi. After two years, Clarence was still deter- 
mined to become a watchmaker. So with belated parental 
blessings, he set out for St. Louis where he entered the 
old St. Louis Watchmaker’s School, at 5815 Easton 
Ave., under the direction of Otto Jaegerman. “I’ll never 
forget that address,’ Clarence says, “and although the 
school has long since gone out of existence, I often pass 
by the site when I am in the city—I suppose for senti- 
mental reasons.” 

After six months in that school, Verner went to Cairo 
where, in 1913, he began his career. He worked there 
until 1925 when he left for a bigger field in the city of 
Chicago, returning to Cairo in 1935. 

During his long career in the employ of several jew- 
elry firms, Clarence worked constantly toward his dream 
store: one that would be convenient both to his cus- 
tomers and in.the speedy handling of his work. 

His second obstacle came when he was “dickering” 
for a building in which to open his store. He had two 
sites in mind: the one he finally selected, and one directly 
across the street. The building where he is now located 
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The front of the Verner store is 
tosteful but not over-lavish. 


was being operated as a jewelry store, and before he 
could close the deal, it was badly damaged by fire. ‘““Had 
I closed that deal beforehand that fire would have ruined 
me” Clarence declared. Ironically, the building across 
the street was later damaged by fire, so that had his 
timing have been faulty in either case, he would have 
been ruined. “Seemed like the good Lord was with me,” 
he commented. 

Then came the third obstacle. The building had been 
renovated by the owners, and he was ready to take it 
over and make any, alterations necessary to serve his 
purpose and conform to the ideas he had formed in long 
years of planning. For instance, the building was 42 feet 
long, entirely too long for the proper display of the 
modest stock he planned to use for the opening. He 
wanted to arrange a partition that would shorten the 


by VICTOR HONEY 


Display cabinets, such as 
the one shown at the right, 
are to be found on either 
side of the Verner store. 
On the right of the store 
a small desk and chair are 
placed beside the display 
cabinet for buyer's comfort. 
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A series of obstacles tended to 
prevent Clarence Verner from 
opening his own jewelry store, 
but determination and skill as 
a jack-of-all-trades helped him 


over the hurdles to fulfillment. 


store proper giving him an attractive and unusual dis- 
play and, at the same time, arranged that it could be 
moved back as the business grew. 

Considerable carpenter work and designing was in- 
volved, in order to bring about the desired changes. 
Everything was in readiness for starting the remeel- 
ing when on May 29th, 1945, a heavy wind and hail 
storm hit Cairo. For about twenty minutes it seemed 
that the city would be wiped off the map, and when the 
storm was over practically every roof in the city of 15,- 
000 inhabitants had been beaten off or severely damaged. 
Much plate and window glass had been broken and the 
city was left in a shambles of broken trees, electric and 
telephone wires. 

As a result, every available carpenter, plumber, elec- 

(Please turn to page 264) 
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These newspaper ads shown on this and the opposite 
page are samples of the type of advertising being 
done by Samuels in selling integrity of store name. 


money when it comes to promoting the jeweler’s biggest stock in 
trade—confidence! While nearly every ad features a ring, usually 
a diamond, the main objective is not so much to sell that specific 
ring today as it is to sell the good name of Samuels today, tomorrow 
and for years to come! 

P Business comes easily to Samuels’ right now. These ads are 
planned to keep the crowds coming to Samuels’ when business plays 
“hard to get.” This is the kind of advertising that should pay off 
when the present jewelry boom levels down to normal and the 

(Please turn to page 269) 
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Confidence Without Complacency 





Is Keynote of NWJA Convention 


Wholesalers and manufacturers meet in Chicago June 3-4 


in first full-dress confab in two years; go on reeord as 


opposing Federal Trade Commission on Keystone pricing. 


ACING the future with confidence yet free from dangerous complacency, 

the nation’s leading wholesale jewelers met at the Edgewater Beach 
Hotel, Chicago, June 3 and 4, for the annual convention of the National 
Wholesale Jewelers’ Association. Conspicuous by its absence was the “good- 
time Charley” atmosphere so often associated with conventions. The whole- 
salers were there for earnest and serious discussion and consideration of their 
mutual problems and situation, and the atmosphere of the meeting was strictly 


one of business. 


Wholesalers and manufacturers who attended in that spirit—and that was 
all of them—found themselves well rewarded for their time and effort with 
two days of constructive talks and discussions by authorities on every phase 
of present-day distribution, both within and without the jewelry field. 

Keynote of the meeting was struck by NWJA’s President Silas B. Reagan 
(Baldwin-Miller Co.) in the annual president’s address, which opened the 
first session on Monday morning. Some 250 wholesalers and manufacturers 
who distribute through wholesalers were present and this full attendance con- 


tinued throughout all the sessions. 
Said President Reagan, “We are here 
together because we have a common in- 
terest in doing an effective selling job 
and because we recognize the importance 
of working and planning with each other 
toward a constantly improved service to 
the retail jeweler. We are here to con- 


SILAS B. REAGAN 


“. . . here to receive 
new ideas and incen- 
ee a 





tribute suggestions for a better business. 
We are here to receive new ideas and 
incentives.” 

Pointing out that during the 12 
months following the informal confer- 
ence in New York, in June, 1945, new 
challenges to established methods of 
distribution have been appearing, Mr. 
Reagan stated the arguments put forth 
by the advocates of distribution direct 
frem manufacturer to retailer and then 
proceeded to refute them. 

These arguments are, he said, first, 
that the manufacturer needs a special- 
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ized selling effort. Second, that direct 
distribution permits the factory better 
to meet increased costs. Third, to as- 
sure that the product will be sold only 
by reputable retailers, and fourth, to 
maintain fair prices and fair trade 
standards. 

As to the first, the speaker pointed 
out that the wholesaler does give the 
manufacturer a much more specialized 
selling job than is sometimes realized, 
because wholesalers’ salesmen frequently 
make specialized selling trips through- 
out the territories to take back up im- 
portant manufacturer promotions, and 
that in their direct mail advertising, the 
wholesaler usually concentrates on the 
items of one manufacturer in a mailing. 


ANOTHER ADVANTAGE 


He further pointed out that whole- 
sale distribution offers another advan- 
tage through the fact that representa- 
tives of several wholesale firms may call 
on the same retailer representing the 
same line, and if for one reason the first 
salesman fails to get the order, the sec- 
ond or the third one may succeed in 
doing so. : 

In reply to the statement that direct 
selling by the manufacturer is more eco- 
nomical, Mr. Reagan argued that al- 
though in theory the manufacturer 
“saves” the wholesaler’s margin, this 
supposed saving is likely to be offset or 





more than offset by the greater cost to 
the manufacturer of maintaining the 
larger sales force that is needed, and the 
selling, servicing and credit handling of 
a large number of relatively small ac. 
counts, instead of the few relatively 
large ones with which the manufacturer 
must deal when he distributes through 
the wholesaler. 

To arguments 3 and 4, he replied that 
the wholesaler is just as interested as 
the manufacturer in maintaining fair 


P. IRVING 
GRINBERG 


Five objectives 
five measures 


and 





markets and proper distribution be- 
cause, like the manufacturer, the whole- 
saler can succeed only if his business is 
built upon a sound basis with legitimate 
profits to all. 

Moreover, said Mr. Reagan, if the 
trade were deprived of’ the services of 
the wholesaler, retail jewelers would be 
faced with a very serious problem of 
obtaining supply, because of the impos- 
sibility for any but a few of the larger 
manufacturers to provide the complete 
coverage of the trade that is necessary. 
The wholesalers’ answer to the challenge 
that has come to them, he concluded, is 
that “we have the ability and determina 
tion to meet it fully and will provide 
an even greater service to the trade in 
the market ahead.” 

P. Irving Grinberg, executive vice- 
chairman of the Jewelers Vigilance 
Committee, presented a resume of the 
activities of that organization whose ob- 
jectives, he stated, were: 

1. To be prepared to meet promptly 
any situation which imperils any b 
interest of the jewelry trade. 

2. To protect the prestige of and 
maintain public confidence in the jewelry 
industry. 

8. To fight discrimination through 
taxes or other Governmental action. 
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4. To help maintain fair competition 
within the industry. 

5. To develop and help maintain sound 
ethical trade standards. 


Reviewing the things which the Vigi- 
lance Committee has done in furtherance 
of those objectives, Mr. Grinberg gave 
this organization the credit for the eas- 
ing of various Governmental restrictions 
during the war, discussed the problem 
of smuggling and the steps that are 
being taken to combat it. He also cred- 
ited the Jewelers Vigilance Committee 
with the work that has been done since 
war to exempt jewelry from OPA reg- 
ulations and to clean up the dealings 
between black marketers, on the one 
hand, and the post exchanges and ships 
service stores, on the other. 


INDUSTRY TAX COMMITTEE 


The present industry-wide committee 
which is working for or reduction of the 
jewelry excise tax was created under 
the auspices of the JVC, Mr. Grinberg 
said, and told of his frequent visits io 
Washington to confer with Hugh M. 
Bennett, attorney for the Industry ‘lax 
Committee, and with the Government 
officials. 

He urged jewelry wholesalers to co- 
operate in achieving the aims of the 
Vigilance Committee through the fol- 
lowing measures: 


1. Buy only from reliable sources who 
maintain high standards of quality. 

2. Insist that the trademark appear 
upon every article. which bares a qual- 
ity mark. 

3. Report cases of false marking to 
the JVC. 


4. Report to the committee any false 
or misleading advertising of jewelry 
items. 

5. Work closely with the Better. Busi- 
ness Bureau in your locality. 


“New Lines and Methods of Distribu- 
tion” was discussed by Lyman Forbes, 
Western Editor of Modern Distribution 
magazine. 

Mr. Forbes said that the sales man- 
ager of a business organization today is 
like the college football coach who may 
have had a championship team last year, 
but has lost many of his star players 
through graduation or otherwise and 
must now entirely rebuild. his team. 
Sales organizations, he said, in many 
cases have been badly disrupted by the 
war—many capable men have changed 
their connections or moved up the lad- 
der, and competent talent in the selling 
staffs is a common need. 

Furthermore, the problem is compli- 
cated through the fact that what he‘ 
called the “inventory tank” of merchan- 
dise is empty, and must be re-filled be- 
fore business can get back to a normal 
situation. 

The transition, he stated, will mean 
many changes, including such things as 
decentralization both of markets and of 
distribution, which means that the man- 
ufacturer and wholesaler must develop 
new outlets and new selling methods to 
keep pace with this change in pattern. 


CITES ‘OUTSIDE SELLING’ 


He referred to the growth of the 
practice of door to door selling, par- 
ticularly in some specialty lines, and 
cited instances of how the same funda- 
mental idea had been put into practice 
by manufacturers and wholesalers in 
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sending out salesmen with trunks loaded 
with merchandise for on-the-spot de- 
livery to retail dealers. 

The answer to all these problems and 
to the challenge of the idea of distribu- 
tion direct from manufacturer to whole- 
saler, he said, is not coercive practices 
or legislation but the doing of a better 
job by the wholesaler and his develop- 
ment of new ideas and new methods. 
The final decision, he said, will rest upon 
how well the wholesalers do their job. 

Final speaker of the Monday morning 
session was Charles H. Sevin, of the 
Marketing Division of the U. S. Depart- 
ment of Commerce, who talked on the 
subject of reducing the cost of distribu- 
tion. 

With profits at the high levels that 
have recently obtained, the pressure for 
the reduction of selling may appear less 
immediately urgent, but this situation is 
one that may change faster than most 
people realize. 

Mr. Sevin recommended that whele- 
salers analyze their businesses carefully, 
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with particular attention to determining 
which lines, which customers and which 
classes of accounts are profitable and 
which are not. 

A large part of the business of any 
wholesaler may actually be losing money, 
even though the business, as a whole, is 
showing a profit, and the business man 
who fails to look into the question care- 
fully may be penalizing himself more 
than he realizes as a result of the un- 
profitable segments of his business. 


He told of some studies that had been > 


made on this subject, pointing out how 
one wholesaler in another field found 
that 50 per cent of the accounts on his 
books were producing only 2 per cent 
of his total business, and that 40 per 
cent of all the items which he carried 
in stock accounted for less than 2 per 
cent of total sales. These unprofitable 
customers and unprofitable items were 
subtracting from the profits of the prof- 
itable accounts and lines more money 
than the total volume of business done 
by these minor accounts and items, and 
the wholesaler by eliminating them was 
thus able to show a greater improved 
profit situation both in percentage and 
in dollars even though the total volume 
was slightly smaller. 

Another wholesaler discovered that he 
was devoting 24 per cent of his sales- 


men’s calls and 16 per cent of his total — 


number of deliveries to accounts that 
produced only 2 per cent of his busi- 
ness. 

Still another found that 75 per cent 
of all of his orders were handled at a 





loss and that the other 25 per ae 
the orders (which were 77 pa! pet : 


dollar volume) were having to snp $ 


the losses sustained by the unprofitable 
accounts. ee 
“Of course,” the speaker said, “jt poy 
not be either practical nor desirable fer 
a wholesaler to try to eliminate eyepy 
single item of unprofitable business, 4 
certain amount of it may be necesgg: 
either as a service to customers gr to 
suppliers, or to both.” He urged, how. 
ever, that everyone should caref 
study his business and work toward the 
elimination of as much as is practical 
of this unprofitable trade. 


SUGGESTED STEPS 


Step that he suggested for reducing 
the number of lines and items ¢arrieg 
were: 

Setting a minimum below which jp- 
dividual orders would not be accepted 
or would be handled only for a service 
fee. 

Educating customers to place fewer 
and more complete orders rather than 
many small ones. 

Increasing the promotional effort 
directed at the desirable segment of 
the business. 

Wasteful distribution may have been 
possible during the past few years, he 
concluded, but the wise wholesaler to- 
day will trim off this excess baggage 
and so put himself in a favorable posi- 
tion to meet the serious competition 
that may be expected in the months 
and years ahead. 

The first speaker of the Monday after- 
noon’s session was Dr. Robert G. Bern- 
reuter, Technical Director of the Chi- 
cago Institute of Aptitude Tests, Ine, 
who discussed the scientific selection and 
the upgrading of salesthen. 

The builditig of an efficient sales force 
is a continuous and never ending prob- 
lem, said Dr. Bernreuter, and it is a 
problem that cannot be solved by the 
process of every wholesaler trying to 
pirate the star salesmen from other 
wholesalers’ organizations. Aside from 
the obvious wastefulness of such a 
process and the fact that it adds noth- 
ing to the reservoir of efficient sales- 
men, there are obvious disadvantages, 
such as the fact that the salesmen who 
is taken from another firm cannot al- 
ways transfer his accounts to his new 
connection. Also he is often inclined to 
“know it all,” and is difficult if not 
impossible to train in the methods of 
the new employer. 

The only real solution to the prob- 
lem, Dr. Bernreuter said, is to recruit, 
select and train new and good material 
and then build on a sound basis for 4 
long pull. 

The American watch situation was 
discussed by Lowell Halligan, Direec- 
tor of Sales Research, Hamilton Watch 
Co., who explained the problems still 
confronting the domestic manufacturer. 

Production problems and_ bottlenecks 
will continue, he said, and the watch 
factories have not yet hit anywhere 
near maximum production. 

Before that can be attained, the 
speaker explained, it is necessary to 
build up a substantial inventory of all 
of the parts that go into a watch. The 
shortage of any one of the more than 
100 segments that make up a watch 
movement means that that movement 
cannot be produced. A large and bal- 
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MORE STORE TRAFFIC FOR YOU 





Ronson continues to set the pace! Be- 
ginning July 6, Ronson will sponsor the sensational 
new % hour quiz program, ‘‘20 Questions,” heard 
on many stations of the Mutual Broadcasting System 
every Saturday night: See your local newspaper for 
time and station. 





“20 Questions” is the show that drew a record 
121,000 letters in its first 13 weeks. It’s the show 
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that will build store traffic for you now. It’s the show 
that in months to come will promote and further 
develop the current sensational public demand for 
Ronson products. 


This network radio campaign for 1946 is im 
addition to Ronson’s vast publication schedule in 
national media—the most dominating advertising 
drive in the history of the lighter industry. 


What does this mean to you as a retailer? Simply 
this: The greater the public demand for Ronson the 
greater is store trafic for Ronson dealers. Even 
though you and we cannot, as yet, satisfy this enor- 
mous demand for Ronson products, that demand is 
drawing into your store people with money to 
spend. 


WORLD’S GREATEST LIGHTER 
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anced inventory of parts is therefore 
essential, and to produce that takes time. 

Furthermore, factory workers who 
during the war were employed on such 
things as instrument work, need con- 
siderable re-training in the fine tech- 
niques of watch manufacture before they 
can again get back into the swing of 
their full production, and that again is 
something for which time is required. 

Meanwhile, so the speaker said, Swiss 
watches are flooding into the country 
at the rate of 9,300,000 in 1945, and at 
the rate of more than 11,000,000 during 
the first four months of 1946. This can 
easily mean a glut of watches in the 
market in the not too distant future with 
consequent cut-throat competition at 
ruinous prices with every conceivable 
type of outlet selling watches indis- 
criminately for whatever they can get. 

He urged that wholesalers counsel 
their retail dealers to keep their inven- 
tories under control, in order not to be 
swamped with surplus merchandise on 
which they might have to take serious 
losses later. 

A heavy inventory of watches is hang- 
ing over the market, he warned, basing 
his conclusion on the belief that Ameri- 
can facilities for the manufacture of 
cases and the casing of watches are not 
sufficient to keep pace with the rate of 
imports of the past 16 months. 

He concluded by pointing out that 
Hamilton is the only large watch com- 
pany distributing its product through 
the wholesaler, and stated that the com- 
pany had no intention of changing its 
policy, because their experience has been 
that the wholesaler has done a good job 
for them and that Hamilton feels that 
its method of selected wholesaler dis- 
tribution is the best for that company, 
at least. Going direct to the retailer is 
no panacea, said Mr. Halligan, in the 
opinion of Hamilton executives. 


THREE FACTORS 


Max Kestenman, Kestenman Bros., 
Providence, in discussing the situation 
with respect to jewelry, stated that 
production and deliveries in the months 
ahead depend on three factors: 


1. Governmental restrictions and regu- 
lations. 


2. Labor. 
8. Materials. 


The bottleneck represented by factor 
No. 1 is now largely removed, Mr. Kes- 
tenman stated, as most of these regula- 
tions have been eliminated and the labor 
and materials situation is steadily im- 
proving. The trade, therefore, can look 


MAX KESTENMAN 


“Don’t get 
panicky .. 


” 





forward with confidence to a more com- 
fortable situation in the reasonably near 
future, Mr. Kestenman stated. 
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The silver situation, he continued, 
while distinctly bad, is still less serious 
than it might have been some months back 
due to the fact that brass is again avail- 
able, and therefore, it is once more pos- 
sible to produce gold-filled and rolled 
gold plated goods on a brass base. 
Nevertheless, the silver situation is still 
“snafu,” in Army language, and needs 
both legislation and OPA relief. 

Nevertheless, many lines will be avail- 
able in adequate quantities for fall buy- 
ing, the speaker said, although he ex- 
pects buying to be more selective in 
respect to brands, prices and qualities. 

He urged his hearers not to worry 
about merchandise shortages, not to get 
panicky, not to over-buy and to keep 
their inventories free of inferior or slow- 
moving goods. 

Discussing the clock and non-jeweled 
watch situation, Edward Ingraham, The 
E. Ingraham Co., reminded his audience 
that demand still exceeds the supply, and 
therefore, that current production is the 
limiting factor. 

Plant capacity is adequate, he said, 
but production is still not up to the 


EDWARD 
INGRAHAM 


“Demand still ex- 
ceeds supply .. .” 





maximum due largely to difficulties in 
the labor and materials situation, which 
he feels are not likely to be corrected 
for some time to come. 

Another impediment to production 
has been the policies of OPA, which he 
stated had been completely unrealistic 
so far as clocks are concerned and have 
made it impossible for manufacturers 
to go ahead with the production of all 
sulihe at the prices they have been per- 
mitted to charge. He condemned among 
other things, OPA’s attitude of demand- 
ing that wholesalers and retailers ab- 
sorb cost increases out of their margins, 
and pointed out that the Price Control 
Board has ignored all of the recom- 
mendations of the Industry Advisory 
Committee, although efforts are still con- 
tinuing to get OPA to take a more. 
realistic and intelligent approach to the 
subject. 

In summation, he stated that the cur- 
rent situation presented the worst prob- 
lems he has known in his 35 years of ex- 
perience in the clock industry, and gave 
it as his opinion that it will take a con- 
siderable time for present difficulties to 
be overcome. 

In discussing Swiss watches, S. Ralph 
Lazrus, president of the Benrus Watch 
Co., and president of the American 
Watch Assemblers Association, con- 
tradicted. Mr. Halligan’s opinion that 
there is a substantial inventory of im- 
ported watches in this country at the 
present time. 

He argued that instead of Swiss watch 
and American watch interests competing 















for the existing market, both 

deavor to oon Mae the total phe 

ket for watches so that there ma 

adequate business and prosperity for aj) 
However, Mr. Lazrus said that whole. 


S. RALPH LAZRUS 


“Increase the overall 
supply .. .” 





salers might as well abandon the field 
of watches retailing at $25 or more, He 
based his views on the opinion that jn 
the $25 to $50 bracket there are already 
so many well-established and strongly 
advertised lines distributed direct to the 
retailer that wholesalers will have no 
chance in that price range. Above $50 
retail, he said, the demand is distinctly 
limited, and again is already well taken 
care of by the high quality brands al- 
ready on the market. (He did not at- 
tempt to reconcile this statement with 
the fact that Hamilton is already being 
successfully distributed by wholesalers.) 

Mr. Lazrus suggested, however, that 
there might be a place for the whole- 
saler in the low-priced group retailing 
between $7.95 and $20, provided that 
margins to both wholesaler and retailer 
were kept very low in order to stimulate 
sales and speed turnover. 

Everyone is eagerly watching the dia- 
mond market, these days, and the re- 
marks of Henry I. Jacobson, of Jacob- 
son Bros., on that subject were listened 
to with particular interest. 

In June of 1944, the speaker reminded 
his audience, he spoke before the same 
group on probable trends in diamonds 
and although not making any specific 
predictions, pointed out at that time 
that diamond prices had a way of going 
up after major wars and that history 
had a habit of repeating itself. 

Anyone who bought heavily at the 
then existing prices, Mr. Jacobson re- 


- 


HENRY 
JACOBSON 


“Everyone is watch- 
ing the diamond mar- 
Maa 





minded his hearers, would have enjoyed 
a substantial profit in the past two 
years. However, he also frankly ad- 
mitted that at the same time he had 
stated that it was expected that when 
Holland and Belgium resumed cutting 
the price of melee and 8-facets would 
go down again as a result of the added 
production in these countries, at their 
much lower than American wages. 
(Please turn to page 361) 
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Tradition of Significance 


to Your Customers...and You 


This advertising appears in: 


UFE 

THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE'S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 


FOR JULY, 1946 


167,626,841 messages in the country’s leading maga- 
zines are dramatizing the tradition of the diamond 
engagement ring. To young people getting married, and 
to you, the jeweler, the significance of the diamond as 
the symbol of love and marriage is of unusual importance. 
For the desire for diamonds is growing with the increasing 
appreciation of the part the diamond plays in the wedding 
plans and dreams. With handsome four-color pages illus- 
trated by outstanding artists, these inspiring messages 
contain an impressive suggestion to seek the advice of a 
trusted jeweler. De Beers Consolidated Mines, Ltd., and 


Associated Companies. 
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The Future for Cultured Pearls 


A British Army officer, writing in a trade paper, takes the 
view that it will be several years before Japan will be again 
exporting cultured pearls. Americans, by and large, agree. 


THE BRITISH VIEW 


HE following article, “The Future of the Cultured 

Pearl,’ by Lt. Col. Malcolm Logan, appeared in 
the Watchmaker, Jeweller & Silversmith (British coun- 
terpart of JC-K) for May, 1946. 

The eclipse of Japan raises a question of some inter- 
est to the jeweler—have we heard the last of the cul- 
tured pearl? My own impression, after a recent tour of 
the Far East, is that we have not, though for reasons 
which I shall give we may see comparatively few for 
some years to come. 

While the future of Japan’s industries as a whole re- 
mains a matter for decision by the Allies, there are indi- 
cations that her pearl culture farms will be permitted to 
resume work. It has never been the Allied policy to de- 
stroy the economy of their defeated enemies, and these 
countries will be permitted to live by their peaceful in- 
dustries. We must therefore anticipate a resumed output 
of Japan’s cultured pearls. 

It will take time before the fruits of these renewed 
harvests come on the market, but we may -not have to 
wait as long as we now think. Quantities of pre-war 
stocks have been found in the country, and the question 
of their export is being considered. No details of these 
amounts have been given, but as exports must have prac- 
tically ceased since 1940 there may be a substantial re- 
serve. In former occupied lands of South-East Asia I 
found that considerable numbers of pre-war cultured 
pearls were still unsold. Against this must be placed the 
fact that Japan’s pearl farms ceased production in 1941. 
As early as 1940 Government restrictions had forced 
some two-thirds of the pearl cultivators out of business. 
These would certainly have been the smaller concerns, so 
that it is difficult to estimate the effect on the industry as 
a whole. However, a year later all cultivation was 
suspended. 

Whatever the future of the industry, these five years 
of suspended animation must affect production for a con- 
siderable time to come. One of the main occupations of 
the pearl farmer is the breeding of new stock. He will 
now have to commence breeding again before he can 
start cultivation on any scale. Another feature of the in- 
dustry is the need for constant inspection of the oysters 
and their surroundings, to guard against many destruc- 
tive diseases. 

Neglect in this respect may well have affected the 

(Please turn to page 274) 
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THE AMERICAN VIEW 


HOWN the article which appears in the ad joining 
column, prominent New York pearl dealers were 
asked for their reactions. Generally in accord with the 
tenor of Lt. Col. Logan’s ideas, their statements follow: 


James D. Leys (Leys, Christie & Co.): I quite 
agree with the article; it will be a considerable time be- 
fore cultured pearls begin arriving from Japan. Not 
that there aren’t any cultured pearls there at this mo- 
ment—there are. But the Japs were cagey and cached 
them away. We cannot really expect any shipments un- 
til about 1948 because the Japs perceive the advantage 
of waiting for an adjustment of dollar and yen. 


Ernest Heller, (L. Heller & Son): Having just 
returned from the Orient and having seen conditions 
there, I am inclined to agree with the author. The Japa- 
nese are virtually starting from scratch and it will be 
necessary for them to first develop the pearl-bearing 
oysters (about a three-year task), and then start culti- 
vating the pearls (an additional few years). There are 
considerations, also, which the author has not discussed 
—minor aspects of the situation which may slow cul- 
tured pearl production down even more. One of these is 
the lack of metal baskets (Japan commandeered them all 
for metal during the war). I have just learned that all 
pearls have completely disappeared from the market in 
Japan—they are not to be found anywhere. Prices will 
stay high and, in all probability, may go much higher. 


Isidore Jaffe (Lady Alice Pearls): The author 
doubts if America or Britain can produce cultured 
pearls. I agree. However, I see no reason to fear a lack 
of cultured pearls, since America has produced the simu- 
lated pearl which many consumers have accepted gladly. 


David Goldstone, (Imperial Pearl Syndicate): 
As far as Japan is concerned, the future of the cultured 
pearl industry will be determined 100 per cent by Gen- 
eral MacArthur. And, since no one knows what he will 
do, it is impossible to prophesy. 

Unfortunately, a quantity of cheap, inferior pearls 
was recently unloaded in Shanghai. As a result prices 
were jeopardized. 

If the Allies would permit the resumption of pearl 
culture in the Dutch East Indies, the American industry 
would be greatly benefited since we would have a fine 
quality product without the stigma of “Made in Japan.’ 
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The Pearls* in the Jewel Box 


1. Che New Line. The new Victoria line is now ready; 
it embraces a much wider price range— new necklaces to 
meet every demand, priced to encourage quick resale at big 
profits to you. 


2. Che Jewel BOK. The attractive, utility box makes 
every Victoria necklace sell itself. Better than that, it attracts 
customers to your store and stops them in your aisles. 
Though others may copy the jewel box package, the Victoria 
box is still the favorite of fashionable women. 


3. National Advertising Plans. For this fall, Victoria 
advertising is bigger and better than ever before. Through 
Life, American Weekly, Ladies’ Home Journal, Photoplay, 
Vogue, Look, Esquire, Holiday, N.Y. Times Magazine and other 
leading publications, the Victoria story will be told to more 
than 21,000,000 readers. 


And, as always, Victoria necklaces are sold through whole- 
salers ONLY to retail jewelers. 


Talk to your Victoria wholesaler today. . 


VICTORIA PEARL CO., LTD. 


, a division of S. Nathan & Co., Inc. 


Rockefeller Center . New York 20, N. Y. 


*Simulated 
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“Basic White” 
For Summer 


Invites 


Jeweled Accents 


Miss Totter adds color to her 
white dress with coral and tur- 
quoise clip and bracelet plus 
a matching belt of gold kid. 


A huge gold medallion suspended 
on two heavy chains brings for- 
mality to basic white dress worn 
by Audrey Totter, screen star. 


HROUGH the years the “little black dress,” well cut and simply styled, has been the 

sartorial standby of the American woman—and a boon to the American jeweler. Its un- 
cluttered lines and lack of trimming make it a natural for jewelry of every type. The wearer 
has only to decide whether she wants to dress “up” or “down” and once the decision is made 
simply adds the appfopriate jewelry. A circlet at the throat, plain gold earrings and a nar- 
row gold bracelet with her “basic black” give an entirely different effect from that achieved 
by diamond and platinum earrings and clips, for example. Same dress—different mood. 


The summer style illustrated on this page gives the fashion wise the same opportunity 
(Please turn to page 218) 
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<< Aig Importers and Cutters of Precious and Semi-Precious Stones Bite eng 
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Cac of thee. Monde 


- - - A Merchandising Primer 


A natural ruby cut in an oval shape 
with a piece of rough. A black and 
white photograph poorly shows color 
and fire of this beautiful gemstone. 


A condensation of the facts and fiction on the 
birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


EM stone for July, the ruby, belongs to the corun- 

dum family of which the blue variety is sapphire. 
Rubies (and sapphires) are next in hardness on Mohs’ 
scale to the diamond and the ruby shares with the dia- 
mond, emerald and pearl, the first rank in precious 
stones. 

The name ruby means red and is derived from’ the 
Latin word rubeus. In medieval times when little was 
known about the character of gemstones, the word ruby 
was loosely applied to all red stones. This was eventu- 
ally restricted to the hardest of them, the real ruby (the 
rare red diamond being as then unknown). Perhaps the 
best known instance of this mis-naming was in the case 
of the famous red stone known as the Black Prince’s 
Ruby, which is one of the treasures of the British Crown 
Jewels. Where it was originally found is not known but 
it has a long and romantic history, so much so that when 
the stone was finally recognized for what it was—red 
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spinel—after coming into possession of the British Com- 
monwealth, its name remained unchanged. 

Although the word ruby is still sometimes used in 
terms such as balas-ruby, for red spinel; Cape-ruby, for 
garnet, and other similar place synonyms for some of the 
semi-precious stones, this use is distinctly incorrect and 
should be eliminated. 

Ruby, belonging to the corundum family, occurs in the 
rhombohedral division of the hexagonal system of crys 
tal symmetry and this being so, is doubly refractive. The 
finest examples are perfectly clear and transparent 
while others contain inclusions which, when as often 
happens, are arranged parallel to the edges which the 
six prism faces make with the basal face, the effect is am 
arrangement of these inclusions mutually inclined # 
angles of 60 deg. These stones, cabochon cut so that the 
axis of symmetry is at right angles to the original basal 

(Please turn to page 267) 


THE JEWELERS’ CIRCULAR-K=iYSTONE 













EXQUISITE GEM OF CEYLON 








Nap of 
CEYLON 
: Island of 

SiR Gems 











or 
from Ratnapura, “Village of the Gems,” come the 





; Ceylon to New York, we present one of the world’s most important | 


¢ collections of genuine sapphires both mounted and unmounted. 





BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, WY 
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Puppets 


Co-Star In 
Jewel Show 


A graceful fern of gold and dia- 
monds gives that added touch to 
this wedding headdress of white 
hackle feathers by Sally Victor. 


Looking like an Arabian bride. 
in her Lilly Daché jersey hat 
and scarf, the model ignores 
Mr. Punch and gives us a view 
of Van Cleef's diamond lip. 


HY not try puppets for your next fashion show? the lights catch the glimmer of the diamonds adornii 

N. W. Ayer, the advertising firm, did it for dia- their Lilly Daché and Sally. Victor hats, and listen 
monds recently, and with considerable success. They the Oh’s and Ah’s emanating from the audience. 
called their show “Diamonds with Punch,” populated Punch and Judy themselves (in the persons of 
the little stage with ugly, sassy old Punch, his equally and Mrs. Bill Baird, well known puppeteers) introduce 
terrific wife, Judy, and a bevy of live models whose the proceedings and provided a good deal of the not t 
heads and shoulders displayed the latest Van Cleef & reverent commentary, while a voice in the backgro 
Arpels gems. gave out with the fashion news. The ferocious 

The tiny, attention-holding puppet stage turned out wooden-heads offered wonderful contrast to the haugh 

to be a natural for the showing of so small an article as models who looked even more beautiful and queenly tha 
jewelry. The models had only to stand in the space be- usual as they looked down on their co-stars. 
tween the proscenium and the black velvet backdrop, let Diamonds were not the sole feature of the show, if 
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Treavu of the Clyes 


48 fowerma edifices f fall and fact, of hope and fu lf{elinert is Guilt the 
qlovy cf the dicanend tte whe sells a Wivsten jewel, whiethonr the -seneliash. setle 


or titled mierstorpracce , sells the treasure of the UGE. 


~ HARRY WINSTON. 
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Y20 WEST FIFTH STREET- LOS ANGELES 


JONKER VARCAS avo lLIRERATOR DIAMONES 











For the tailored bride, Sally 
Victor shows a high draped felt 
with a curved hollow meant for 
one striking jewel, in this in- 
stance, a gold and diamond pin 
repeating the lines of the hat. 


by RENEE FORBES 


This airy chapeau by Daché is made of one of 
the new miracle plastics in palest lavendar 
and its only decoration is a diamond bow- 
knot of huge dimensions at its high point. 


the handsome hats, as well as Dorine Liebert’s blouses, 
came in for their share of the limelight, too. Bridal out- 
fits, easily converted into everyday clothes were shown. 
The Liebert blouses as well as the Daché and Victor 
hats all can be worn after the wedding, some for after- 
noon, others for evening wear. 

The diamond jewelry was handsome and delicate, re- 
vealing once more Van Cleef’s penchant for lacy, fern- 
like designs and for the combination of gold and dia- 
monds. A new note was the crater setting: the diamonds 
set in deep cups of gold to reflect and enhance their 
sparkle. 


220 


“te 


A puppet stage was the back- 4 


ground and Punch and Judy 
were the foils for the models 


in this diamond fashion show. _ 


A general view of the audience at N, W. 
Ayer's divertissement, “Diamonds with 
Punch.” The puppet stage, center of 
the show, can be seen in the background. 
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Simple comparison sells the Circle of Light Diamond. Hold it next 
: to any other diamond of like size. Your customer will immediately 


see its greater size appearance, greater brilliance and perfect beauty. 


Remember . . . the Circle of Light Diamond is polished in its entirety ' 


to give it this extra life, extra sparkle and incomparable beauty. 


PERFECT BEAUTY IS NOT BORN... IT'S MADE... IN AMERICA 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


: an affiliate of 
BAUMGOLD BROS., INC. 


62 WEST 47th Sees, NEW YORK CITY, N. Y. 


Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West 5th Street 
a 








Little Known Gemstones 


i Site Bi Bis ere | 


Few gemstones reveal the strong refraction of sphene 
as shown above. This crystal is in the collection of 
the American Museum of Natural History and, as far 
as is known, is probably the finest sphene crystal known. 


Fourth in a series of articles on those gemstones 


generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


ECAUSE of its rarity, the stone which connois- 
seurs of unusual gems consider the most beautiful 
of all stones, is probably the least known to the general 
public and jeweler alike. A number of these stones have 
recently appeared in the market, and before the war it 
was reported that the German scientists of the I. G. 
Farbenindustrie had succeeded in synthesizing it. The 
present supply is not likely to last long, however, and it 
seems unlikely that the I. G. Farbenindustrie will be 
manufacturing any gems for a few years, so sphenes will 
probably remain the gem of the expert for some time. 
Sphenes are calcium titanium silicate, and as a min- 
eral it is not too uncommon. However, the occurrence of 
transparent gem crystals is most unusual and is almost 
restricted to a portion of the earth not known as an im- 
portant gem source. The Alps, in Switzerland, Austria 
and northern Italy have all yielded some gem crystals 
of this mineral, and with very few exceptions, the entire 
world’s supply has been derived from this source. 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


The reasons for its acclaim are two, its high disper- © 
sion and its high refractive index. Its chief disadvantage — 
is its low hardness, which is only 5 to 514. The double © 
refraction is very strong, greatly exceeding that of any 

_ other gemstone and ranges from a low of about 1.88 to 3 
2.050. This means that the fuzziness or doubling of the ~ 


back facets of a cut gemstone is even more prono 


in this gem than in zircon or peridot. The dispersion, ~ 
that is the spreading of light into its spectral colors, is 
excelled only by demontoid and it is considerably higher ~ 
than diamond and the next lower, zircon. Its color is © 
variable, it ranges from a rare bright green through 
canary yellow to brown. Yellow is most common. Rare 
stones are darker and strongly pleochroic, though this 


(Please turn to page 270) 
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It is predicted that this Autumn will bring a peak demand for fine Rings . . . 

The comprehensive Gemstone selections include glamorous genuine stone 

rings for every consumer preference, to meet every price requirement. 
Stocks available for prompt delivery. 


Visit the R & $ Displays at the Shows: NATIONAL JEWELRY FAIR: BOOTH 30, Congress Hotel, Chicago. 
ANRJA CONVENTION: BOOTHS 67 & 68, Waldorf Astoria, New York. 


ROBINSON & SVERDLIK inc. 


Stylists in Stones 





610 FIFTH AVE., Rockefeller Center, New York 
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Michaelson's well-executed ads give the public 
more than a glimpse behind jewelry store scenes. 


Taking the Public 
Behind the Counter 


by HAROLD HETRICK 
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~ 
ee WELL-PLANNED advertising campaign that 

took the public behind our jewelry counter 
and explained about our repair service for watches and 
worn-out jewelry, the standards for selection of our 
ready-made pieces, and the advantages of our custom- 
made jewelry has won plenty of new customers,” 
B. Michaelson, one of Washington’s oldest jewelers de- 
clared recently. 

These unusual “behind the scenes views in a jewelry 
store” were worked out in a series of six three-column 
advertisements which were run in both morning and 
evening papers. Each advertisement explained some set 
vice or operation of the store. 

An unusual feature of the copy was that it was accom 
panied by a black and white drawing covering every 
type of skill involved in the jewelry business from the 
sales counter to the “boys in the back room.” One fea 
tured B. Michaelson, Sr., engraving a piece of jewelry; 
another his son showing a diamond wedding ring to 4 
young bride; another an employee weighing a diamond 
on a sensitive diamond balance scale; another a worker 
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buffing a ring on a machine that makes 3500 revolutions 
per minute; another a man welding a platinum ring at 
about 3000 deg. F., and the last a watchmaker examin- 
ing the winding and parts of a small watch that needs 
repair. 

“Too much jewelry selling is based on store-front 
appeal,” the advertising agency head who planned the 
advertisements explained. In these advertisements we 
wanted to take the customer who wants to buy a dia- 
mond, let us say, behind the counter into the store room 
and workshop. Then we wanted to impress him with the 
fact that the store’s jewelry repair service for instance 
was not a lame-duck sideline affair but a full fledged 
department staffed by skilled craftsmen who enjoyed 
nothing so much as repairing faulty and worn out pieces 
of jewelry. 

As was later demonstrated, no better selling idea could 
have been devised. Comment was immediate and enthu- 
siastic. It came not only from prospective customers 
who had little or no idea of what went on behind the 
sales counter but also from workers themselves. Workers 
were proud as “punch” that their jobs as jewelry sales- 
men, watch repairmen, engravers and skilled jewelry 
designers had been explained in simple easy terms to the 
man who does the buying. 

In the first “diagnosis and correction,” with a drawing 
of the store’s owner, the copy explained that the skilled 





jewelry craftsman analyzed and repaired jewelry in 
much the same way that a physician diagnoses and pre- 
scribes remedies for human ills. It stressed the fact that 
the store made a business of repairing pieces “run down 
at the heel” and that the head of the firm was available 
at any time for consultation in regard to repair service. 
This flagged the work of this department as it had never 
been done before. 

In two other advertisements, the necessity for pur- 
chasing at a store where integrity and accuracy of judg- 
ment were cornerstones of store policy was emphasized, 
The one headed “absolute accuracy” pointed out how 
the store shows the customer that he gets full value in 
buying a diamond. By means of a sensitive diamond bal- 
ance the purchaser can get the stone’s weight “to a hair’s 
breadth exactness.” Another entitled “love walks jn” 
stresses the need for a customer to be fully informed as 
to the facts regarding color, cut and flawlessness of 
jewelry, all requisites of high standards of salesmanship. 

Three other advertisements acquainted prospective 
customers with the store’s custom-made jewelry. With a 
varied population, including many government official 
representatives from almost every nation in the world, 
Washington has a good business in originally designed 
pieces. The first advertisement—‘‘a polishing opera- 
tion”—headlined the care and skill that goes into the 

(Please turn to page 265) 


Michaelson’s, Washington, D. C., believed that too much jewelry 


store selling is based on “store front appeal’’, and started a 
series of advertisements which would correct this tendeney. 








Advertisements featured virtually every aspect of the firm's work, 
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The Diamond Industry in 1945 


First part of a digest of the 2ist annual review of the diamond 
industry by Sydney H. Ball. diamond consultant for JC-K. The 
entire text of the report will be published soon in booklet form. 


by SYDNEY H. BALL 


of Rogers, Mayer and Ball, New York 
Diamond Consultant for JC-K 


N its 2500 or more years of existence, the diamond 

industry has never had such a prosperous year as 
1945. Production reached an all-time peak, some 14,- 
250,000 carats, the decided increase over recent years 
being due to marked up-turns in output of crushing 
bort in the Belgian Congo and of gem stones in the 
Union of South Africa. Notwithstanding this, stocks 
were further depleted by the fact that the Diamond 
Trading Company’s sales of rough were £24,500,000, 
a figure never before attained. Demand, for the fourth 
successive year, greatly exceeded production, and here- 
after diamond cutters and users of industrial diamonds 
must look largely to current production for their raw 
product, and wholly so far as some sub-types of it are 
concerned. 

Sales of cut diamonds, in the United States at least, 
also were of record proportions, due to high wages dur- 
ing the war and to accumulated wartime savings and, 
during the past four years, to the American stock mar- 


ket boom. 
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The diamond cutting industry continued its growth, 
largely through the remarkably rapid revival of the 
Belgian industry. There are now over 26,000 cutters 
widely scattered over the world. The industry is geared 
too high for the amount of gem rough which presumably 
will be available, and much unemployment is likely to 
result. 

Prices of both cut stones and diamond shares tem 
porarily dropped, with the German collapse, presum- 
ably because optimists inferred that there would in- 
mediately be a larger supply of consumer goods and an 
immediate restoration of international economic sts 
bility. When it was realized that neither of these in- 
ferences was correct, diamond prices snapped back. 

Early in 1945 the Anti-Trust Division of the De 
partment of Justice of the United States brought am 
anti-trust suit ‘against certain diamond producers and 
selling companies. 

The future of the industry is bright. Producers now 
have two products to sell, of first importance, gem stones, 
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Diamonds may be hard, but you can’t make 
cider out of ’em. 


When you buy apples by the barrel and get 
the usual percentage of “culls” you can put 
them in the cider press and get a good drink 


or some of your money back, whichever you 


prefer. 


But when you buy loose diamonds and get 
the occasional “wall flower” it not only re- 
duces your net profit, but ties up some of your 
good money indefinitely. You can’t make a 


profit on something you can’t sell. 


We reject dozens and dozens of diamonds 
every day. Where do they go? Somebody buys 
them eventually and tries to sell them, but they 


or their kind are never set in our rings. 


If there were no other reason for buying our 
diamond rings than the fact that every dia- 
mond in every ring we sell is distinctly saleable 
—at a price that insures you a profit — that 
would be reason enough. 


Drop us a line today for complete information. 
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and of somewhat less importance, industrials. Stocks are 
depleted and demand exceeds current production. Unlike 
most mining industries, capacity was not greatly in- 
creased during the war and further plants now being 
installed can scarcely come into production for some 
three years. At worst, enough gems, particularly the 
smaller sizes, the bread and butter of the trade, should 
be sold to make the trade reasonably prosperous for 
some years. Further, with today’s economy, if I see it 
rightly, many will have money to buy small diamonds who 
never did before, and at some future date China, Russia 
and many other countries may once again buy diamonds. 
Moreover, the producing companies are financially in a 
strong position and can, if necessary, ride out a normal 
depression. 


ROUGH MARKET 


The Diamond Corporation purchases in normal times 95% 
of the world’s production in dollar value, indeed all produc- 
tion except part of that of Brazil, British Guiana, Venezuela 
and of some of the South African alluvial diggers. These 
stones its subsidiary, the Diamond Trading Company, sells to 
brokers and cutters. The Diamond Corporation has £5,000,000 
in ordinary shares, 80%, it is understood, being owned by De 
Beers and 20% by Consolidated Diamond Mine of South-West 
Africa. The Diamond Trading Company’s capital (£3,000,- 
000) is wholly invested in rough diamonds and as sales are 
made the proceeds are re-invested in rough. The Diamond 
Corporation’s report is available only to its stockholders but 
the firm pays in good years, it is understood, handsome divi- 
dends. (1944 Diamond Corp., 10%, and Diamond Trading 
Co., 124%2%.) 

The main office of the Diamond Trading Co. is at Kimberley, 
but while sales are made there to the South African trade, 
its more important sales agency is in London. From mid-1942 
until recently the company was under order of the Diamond 
Controller of Great Britain but since the war’s end, this con- 
trol, with others in the British diamond market, has doubt- 
less been eliminated. 

As late as 1934 total sales of the Diamond Trading Com- 
pany were only £3,719,242, a year of depression in the indus- 
try and one in which few industrial diamonds were sold. More 
recent sales follow: 





Total Gem %of Indus- %of 
Year .. Sales Stones Total _ trials Total 
1939 I yt ee Rio oo TR Caer 
1940 6,144,314 ah ees eL CPs es An 
1941 7,414,420 £5,500,000 74 £2,000,000 26 
1942 10,694,671 6,250,000 59 4,240,000 41 
1943 20,400,634 14,973,000 73 5,428,000 27 
1944 ( Est.) 17,000,000+4. 13,000,000 76 4,000,000 24 


1945 (About) 24,500,000 19,600,000 80 4,900,000 20, 


- 





Sales in 1945 reached an all-time peak; indeed, sales would 
have been larger had the company been in a position to offer 
more goods, as at most of the sights customers’ needs could 
not be satisfied. 

Stocks continue to decrease and that of the Corporation is 
low. Each year sales are more and more from current pro- 
duction. Sales in 1945 largely exceeded production (Sir Ernest 
Oppenheimer values gem production at £16,000,000 yearly) 
and it is doubtful whether 1946 sales will be as great as those 
of 1945, although higher prices, especially for industrials, may 
keep the value of sales from decreasing too markedly. . For 
the next 2 years no increase in production can be expected. 

During the year the Corporation extended all of its pur- 
chasing agreements with the producers, which expired at the 
end of the war. 

The increases in prices of rough during the year, Sir Ernest 
Oppenheimer stated, are less than the increases of the index 
of commodity prices in the United States and South Africa 
and future price increases will not exceed such figures. 

During the year the Diamond Trading Company was split 
into two companies, one under the original name to handle 
gem stones; the second, Industrial Distributors (1946), Ltd. 
(capital £1,000,000), registered in Pretoria, to deal in indus- 
trials. The producers are the principal shareholders in the 
new company, although Anglo-American Investment -Trust has 
an interest. Mr. Otto Oppenheimer is managing director. 'The 
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price of industrials will be based on the value of each ora. 
to industry and will be wholly uninfluenced by piicdaae 
tuations. Assortment will be according to uses in the induste 
It will be remembered that to assist the United Nati, ¢ 
prices of industrials were reduced just before the war and 
price increases occurred during the war. * 
During 1945 the Diamond Trading Co. held a number of 
“sights,” most of them of gem grades. The quantity offered 
was disappointingly small, largely because the Corporation’ 
stocks were becoming depleted, although partly because of 
a shortage of sorters. Due to stock shortages, quality, it ; 
rumored, fell somewhat. Many “askers” left with on} sonal 
part of their needs supplied. In the Feb., 1945, sight prices 
were some 8% over those of Nov., 1944. The lueky bidders 
were able, immediately after the sights, to re-sell their dig. 


s 
bs 


5 


‘monds at a mark-up of as much as 19%, it is said. 


Rough prices since before World War II, say Noy, 1939 
to Feb. 1945, have increased according to one merchant, appre- 
ciably on first quality goods, 1 to 13 carats about 120%, 
while second quality stones have doubled in value. The ag. 
vance for 1l-carat to 5-carat stones has been from 135 tp 
160%, that of 8-carat stones only about 100%. The advance 
in rough under 1 carat has been appreciably less. 


RETAIL DIAMOND TRADE IN UNITED STATES 


The United States continued to buy large quantities of dia. 
monds in 1945, probably more than ever before. Retailers, 


‘department stores and mail order houses all enjoyed large 


sales. While the vast majority of diamonds sold were of the 
smaller sizes, more items costing tens of thousands of dollars 
were sold than for many years. In part this was due to the 
fact that wealthy South Americans no longer visit Paris and 
now look to the Fifth Avenue jewelers to supply their needs, 
Important purchases were also made by rich emigrées from 
Europe, now domiciled here. 

The purchase and resale of desirable old jewelry increased, 

The local diamond market started out the year strong. 
Sales volume was good in January, February and March, and 
prices, particularly of fine goods of 1 carat or more, increased, 
There was a distinct shortage of such goods among retailers 
and of the rough from which they can be polished among 
cutters. Speculative demand accounts in part for the shortage. 


‘<'Tn April and May the market slackened slightly due to’ the 


anticipated, and later actual, collapse of Germany. Holders 
of large inventories of cut were willing to reduce them. In 
June prices remained reasonably firny with a downward ten- 
dency in the price of meleé. In July and August trade, not- 
withstanding Japan’s surrender, was large and prices at least 
firm, if not rising. Cutting shops were busy but some were 
worried about the smallness of their stocks of rough. In 
September sales were satisfactory and prices for good stones 
over % carat, firm; meleé, particularly of the better grades, 
was firm, while the price of sizes increased sharply. Large 
Stones (10 carats and more) were in short supply and never 
had been higher in price (10 carats at $2,100 to $3,900 a carat, 
including luxury tax; 18 to 25 carat stones, $4,700 to $6,000 
a carat). In November sales continued large and high prices 
did not develop sales resistance. Newly cut European goods 
cost as much in New York as the locally cut. Christmas sales 
were large, almost of boom proportions with money available 
for high priced luxury items. 

In résumé, 1945 in the United States was a year of large 
diamond sales and, with exceptions of short periods, of ad-. 
vancing prices. 

A new indicator of American diamond sales, as to number 
at least, is now available, namely, the number of weighings at 
the Diamond Dealers Club, 36 West 47th Street, N. Y. ¢. 
This club is reported to have over 1,000 members. No data 
are given as to the value or caratage involved. Number of 
weighings for the past 3 years were as follows: 


cn CEO oe 36,260 
AS eters 42,101 
MRE Ss 6S ohe task 6's. sie 56,169 


With 1943 as 100%, 1944 weighings were 116% and those of 
1945 155%. While the club has somewhat increased its mem- 
bership, the increase in weighings is largely due to the larger 
demand for diamonds. 


RETAIL PRICES IN AMERICA 


Since 1939 meleé has tripled or quadrupled in price: half- 
carat sizes have increased before tax 75% to 120%; one carat 
stones before tax 65% to 100%; stones over 2 carats 
have fncreased somewhat less. For the larger sizes, price 
is a.miatter of negotiation between buyer and seller; but 
cut has never been higher or scarcer than today. 
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We are pleased to introduce this distinguished member of our Magic Circle family. ‘‘Morrey’s”’ in Columbus, 

Ohio, has been an outstanding name in jewelry for many years . ..a testimonial to Mr. Greenstein’s 

i merchandising ability. We are extremely proud of the success of this establishment with the Magic 


Circle Diamond. * There are a few exclusive franchises still available. We shall welcome your inquiry. 
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REGISTERED IN THE U.S. PATENT OFFICE 


SGIC CIRCLE DIAMONDS ARE A PRODUCT OF RUDOLPH DEUTSCH CO., CLEVELAND 15, OHIO 


rough of over 4 carats is almost impossible to get. 

Compared to some luxury items, diamonds are not high and 
certainly are not high if we are to have much inflation. Short 
of a major depression, the price of large will hold; that of 
meleé is likely to fall somewhat but less than was envisaged 
a couple of years ago, as European cutters’ wages have been 
increased more than was expected. 

To date the price tends ever upward. For short spells high 
prices may restrict sales, but such periods are short. Any 
good to fair cut is in demand. 

Prices were but temporarily affected by either V-E day or 
V-J day. 

The high price of newly cut stones, and in many grades 
their scarcity, explained both here and in England the high 
prices secured at auction and in this country the avidity with 
which jewelers are buying up old jewelry. 

Incidentally, diamond prices had similar rises in England, 
where the shortage of well cut goods was great. Hence ex- 
cellent prices were paid at auction for old jewelry, in many 
instances for their “break-up” value. Sales in five figures were 
not unusual. In Egypt and India prices are even higher than 
our own. 

On Dec. 31, 1944, De Beers, in its American advertising 
campaign quoted the following retail prices for cut stones (in 
the second column I have added the 20% luxury tax): 


Size Without Tax With Tax Added 
$85- $200 $102- $240 
eee 190- 375 228- 450 
540- 835 648-1,002 
1,375-2,300 1,650-2,760 
At that time the trade felt that perhaps the following prices 
were more nearly the going rates (tax included): 


Y, carat $102.50- $180 

Y% carat 260 - 420 

1 carat 720 -1,080 

2 carats 1,800 -3,000 
.Le., slightly lower figures for quarters and higher for stones 
of 1 carat or over. 

In April De Beers lowered its top price for %4 carat stones 
from $200 to $150 (with tax from $240 to $180). In Septem- 
ber lower grades of l-carat stones were dropped to $450, 
but the scarcity of stones of one-carat and more was recog- 
nized and for the rest of the year prices as follows were 
quoted. (I have added the 20% luxury tax). 


Size Without Tax With Tax Added 
$85- $150 $102- $180 
190- 875 228- 450 
450- 975 540-1,170 
1,100-2,800 1,320-3,360 

During the year this index indicates gains in top qualities 
of one-carat stones of 17 per cent and of two-carat stones 
of 22 per cent. 

From my own observation I would believe the prices on 
the low rather than the high side and the price rise during 
the year has been minimized. 

Above the 2-carat sizes, supply has been short and price 
increases on good qualities greater. 

In the future the price of diamonds, up to the next world 
depression at least, should be firm, if not increased. There 
is likely to be a shortage of fine rough for at least 3 or 4 
years, which in itself is indicative of a firm price structure; 
a further guarantee is the fear of many people throughout 
the world in their own currency and the consequent increase 
in the number of buyers. A possible threat to the price of 
small cut is the over-staffing of the cutting industry, which 
might result in a lowering of the cutter’s wage.. This would 
not, however, seriously affect the price of large stones, in 
which labor costs are an unimportant element. 


GOVERNMENT REGULATIONS 


The end of the war has not diminished greatly the number 
of government regulations as to the trade in precious stones. 

In the United States, the OPA relinquished price control 
on “synthetic and semi-precious stones for jewelry purposes” 
on October 15, 1945. On December 27 the United States gov- 
ernment liberalized the export of jewelry, including that con- 
taining diamonds, but has refused to reduce the excise tax (20 
per cent) on jewelry sales, an element which encourages a 
black market in the jewelry trade. Canada early in the year 
removed price controls on jewelry. 

As a postwar measure, during the year Australia permitted 
the import and export of jewelry. As of October, 1945, South 
Africa still required export permits for gold and diamond 
jewelry. Late in the year the Italian government removed 
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the ban on trade in precious metals and gems. Ar 
as of May 4, unified to 5 per cent its sales tax on bee 
Mexico in the fall imposed a 3 per cent sales tax on jewel, 

To protect its mines and its cutters of precious : 
Brazil (January 22, 1945) required import licenses for alj > 
precious stones, diamonds and quartz crystals. 

In Uruguay, the sales tax (February 23, 1945) on jewelry 
became 13 per cent. France, on March 31, 1945, increased 
the luxury tax on jewelry sales from 10 to 25 per cent and 
Bolivia late in the year increased the luxury tax to a 
where jewelry must disappear from the retailers’ shelyes in 
that country. 

As to taxes, the jeweler of Quebec finds himself jp what 
would be a ludicrous position, were it not serious. Hig gales 
are subject to a 25 per cent federal tax, a 6 per cent provin- 
cial tax, and a 2 per cent municipal tax. 


UNITED STATES IMPORTS 


The total gem diamond imports, in dollar value, for the 
years 1941 to 1945 follow: 
$28, 347,786 
26,186,948 
68,127,004 
72,670,146 
107,308,028 
These import figures suggest how prosperous the diamond 
industry has been in the past three years. 
As to rough imported, the figures for the two years 194 
and 1945 follow: 
Dollar Price 
Year Carats Value per Carat 
896,547 $48,445,219 $48.46 
893,761 43,122,622 48,25 
The figures are closely comparable for the two years, al- 
though the 1944 rough was appreciably finer. 
As to cut, the figures for the two years 1944 and 19% 
follow: : 
Dollar Price 
Year Carats Value per Carat 
167,948 $29,224,927 $174.01 
362,516 64,018,576 176.59 
Nineteen forty-five imports exceed those of 1944, as to 
carats, by 115.9 per cent and, as to value, by 119.1 per cent. 
As prices of cut have advanced during the year, the quality 
of the imports has fallen somewhat. 
Details of 1945 imports follow: 


Rough or Uncut 
Value Per Cent 
per of Whole, 
Country Carats Value Carat by Value 
Total 893,760 $43,122,621 $48.25 1000 
Canada 1,110 16,650 15.00 ny 
Mexico 18,838 504,641 36.47 12 
Venezuela 3,973 150,414 37.86 0.4 
British Guiana 1,774 42,715 23.52 eae 
Brazil 14,349 628,325 43.89 14 
United Kingdom .... 5,699 173,797 30.49 04 
British West Africa 
Other than Gold 
Coast 21,402 18.49 
Belgian Congo 86,792 8.63 
British East Africa.. 17,413 207,556 28.00 
Union of South Africa 834,392 41,290,329 49.49 


Cut But Unset 

$64,018,619 $176.59 
Canada 100 100.00 
Mexico 9 5,003 556.56 
Cuba 64,773 11,430,669 178.02 
Venezuela 82,668 132.47 
British Guiana 67,471 116.33 
Brazil : 4,988,200 175.19 
Argentina 2,000 500.00 
United Kingdom .... 3,174,770 181.10 
Netherlands 520,516 200.03 
Belgium 91,295 14,459,673 158.38 
France 44 7,511 170.70- 
Austria 12 1,136 94.67 
Switzerland 40,236 146.85 
U.S.S.R. 562,617 157.64 088 
Palestine 105,899 17,684,997 166.99 27.68 
India 135 270,191 367.61 0.42 
Union of South Africa 46,096 10,720,861 232.58 16.15 

(Please turn’to page 275) 
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Because it is the only 

totally faceted diamond ever 
produced... because it gives an 

impression of larger size... because it 

is guaranteed against chipping... because it 
has great consumer appeal... the Multi-Facet 
Diamond offers you unlimited sales possibilities. Write 

for franchise availability in your community. 


The name Walt: Tacer is stamped in each ring 
ADVERTISED 


“Diamond Craft of America, 551 Fifth Ave., New York 





Loeated at V-intersection of twe 
main shopping streets, Daly 
Sewelers take full advantage of 
excellent display facilities Offered 
by the unusual shape 

of their store. i 


GRAMNO RiveR AVENUE 


SHOWCASE 
WINDOW DISPLAY 


The Daly store as seen from Grand River Avenue. 
Intersection location makes for greater traffic. 











CASHIER 


SHOWCASE yf 

















by H F. REVES WALL CASE 





Floor plan of unusual shaped Dally store. 


Triangle Shaped Store 
Utilizes Display Advantages 


OW a small and unusually shaped building can be 
handled to provide an effective and apparently 
spacious setting for a neighborhood jewelry store is 
demonstrated by the Daly Jewelers, recently opened in 
Redford, a far northwest section of Detroit. 
The name of the concern is a combination of the first 
syllables of the given names of the two partners—David 
Finkel and Lionel Rycus, who have been in the jewelry 
trade for 10 and seven years respectively. 
Both worked for Rogers Jewelers in the same area for 
a number of years where they became acquainted with 
the particular aspects of the neighborhood and with the 
people of the area. When they decided to go into busi- 
ness for themselves, it was natural to choose a spot in 
the district where they were already known and had an 
understanding of community attitudes and preferences. 
Redford, until a few years ago, was a suburb of 
Detroit with its own government and a strong small- 
town feeling. The larger city expanded and after the Full advantage is taken of the one large am 
fashion of most growing towns, it absorbed the smaller gle in the store. Note the rounded showcase. 
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one. Redford gave up its legal identity but not its com- 
munity feeling and attitudes, nor its middle class charac- 
teristics. With the increase of the Detroit population, 
particularly during the war boom years, the tendency of 
growth has been for new housing to be erected in the 
outlying sections. This in turn has led to the further ex- 
pansion of the community shopping centers. One of the 
most rapid developments is that of the Redford center 
on Grand River near Lahser. Road which Rycus and 
Finkel chose for their venture. 

The available site was an old lumber building office. 
triangular in shape, facing on both the main highway. 
Grand River, and a side street. With only a 28-ft. front- 
age and a 40-ft. depth to work with, they planned care- 
fully to make use of every inch of space and to turn the 
peculiar shape of the building into an asset instead of a 
liability. 

By checking carefully into the city building laws. 
they found they could extend the two street fronts 8 in. 
further out to provide additional space. They raised the 
roof several feet so as to give a further increase of floor 
space by the construction of a balcony over the back end 
of the shop. 


WINDOWS AT EYE HEIGHT 

The exterior show windows were set at eye height 
with a double purpose in mind. They thus give the most 
effective customer display level while the section under- 
neath is available for stock storage on the inside. The 
windows are backed with sliding all-glass sections, again 
with several uses. They make the merchandise easily 
available. The glass is frosted to a height of 18 in. to 
provide a background for the jewelry while the upper 
part of the glass is clear to permit a view into the inte- 
rior and to allow for some daylight effect inside. 

Interior show cases are placed parallel to the exterior 
windows, again for multiple reasons. They allow for 
great space conservation, present a neat appearance and 
provide for ready access to the windows. The displays 
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With but. one wall in the - 
store (the other two have 
window displays) maximum 
use is made of a wall-case. 
A stairway to the balcony 
is at the right of the case. 
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Advertising promotion such as this 
direct mail piece, has been tied in 
closely with neighborly feeling of 
area in which the store is located. 


are coordinated, that is, the window diamond section is 
back of the show case diamonds and the watch displays 
are similarly adjacent. The salesman can work from the 
show case, reach into the window for a requested item; 
draw stock from the storage spaces under the windows 
or the show cases without léaving the customer or wast 
ing time. The show cases are of blond primavera wood 
in modern design. 

The illusion of spaciousness is achieved in several 
ways. Mirrors are installed at the ends of the windows 
and also back of the one interior wall which is lined with 


wall cases. By leaving the center of the main floor fret 
(Please turn to page 278) 
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Left—Some of the Hes. 
sian crown jewels, yal. 
ued at $1,500,000 which 
according to the 
were stolen from 
berg Castle, Ge wt 
Below — Place sett 

part of the Hesse loot 
as it appeared when on 
display in Washington, 
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German Royal Gems 


Worth $1.500.000 


ITHOUT even a nudge from the Jewelry Indus- According to the story, the castle at Kronberg was 
try Publicity Board, newspaper readers through- being used as a rest center for American troops. And oné 
out the country were treated in, in June, to photographs day German plumbers were called in to put the castles 
of fabulous jewelry. Good publicity? Well—from the heating plant in shape. When it was observed that the 
Army’s standpoint—No!” plumbers were taking an undue amount of time to effect 
According to dispatches from Germany and Washing- the repairs, the cellar was investigated and a cache of 
ton, the entire incident was precipitated by some wine- wine was discovered. Investigation of the wine led to 
loving German plumbers. But in the end, an Army Colo- the disclosure of a loose brick in the cellar wall, and 
nel, a Major and a Wac Captain, were implicated in the behind the brick was found—$1,500,000 in jewels. 
theft of $1,500,000 worth of crown jewels from Kron- The discovery was reported to the Wac Captain and 
berg Castle, seat of the Hesse royal family. (Please turn to page 266) 


Loose diamonds, emeralds and other gemstones, removed from their original 
settings, were among the Hesse jewels which the Army charges were 
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Diamond Cutters 
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Diamonds in Portrait Window 
Become ‘Part of the Picture’ 


HERE is always something new in window display 

ideas which will attract attention which Hess-Cul- 
bertson Jewelry Company, St. Louis, has long main- 
tained. ‘“‘We believe in constantly developing radical new 
ideas in window presentation simply because it keeps 
the public glancing at the store,” Clarence Vogt, head of 
the store, pointed out, “on the theory that a little re- 
search into what makes good selling windows will always 
produce a new idea.” 

Graphic proof of this theory is demonstrated in a 
series of new “portrait” windows which Hess-Culbert- 
son is building around diamond rings, brooches, earrings 
and similarly small diamond items. Recognizing the fact 
that diamonds are invariably among the hardest of all 
jewelry store lines to display effectively, Mr. Vogt has 
taken the unusual stand of “making them part of the 
picture” —rather than the center of it. 

As pictured, the typical diamond window is a simple, 
open display built around .a handsome crayon portrait of 
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This interesting window display is built around the crayon 
portrait, and an actual diamond earring, pin and ring 
can be seen mounted on the picture in the center. 


Hess-Culbertson, St. Louis, Mo., 
pioneers in a radical display 
technique which builds an entire 


window around diamond jewelry. — 


a model, which appears in a full-sized ebony-black 
frame. Each of these portraits, which are drawn from 
actual photographs by an artist, is chosen for the pose of 
the model, which naturally leads the eye toward het 
jewelry. Thus, each such portrait which the store use 
in the future will be selected because the model’s head # 
tilted slightly forward to display an earring, because het 
hand is draped artistically across her bosom to focus a 
(Please turn to page 278) 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers, 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. ..every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence . 


Kittay & Blitz, Inc. We invite your consideration. 


22 WEST 48 ST., NEW YORK 19, N. Y. 


IMPORTERS AND CUTTERS ... PRECIOUS .. . SEMI-PRECIOUS .. . SYNTHETIC AND IMITATION QUALITY STONES 
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Identifies Gems 


For Jewelry Trade 


NY jewelers who are stumped as to whether a sap- 

phire is a natural stone or a synthetic, or whether 

a pearl is an Oriental or of the cultured variety—or for 

that matter any problem of positively identifying any 

stone about which they may be in doubt—are now able 

to drop their questions in someone else’s lap, and be sure 
of getting the right answer. 

That “lap” is the Gem Trade Laboratories, Incorpo- 
raied, which was organized last winter (p. 337 Dec. 
JC-K and p. 334 Feb. issue), and which has been ac- 
tively functioning for the past several months. Located 
at 36 W. 47th St., New York, it is fully equipped with 
the most modern scientific instruments for gem determi- 
nation, which in the capable hands of Dr. A. E. Alex- 
ander, director of the laboratory, unfailingly reveal the 
true identity of any stone or pearl. Particularly note- 
worthy is the special X-ray and light beam apparatus by 
which cultured pearls can be positively distinguished 
from the natural, and which was developed by Dr. Alex- 
ander during his studies of this subject under a Fellow- 
ship at the Mellon Institute in Pittsburgh. Dr. Alexan- 
der is recognized as being the world’s foremost authority 
on the scientific identification of pearls. 

The laboratory is a non-profit institution organized 
and underwritten bythe leading gem and pearl dealers 
as a service to the jewelry trade and its facilities are 
available to any jeweler anywhere at any time for a 
nominal fee for each stone tested. 
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Left—Dr. Alexander measures the specific ; 
gravity of a stone. At right is the “endo. 
scope, a device developed by him, which 

by a fine beam of light and tiny mirrors 
reveals the interior structure of a pearl, 


Above—Dr. Alexander examines a stone through 
a high-power binocular microscope. On the 
table in the foreground may be seen two types 
of refractometers and a sodium lamp. Other 
instruments are at the farther end of the bench. 


At the right is the X-Ray machine 
also used in the identification of 
pearls. To the left of the partition 
is a high-temperature electric furnace 
with which Dr. Alexander is conduct- 
ing a series of experiments to deter 
mine the effects of heat on the color 
and other qualities of gem stones. 
To its left is an ultra-violet lamp 
which is used to test various gem 
stones for their fluorescent qualities. 
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lockets, rings, cuff links . 


SOMERS-ERNST CO., Inc. 


O. J. SOMERS CO. Diamond importers 
42 WEST 48th STREET, NEW YORK 19, N. Y. 


707 S. Broadway, Los Angeles, Cal. 





To the Ladies .. . 


A series of personality portraits 


of women in the jewelry field. 


, Keo! 


Fun and Fortune” 





ec HERE are two measures of success—the amount 

of money you make and the amount of fun and 
satisfaction you get out of your work. I’ll take the lat- 
ter.” With this simple credo plus an abundance of verve 
and ability, Luella H. Koons has become, by both mea- 
sures, one of the most successful independent retailers in 
the jewelry business. Her Atlantic City jewelry store 
is outstanding in a city known for its fine shops and her 
association work is well known both to the jewelers of 
New Jersey and to the members of both national organi- 
zations. 

Koons Jewelers is owned and managed by Miss Koons. 
She is at her desk in the store during the entire working 
day, she does all the store’s buying, and the pre-Christ- 
mas season finds her behind the counter from nine to 
nine. But none of this prevents her from locking her 
desk, bidding farewell to her salespeople and her sec- 
retary, and heading for a two months’ vacation each 
year. It is that annual vacation, as much as anything else, 
she believes, that has kept the Koons store and its owner 
in step with the times. 

Unafraid of new ideas, eager to learn about the world 
outside her store, Miss Koons sets out each year to visit 
some new part of our country, to see new sights, to talk 
with new people. She has traveiled across the continent 
seven times—by a different route each time. She has 
visited Canada, Mexico, the West Indies. In the early 
thirties, when hard times prevented long vacations, she 
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LUELLA H. KOONS 


attended he annual convention of the National Associa- 
tion of Credit Jewelers and visited the Chicago Century 
of Progress Exposition at the same time. She doesn't 
advocate that procedure except in an emergency, how- 
ever, because she is convinced that “getting away from 
it all” needs no excuse and is in itself an asset to the 
person in business. Too many jewelers, she believes, are 
run by their stores instead of the other way around—and 
that isn’t good from any point of view. 

How does she manage these long stretches away from 
the store when most retailers feel themselves lucky if 
they can take a week off every year or so? “It all depends 
on your attitude,” she told us recently as we sat in her 
cheerful, many-windowed living room. “If you build 
your store entirely around your personal reputation and 
regard your sales people as mere clerks to whom you are 
afraid to delegate any important duties, that idea filters 
through to your customers and they insist on dealing with 
you and you alone. As a result, you are the hub around 
which the wheel spins and your ego is flattered but you 
also run yourself ragged in a few years.” When she went 
into business for herself Miss Koons had no intention of 
running herself ragged so she set about training her help 
systematically in order that the organization would run 
smoothly whether she was there or not. She picked in- 
telligent people whom she felt she could trust and re- 
spect, she taught them her methods and gave them 4 

(Please turn to page 280) 
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What Actually Happens at a 
South African Diamond ‘Sight’? 


JC-K’s Cape Town correspondent explains what occurs when gems 
are placed before the buyers at Kimberley, together with other 
news of the jewelry industry in the Union of South Africa. 


ITH South Africa itself more diamond-minded 

than ever before, and with the world overseas 
elamoring for cut and rough stones, the diamond trade 
is booming. “Merchants overseas are begging us by 
cable and by letter for diamonds,’ a Cape Town dia- 
mond cutting factory manager said recently. “If the 
cutters could handle many times the quantity of rough 
stones they find on the tables in the sighting rooms at 
Kimberley half-a-dozen times a year, they could sell 
every one.” Jewelers in South Africa are receiving only 
enough diamonds from the cutters to keep their busi- 
nesses going adequately. Every mail from the Union 
of South Africa includes big quantities of cut diamonds 
for the overseas market. 

The cutting factories, which all had record sales last 
year, are chalking up bigger records still—the limit of 
their sales being only the limit of their production 
capacity. The heads of the diamond factories were 
recently in Kimberley for the “sights” which were the 
only ones given by the Diamond Trading Company any- 
where except in London. They were attended exclu- 
sively by South African buyers. 

The procedure for the South African “sights” is ex- 
tremely interesting. Heads of the cutting firms state 
in advance the approximate quantity and quality of 
rough diamonds that they require for the following two 
months. At Kimberley the buyers are ushered with a 
certain amount of ceremony into separate well lighted 
rooms. Each buyer finds in his room, spread on white 
paper on the table, an appropriate parcel. As a rule 
he spends several hours examining each stone carefully 
before he accepts the parcel. which he must take as a 
whole. A typical assortment in a parcel would include 
mine stones, Namaqualand stones and alluvial stones of 
varying colors and sizes. “It makes us happy to find 
some good 10-carat stones,” said one buyer who attended 
the April “sights.” “Sometimes we have the chance, 
too, of getting stones of 20 and 30 carats. Of conrse, 
they cut much smaller—a 10-carat stone may end up 
as two polished stones of 214 carats each, with waste 
making up the rest of the stone. Parcels offered at the 
sights vary in value according to the indications given 
beforehand. Some parcels may be valued at £5,000. 
It is said that the bigger parcels run up to £100,000. 


CUTTERS’ WAGES A THORNY PROBLEM 


‘ The question of diamond cutters’ wages is a thorny 
one. The individual] cutter often handles £1.500 worth 
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by W. L. SPEIGHT 
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of stones in a week and by errors he may mar stones 
worth many times his wages—a single stone may exceed 
in value the total of his year’s income. Before the in- 
dustry came under the Controller of Manpower in 1944 
the ordinary cutter’s wages ran as high as £180 a 
month, but. cuts were made of 40 to 45 per cent bring-| 
ing the standard wage down to about £27 a week. 
Employers have indicated their willingness to increase 
these wages by 33 1/3 per cent, but according to Mr, 
L. Roberts, secretary of the Cape Diamond Workers 
Union, the Controller of Manpower is unwilling to allow 
this increase. Mr. Roberts denied a statement that the 
ordinary cutter could earn £150 a month. He said an 
increase in pay to this figure was not allowed as the 
Government considered that it would be an encourage- 
ment to inflation. Other diamond workers said thejr 
high earnings were justified, but they did not wish to 
publicize them for fear of causing jealousy. Against 
their present high incomes, they said, was the fact that 
some of them had had long periods of unemployment — 
and could not predict what the future might hold. Two — 
or three cutters in the Union who work fast and are — 
entrusted with the handling of enormously expensive 
stones are said to earn fantastic monthly checks, but” 
individual cutters do not care to name the actual amounts, — 


SUGGEST FORMATION OF CO-OPERATIVE 


A suggestion that all diamond cutters in the Cape 
should contribute £1,000 each to form a co-operative 
diamond-cutting factory was made at a meeting of the 
Cape branch of the South African Diamond Workers 
Union at Wynberg. As there are 45 members of the 
union in the Cape this would give a working capital of 
£45,000. A committee of five members was appointed 
to prepare a scheme for a co-operative. Under the 
emergency regulations diamond cutters could not change 
their employers or obtain licenses to set up business 
their own, but the establishment of a co-operative might 
be a means of getting round this difficulty. 


SEEK REDUCTION OF DUTY 


Representations are being made to the customs 
authorities for the removal, wholly or in part, of the — 
duty on melees and baguettes. The present duty  ~ 
these stones in South Africa is 33 1/3 per cent, while 

(Please turn to page 282) 
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BONDED DIAMOND RINGS 


Dramatic full-color ads in leading national magazines 
command attention ...create customer demand for 
Cardinal Bonded Diamond wedding and engagement 
rings. Powerful sales promotion and merchandising aids. 
plus a unique new selling idea builds customer con- 
fidence and sales. An actual Bond, given at the time of 
purchase assures customer satisfaction. Write today 
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e Full color ads in e Window Displays! e Radio Spot 
leading national @ Counter Displays! Announcements 
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CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY CO., ST. LOUIS, MO. « M. B. BARKAN COMPANY, MILWAUKEE, WIS. 
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Gemstone Production in 1945 


Domestic production continues at low level while the value of 


imports showed a gain of 48 per cent, according to market report 


of the Bureau of Mines, U. 8S. Department of the Interior. 


O branch of mining except for gold has been so 

adversely affected by war as that of gem stones. 
According to a report prepared by Sydney H. Ball, un- 
der the supervision of Oliver Bowles, Chief, Nonmetal 
Economics Division; Economics and Statistics Branch, 
for the Bureau of Mines, production value in 1945 
dropped to about $40,000, the lowest-in-a decade. The 
decline is attributed to shortages of labor, mining sup- 
plies, tires and gasoline. The gem hobbyists and the 
amateur and semi-professional lapidaries could not re- 
plenish their stocks of rough, and their best customers, 
the touring automobilists almost completely disappeared. 
Further, the supply of most strategic minerals became 
adequate early in the year and pegmatite mining waned. 
It should be stated, however, the pegmatite mining dur- 
ing the war furnished disappointingly few gem stones. 
Late in the year, gasoline and other supplies became 
available and this, together with the return of men from 
the war, will doubtless encourage greater production in 
1946. 

The lapidaries in Oregon and Washington were active 
in 1945. There are at least 50 shops, the value of 1945 
output being variously estimated at from $100,000 to 
$500,000. 


JADE PRODUCTION VALUE EXCEEDS SAPPHIRE 


For the first time, the value of jade produced cer- 
tainly exceeded that of sapphire and probably that of 
turquoise. Wyoming in 1945 produced a number of tons 
of light-green nephrite and almost as much black jade. 
The publicity the press has given Wyoming jade (all 
produced from float) has attracted a nunfber of outside 
prospectors to the state. At Lander there are three pro- 
fessional and a half dozen amateur cutters. The largest 
boulders yet found were located during 1945. 

The Lander region remains the chief producer. Black 
nephrite, which takes a fine polish, is being obtained 
from the Red Desert. Discovery of jade in Laramie 
Range is reported. The white “jade” said to have been 
found near Kemmerer is, according to reliable informa- 
tion, chalcedony. The so-called jade as found is sold at 
one to over five dollars a pound. China, when peace is 
restored, may well become a good market for Wyoming 
jade. 
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Alaska jade appeared on the market in 1945. The 
locality is on the north side of the Kobuk River. Late in 
1945 the Arctic Exploration Company of Fairbanks ]o- 
cated mining claims in the district and flew a consider. 
able shipment of jade to Fairbanks. Some of the mate- 
rial is stated to be of gem quality but most of it is fit 
only for objets d’art. The Chinese have purchased some 
of it. It is reported that three or four men were engaged 
last summer in collecting boulders from the bed of the 
Kobuk River. The better Alaskan material compares fa- 
vorably with the better New Zealand nephrite. It is suit- 
able for tourist jewelry and objets d’art. 


TURQUOISE MINING ACTIVE IN NEVADA 


Turquoise is occasionally found at the Castle Dome 
Copper Mine in Arizona. It is “high graded” by the 
miners and sold in Miami or Globe. Some of it is of fine 
quality. A company official states: ‘‘As in the past, tur 
quoise of an undetermined amount was recovered during 
routine mining operations. As a whole, the quality of the 
material recovered at greater depth has improved, both 
in hardness and in color the latter occurring in the 
lighter shades of blue.” 

Turquoise mining was relatively active in Nevada, 
particularly in the Tonopah and Battle Mountain dis- 
tricts. Most of the material is shipped to New Mexico, 
although some is cut locally, there being five cutting 
shops at Battle Mountain. Mr. Alfred L. Ransome states 
that the lessors, Messrs. Lee Hand and Paul Bare, of 
the Pedro claim on the Copper Basin property of the 
Copper Canyon Mining Company, Battle Mountain, pro 
duced 3601 lbs. of cobbed turquoise in 1945. The Elko 
County mines appear te have made no shipments in 1945. 

In Colorado, the King Mine, now renamed the Lick 
spittle, was operated in 1945 by Charles King of 
Manassa, Colo. Twelve men were employed. The Hall 
Mine, near Villa Grove, Saguache County, will soon be 
operated again. There are rumors of a new turquoise 
deposit in the Cripple Creek district. New Mexico pro 
duced no turquoise, although Indians sorted some ma 
terial from the dumps. Stuart A. Northrop states that 
the Indian jewelers are using chrysocolla, malachite and 

(Please turn to page 283) 
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Good lighting is a feature in 
the Cortland store, as can be 
seen in the cold-cathode fix- 
tures in the ceiling. Lights 
in the showcases can be di- 
rected at specific jewelry. 


by ETHEL CORBITT PITKIN 


Quality Ads Promote 


Distinctive Service 


Certiland Jewelers, Minneapolis, 
use dignified insertions to 
gain widespread recognition. — 


IGNIFIED advertising has done much to establish 

the Cortland Jewelers, a credit jewelry store, at 

717 Hennepin Avenue, Minneapolis, Minn., whieh 

il alae, opened a little more than a year ago. The store was com- 
such es thease pletely remodeled, with specially made fixtures to en 


brought queries hance the beauty of the large stock. 
from far outside : ; ‘ : 
of the Minneap- Blonde maple interior and fixtures create a light and 


olis trading area. cheerful background. Counter cases arranged uniformly 
down either side of the shop are brought up so that mer 
chandise is near the view of store visitors, with no blur- 
ring of some pieces because they are too far away or too 
low to be seen easily. 

Cathode lighting runs along the ceiling. In addition, 
cases are spotlighted with lights which can be turned on 
to specific merchandise, to bring out the beauty of its de- 
signing or its stones. A spotlight at the front of the store 
is on 24 hr. a day, lighting the windows so that their dis-— 
plays stand out vividly. 

“Good lighting is important in all stores,” said Frank 
Sachs, owner and manager of the store, “but I believe it 
is most important in a jewelry store, where merchandise 


needs true, pure lighting to show its quality and delicate 
(Please turn to page 293) 
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Steady Emphasis On Watchbands 
Produces Big Volume at Shaddow’s 


No “extra” item at Shaddow's, 
watchbands are displayed in a 
pair of display cases devoted 
to them exclusively. Here a 
customer examines watchbands 
with the assistance of one of 
the store's helpful clerks. 


by ROBERT LATIMER 


Generally considered an “extra” item in many jewelry stores, 


the A. 8S. Shaddow Jewelry Co., Fresno, Calif., devotes special 
attention to the sale of watehbands — and with good results. 


aa E try to sell a new watchband with every 

repair job as a matter of course,” Arthur 
Yordan of the A. S. Shaddow Jewelry Store states. 
“But in addition to that we go a lot farther, and mer- 
chandise new watchbands through contacts with all sales- 
people in the store, twice the average amount of dis- 
play, regular window promotion, and other points. We 
look upon the watchband as an item which the average 
customer who comes in needs, and seldom gives much 
thought to.” 

Instead of relegating watchbands to a small corner 
case or inconspicuous section of a large case, Shaddow’s 
maintains two large aisle cases in the right rear of the 
store which are devoted exclusively to watchbands, care- 
fully classified into various types, and arranged to meet 
several types of markets which Mr. Yordan has found 
involved. One case shows 12 trays of leather and nov- 
elty watchbands in lower price ranges, while the other, 
a flat, kneehole type similar to those used for flatware 
presentation, is devoted to metal bands in link, expan- 
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sion and novelty styles. Both cases flank the watch re- 
pair bench, but as Mr. Yordan emphasized, it isn’t neces- 
sary that the customer have a watch under repair to 
be considered a new watchband prospect. Mass display 
lets the average visitor know right away that Shaddow’s 
specializes in watchbands. . 

“There are many sales opportunities which we fot- 
merly overlooked included in our sales program,” Mr. 
Yordan outlined. “First, of course, there is the watch 
repair customer. We use a bit of simple psychology in 
connection with these prospects, by insisting that every 
watch case after repair must be buffed and polished to 
new appearance, spending as much as five or ten mit 
utes extra in each instance. Then, when the customer 
returns for the watch, either the watchmaker or sy 
salesperson nearby makes a point of contrasting the 
glossy, new-appearing case with the worn or damaged 
watchband which accompanies it in most instances. We 
don’t high pressure the customers, but merely ask them 

(Please turn to page 294) 
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Fashions in jewelry, as every jeweler knows, 
‘N 

















pass through periods of change about every 
five years. However, the perennial favorite, 
from the.romantic days of the Empress 
Josephine, Queen Victoria, and our own Gay 
Nineties has always been the vogue for clusters. 
The exquisite beauty of clusters created by 
the Kuris organization has won for them a 
high place in the esteem of fashion-wise women 
(and profit-minded jewelers!) everywhere. 
Set in 14 karat mountings fashioned by 
goldsmith-craftsmen, these charming designs 
enjoy a consistent, year-after-year demand 


among discerning purchasers. 


JACK 


Inc. 


MANUFACTURING JEWELERS 


36 WEST 47th STREET, NEW YORK 19, W. Y. 
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Don’t Clutter 
Your Ads! 









Third and last in a series of 
“advertising clinics”, featuring 
the underlying principles of 
good lay-out and typography 


“Omnibus ads," featuring a yariety of 
merchandise, are prone to become over- 
crowded. Compare this ad with the neat 
one illustrated on the following page. 


HE two previous articles in this “advertising clinic” 

series have been devoted to the formal content of an 
ad—what the jeweler should say in his message to the 
public, and how he should say it. 

However, the most carefully-written advertisement 
cannot sell if it is not read. And although a compelling 
headline (discussed in the first installment) is essential, 
the arrangement of the ad, in an attractive manner, has 
much to do with whether or not the reader will stop and 
pay attention. 

The basis for an attractive advertisement is good lay- 
out; i.e., a pleasant arrangement of headline, illustration 
and message. But merely a pleasant arrangement is not 
enough—in addition to being attractive the lay-out must 
also engage the reader’s attention sufficiently to guide 
the eye to the selling message which is normally just a 
block of type and cannot be made to appear like very 
much else. 


FACTORS IN “OMNIBUS” ADS 


Since most jewelry store advertisements are “omni- 
bus” insertions, presenting more than one item, an ex- 
amination of the most effective method of designing such 
advertisements is in order. An omnibus lay-out, even 
more than other types of ads, should combine balance, 
movement, orderliness and legibility. 

Balance, to the lay-out man, consists of having all 
black space weight (type, illustrations, headline, etc. ) 
equalized by white space. This applies not only to the 
spacing of these elements throughout the ad, but also to 
the overall effect. An ad should not be side-heavy, with 
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by DAVID MARKSTEIN 


all type and illustrations on one side and white space on 
the other. Neither should the total amount of black area 
dominate the ad. Many advertisers appear to be con- 
vinced that every tiny inch of the advertising space must 
be filled with either text or illustrations of the items 
which they wish to promote. Nothing could be worse! 
Such ads appear “junky,” and, by reason of being so ob- 
viously crowded, defy the efforts of the reader to de- 
cipher them. Better to err in the direction of too much 
white space, than a crowded, almost illegible lay-out. 

The question may arise: “How about ads which de- 
pend for their effect upon a black background with white 
text and illustrations? Many of these are attractive de- 
spite the fact that black predominates.” 

That is entirely true. Some of these ads are attractive 
—and some are perfectly hideous. The same principle 
holds true in such reversed lay-outs, however; except 
that the amount of white (text and illustration) should 
not predominate over the black background. In either 
case, it is not the relative amount of black over white 
which causes a crowded, jumbled appearance, as it is the 
predominance of text, illustration and headline over 
background. ; 

It would be wise to remember, also, that reversed lay- 
outs (white text and illustrations on a black back- 
ground) depend, for their effect, upon extremely skillful 
handling by the lay-out artist. ‘Amateurs had best stick 
to the more conventional type of presentation. 
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Again, after 5 years, this com- 
pany, which hasalways specialized 
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Once the reader's attention has been secured, either 
through a compelling headline or an attractive type of 
illustration, the lay-out must guide his eye to the vital 
section of the ad—the text. This is best accomplished 
through “movement”; i.e., an arrangement which gently 
(but inevitably!) leads the reader’s eye from the head- 
line and illustration, down to the selling message. This 


“movement” may take the form of a logical sequence of . 


events: a’ headline tied-in with an illustration which in 
turn arouses curiosity about the text may accomplish it. 
Or, perhaps, the illustration itself may tend to arouse 
the interest without the aid.of any particular arresting 
headline. Also mechanical means may be employed: the 
lay-out and copy may be so arranged that the eye natu- 
rally progresses to the text. When this occurs, the most 
effective (and most difficult) use of “movement” has 
been achieved. 


LEGIBILITY AND ORDER 


If an advertisement is hard to read, no matter how 
well it may be laid out, the reader will almost certainly 
pass on to more interesting material. Legibility and or- 
der must prevail. 

Legibility is achieved partly, of course, through the 
use of white space as mentioned above—if there is 
plenty of white space ease in reading will be enhanced. 
However, an ad with the proper amount of white space 
balancing the text can still be hard to read. In such a 
case, the selection of type face and the lay-out are at 
fault. 

Type faces are extremely tricky to play with. While 
a specimen line in a fancy face may look charming to the 
man choosing type for a:layout, if 10 or 15 lines are set 
in that face the message may almost defy interpretation 
merely because the type is suitable only for short words 
or phrases which can easily be grasped. 

Plain Roman, Bodoni and Vogue types are splendid 
faces for advertising text-matter, since they are clean- 
cut and extremely legible. On the other hand, most 
italics and faces with fancy “swash” characters and un- 
expected variations make for difficult reading. The use of 
all capitals in text of any length is to be discouraged, 
since tests have proven that it is almost twice as difficult 
to read all capitals as regular upper-and-lower-case. For 
different reasons, the use of capitals for emphasis within 
the text should be avoided since their use manages to 
convey a somewhat hysterical, shouting effect. For em- 
phasis within the text, italics are admirable. 

Even if legibility reigns within an ad, due to the use 
of white space and clear, easily-read type faces, the 
reader may still be bewildered by an ad and caused to 
turn the page. In such a case, in all probability, the 
vault would be a lack of order in the presentation; not 
order in the sense of “‘neatness” but order in the logical 
sense, denoting sequence. To some extent this considera- 
tion would come under the heading of “movement,” as 
discussed above, since a lack of logical sequence in the 
ad would tend to prevent “movement.” 

However, there may be order in the progression which 
leads the eye down to the text or selling-message, and 
then it may be abandoned. Statements may be made 
which either conflict, confuse or tend to be non sequiturs. 
The public is quick to perceive statements which do not 


256 























This, too, is an “omnibus ad." However, 
it is far more attractive than the one 
reproduced on the preceding page merely 
because of the presence of white space. 


follow, and like as not there will be a feeling of resent- 
ment if the reader is asked to swallow something like 
“Our firm was established in 1941. Serving the publie 
for 21 years.” 


STORE SIGNATURE IS IMPORTANT 


No matter how well laid-out and illustrated, and no 
matter how compelling an advertisement is, it will not be 
at all effective if the reader doesn’t know who is adver- 
tising. Identifying the store is extremely important. 

Many advertisers realize this, and make certain that 
the reader isn’t left in the dark by running a border 
around the ad, featuring the store name. Or, perhaps, 
they have the firm name in seven different places in the 
insertion, in type half an inch high. True, the reader 
had no doubts as to who is advertising in such a case. But 
such treatments, by and large, are inconsistent with the 
principles of good lay-out—legibility and order as men- 
tioned above—and besides they are unnecessary. : 

Almost since advertising was created, merchants have 
attempted to make the store “signature” in their adver 
tising distinctive. Many have taken a tip from such na- 
tional advertisers as “Coca-Cola” and come up with @ 
stylized script version of the firm name. Others have 
used a distinctive type face which, in time, conjures up 
the notion of a certain firm automatically. Still others, 
almost desperate in an attempt to have the signature 
dominate the ad (and, incidenally, frequently ruin what 
would otherwise be an excellent lay-out) employ @ huge 
black block with the firm’s name and street address cut 
out within it. 

True, the firm signature in an ad must be distinctive— 
(Please turn to page 327) 
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FIRST POST-WAR JEWELRY SHOW 
(From page 192) 


different times. Original plans called for the use of only 
the large exhibition hall of The Stevens, but within a 
few days every booth in even this large hall was sold and 
many disappointed firms insisted that additional display 
space be provided in order that they might participate. 

The show management thereupon took over the fifth 
floor of the Stevens which is occupied principally by 
large sample rooms in which some 40 additional exhibi- 
tors were accommodated. 

Requests for space still kept pouring in and the show 
committee next took over “Congress Hall” on the ground 
floor of the Congress Hotel located on Michigan Ave., 
one block north of The Stevens. Forty-five additional 
booths were thus provided. 

But again, this added space was quickly sold out and 
so a fourth expansion was made with the exhibition tak- 
ing over a number of large display rooms on the third 
floor of the Congress. 

Floor plans of each of the four blocks of exhibition 
space, together with a list of the exhibitors, showing the 
location of each, is included in these pages. 

A quick glance of this list of exhibitors reveals that 
every kind of item sold in jewelry stores will be shown 
by leading firms, and retail jewelers will be benefited by 
being able to inspect all these many lines, at one time, in 
one visit to one city. 








Along with the Jewelry Fair, the NACJ has provided 
an interesting and instructive convention program which 
has been so timed and arranged as to permit attendi 
jewelers to obtain maximum benefit from both the cop. 
vention sessions and the merchandise fair without either 
activity interfering with the other. 

Throughout the four days, the exhibition will be open 
for inspection and buying from 9 a. m. until 12 noon, At 
12 all exhibition rooms will be closed until 2.30 p. m, 
and the interval will be occupied by daily luncheon 
meetings at which prominent speakers will discuss yari- 
ous topics of current interest to the trade. These lunch- 
eon convention sessions will adjourn each day at 3 
o'clock thereby releasing attending retailers for further 
work at the fair where the booths will remain open each 
day until 9 p. m., with the exception of Wednesday when 
the exhibits will close at 6 p. m. because of the banquet 
to be held on that evening. 

The trade show will end at 12 o’clock noon of Thurs- 
day, Aug. 1, and no convention session will be held on 
that day, the only event scheduled being the meeting of 
the Board of Directors at 12 o'clock at the Congress 
Hotel. 

On Tuesday evening following the close of the exhibi- 
tion, the Jewelry Industry Publicity Board will present 
its program at a special meeting which all jewelers are 
urged to attend. 

The complete program of the convention is included 
in this article. All of the luncheon meetings will be held 








Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 
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We wish to notify the trade that we buy 
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in the Grand Ballroom of the Hotel Stevens. 

On Monday, President Leo Weisfield of NACJ will 
make the address of welcome followed by Senator C. 
Wayland Brooks of Illinois, who will bring to the assem- 
bled jewelers a message of unusual interest to everyone 
concerned with Government controls and the attitude of 
the Government toward future business regulations. 

He will be followed by Charles S. Telchin, well- 
known jewelry store architect, who will discuss store 
modernization, and Edwin Freed, equally well known in 
the field of window and store display, who will present 
some helpful ideas on that topic. Question and answer 
periods will follow the formal talks of both speakers. 

On Tuesday, Hugh M. Bennett, tax attorney for the 
Jewelry Industry Tax Committee and for NACJ, will 
speak on the jewelry industry and Federal taxes and 
conduct a question and answer period at the conclusion 
of his remarks. The Tuesday session will conclude with 
a summary by Fred B. Dreifus of the jewelry industry’s 
contribution to the rehabilitation of disabled war 
veterans. 

Also on Tuesday at 12 o’clock, a special luncheon will 
be held for the ladies in the Gold Room of the Congress 
Hotel. An outstanding feature in the way of entertain- 
ment is promised. 

The Wednesday Iuncheon program includes an ad- 
dress by Philip S. Hanna, Financial Editor of the Chi- 
cago Daily News, on current business trends; an address 
by J. Gordon Dakins, manager of the Credit Division of 
the National Retail Dry Goods Association, on credits 
and collections, and the question and answer periods. 





The banquet will be held in the Grand Ballroom of 
the Hotel Stevens at 7.30 p. m. on Wednesday, and the 
fair will officially terminate with the closing of the a 
hibits at noon on Thursday. 


ARE YOU WITH US? 
(From page 195) 


importer would subscribe to this fund on either of these 
two low-cost methods then the United Jewelry Industry 
Sales Promotion Program would have behind it, not q 
million dollars per year for three years, but a million 
and a half dollars—more money than we need. 

The campaign for funds is now at a stage where it 
needs the push, not only of individuals, but of trade as- 
sociations as well. 

The Board’s Steering Committee, realizing this, has 
asked many and various trade associations in the indus- 
try to take off their coats and put their weight behind 
the drive. Among those asked, by resolution, are The 
American Watch Assemblers Association; The Ameri- 
can National Retail Jewelers Association; The Chicago 
Jewelers Association; The National Association of 
Credit Jewelers; The Jewelry Crafts Association, and 
the Associate Jewelers, Inc. 

As of this date a few of these have quickly responded 
and have gone to work. Others should respond. It is 
hoped that their response will not be long delayed. 

The work expected of associations is not hard. In the 
main, in most instances, it will consist of letters from 
association officials to their members asking them to give 
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ort to the drive and asking them to explain to sup- 

ered from whom they buy their merchandise that their 
eaten in the program will be beneficial to them 
wal as the industry. 
If all respond and if they really go whole-heartedly 
to work—this drive will soon reach its goal. 

The Jewelry Industry, by vote and by resolution, at 
18 different meetings, has said that it wants this pro- 

am. Now it must do more than vote approval. It must 
work for it. Everybody in the industry must work for it 
_ individually and through their own association. It is 
not fair to let only a portion of the retailers, wholesalers, 
manufacturers and importers of the industry carry the 
fnancial load. All must share in this responsibility. 
There can be no free riders—no hitch-hikers. Make your 
pledge. Write your own trade association. Ask its offi- 
cial to get behind this drive. Teamwork will win. 


FREE GIFTS WIN PUBLICITY 
(From page 197) 


Nate Morgan’s gift recipients happens to be. People, 
being human, like to brag about a gift someone has given 
them. In this instance bragging becomes good advertis- 
ing for the Nate Morgan’s. 

It is a simple method which any jeweler could put into 
execution without much expense. Why not be the first in 
your town to start it? 

Sure, we know you are in business to sell stuff, not 
give it away, but Nate Morgan has found that giving 
things away has proved mighty profitable. Try it and 





This eight-day alarm clock, featuring names of all mem- 
bers of the local high school graduating class, stopped 
at two names, winners of Nate Morgan wrist watches. 


Give a watch to the golf champion in your section. Or 
to the star basketball or football player in your local 
high school or college. Make the presentation at the field 
with the whole town looking on. The next day you'll see 
your firm’s name in front-page or sporting-page head- 
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lines and it won’t cost you the usual per-inch rate either! 


Every businessman knows how cagey newspapers are 
about mentioning the name of any particular firm in 
their columns—even when the firm is a good daily ad- 
vertiser. To make headlines in your daily sheet (without 
paying the usual advertising lineage) you usually have 
to see your place of business either burned to the 
ground, or your entire stock of diamonds made off with 
by robbers. No one in his right mind wants to resort to 
these drastic measures just to make headlines. Well, 
you won’t have to if you tie up in this way with some 
outstanding local sports event. 


But don’t think this is the only kind of publicity Nate 
Morgan goes in for. Far from it! They are on the air 
(over KSEI) three times a day with “Nate Morgan 
Time.” During seasonal periods they buy as much air 
space as they can get. They advertise daily in the Poca- 
tello Tribune, the town’s only newspaper, and they ad- 
vertise extensively in the various farm weeklies through- 
out the county and adjacent counties. They also believe 
in direct mail. In fact, wherever there is advertising, 
you'll always see Nate Morgan Jeweler’s. : 

The store itself is another example of an all-out pub- 
licity campaign. It is so brilliantly lighted that the 
Idaho Power and Electric Company in its monthly trade 
journal has said that the Nate Morgan Jewelry Store 
was the best lighted in the state. The windows them- 
selves sparkle like the diamonds which are displayed 
behind them and the interior, ablaze with light, invites 
one to come in. 


The yearly watch contest for high school Braduaty, 
deserves particular mention since it gets much wide rs 
tention from so many people. The high school students 
—not only the participating graduates but the three 
lower classes as well—are vitally interested, as are also 
their parents and friends. Interest is magnified by the 
element of suspense during the eight days of the Contest 
period. 


At the beginning of that time an eight-day clock (with 
the names of all the graduating students equally space 
around a huge dial) is wound and placed in the windoy. 
Names are in two concentric circles: girls on the oute 
one, and boys on the inner. 


For eight days the clock ticks along while Suspense 
and interest mount and hundreds of people are attracte 
to the window. Finally comes the dramatic moment tha 
everyone has been waiting for. The clock runs down, 
stops and the names to which the hands point are the 
winners. The minute hand indicates the girl and the 
hour hand the boy. Then the lucky winners are formally 
notified—generally some friend has already phoned 
them the good news if they haven’t seen it for themselves 
—and the watches are presented with appropriate cere. 
monies. By merely changing the names on the dial, the 
same clock can be used year after year and its original 
cost is not high. Likewise, the cost of the gift of two 
wrist watches is minor compared to the advertising anj 
good-will obtained. Naturally the winners get local 
newspaper publicity and so does Nate Morgan. And, of 
course, high school graduates generally pull down some 
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nice presents from friends and family. Doesn't it seem 
logical that much of this present-buying trade is cata- 
pulted right into the lap of the Nate Morgan’s? 

The Morgan store has done pretty well, too. Mr. Mor- 
an has been in Pocatello for 30 years, and he’s con- 
stantly finding it necessary to secure bigger and better 
quarters. Right now he has taken over a larger store on 
the same street. This store, designed by well-known 
architects, will be one of the most up-to-the-minute 
stores in Idaho. Every fixture will be new and thor- 
oughly modern. The newest type electrical lighting will 
be employed and, according to Barney Goldberg, mana- 
ger during the war years, it will be a veritable “World 
of Tomorrow” in modernity. 

Nate Morgan’s three sons, Melvin, Earl and Ted, now 
out of the Army, are associated with their father in a 
managerial capacity in the business. And all are opti- 
mistic about the future. They well may be optimistic 
if they continue to pull in the customers with their “give- 


a-present” technique. 





CAN JEWELERS MERCHANDISE APPLIANCES? 
(From page 201) 


chandising program—newspaper advertising. Media 
records show that for the year 1945, Wilson’s was the 
second largest jewelry store newspaper advertiser in the 
United States. 

Wilson’s builds its electrical appliance advertising 


, 


around the theme “Great Names Unite,’ which includes 
the name of Wilson and the name of a leading producer 
of appliances, such as Frigidaire, Eureka or Philco. This 
theme is hammered home in consistent, almost daily, 
newspaper advertising. 

This heavy advertising preceded the opening of the 
new shop and continues. The ads point out that while 
manufacturers have not been able to provide everything 
customers want, “more and more new things are appear- 
ing daily at Wilson’s.” The ads urge prospective custom- 
ers to “watch Wilson’s every day, and be FIRST to get 
what you want.” 

The store urges customers to pay a visit every day to 
see what is on hand to meet their needs. Some of the ads 
frankly admit that the merchandise mentioned is not 
now in stock but in this way the store gets prospective 
customers in a buying mood and educates them to what 
Wilson’s will have to offer in the future. 

Approximately 70 persons are employed in the Syra- 
cuse store. Emphasis is placed on service and it is on 
this keystone that the Wilson firm has built its business. 

Following along this line, Wilson’s has installed along 
with its appliance department an electrical service de- 
partment. This will make for satisfied customers, it was 
pointed out, since customers will be able to return to the 
store with service problems. 

Yes, jewelry stores can make money merchandising 
electrical appliances and Wilson’s expects its 1946 sales 
figures to prove it! 
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IF YOU CAN'T GET IT DONE—DO IT YOURSELF 
(From page 203) 


trician and painter was pressed into service to make 
temporary repairs and prevent further damage. Later 
the workmen were needed to effect permanent repairs. 
It was simply out of the question to obtain a mechanic 
for inside work, and Clarence Verner was faced with 
the prospect of becoming a superman in addition to being 
a jeweler and watchmaker. 

He had decided that his partition would consist of a 
simulated venetian blind of unfinished pine, extending 
about four feet from the wall on either side of the store 
—the remainder to be open. In front of this opening he 
planned to install a shadow box to be set about three feet 
forward, providing a passageway to the rear of the 
building. 

His immediate problem after deciding to do the altera- 
tions himself, was in getting the material to the job. So 
jeweler Verner became drayman Verner. “I drove my 
car to the lumber yard and loaded up the material and 
hauled it to the store,” he said. “Maybe you think that 
wasn’t a job, with some of the pieces sixteen feet long 
and very limber.” But with the same perseverance and 
fortitude that had stood him in good stead all through 
the years, he delivered the material to the site, con- 
structed the partitions, set them up, built the shadow box 
in the center of which were three shelves for display 
purposes, and setting up the whole so that they could be 
moved back as expansion was necessary. 





Then came the installation of the fixtures. As 
were lighted, jeweler-drayman-carpenter Verner, became 
an electrician as well and the bleached wood fixtures 
were duly installed and wired. Since the show windoy, 
were originally built deep, they had to be reduced to cop. 
form to the overall compact arrangements of the stor 
to bring the merchandise nearer the window. This wa, 
accomplished with a framework and plywood in an “g” 
shape, set about two feet back from the plate glass win. 
dow with step shelves and a background of rich black 
velvet. At the same time, this arrangement shuts off the 
view of the store so that customers are not distracted 
from the appeal of the display. : 

As the result of his numerous abilities Clarence Verner’s 
store was formally opened on July 21, 1945, and a long 
stream of well wishers and prospective customers visited 
the store that day and far into the night, amply repaying 
him for his strenuous efforts. 

Entering Verner’s today is a pleasure. Leaving the 
sidewalk to enter the store, one is immediately sur. 
rounded on two sides by an attractive display of watches, 
rings, pins, gifts and other merchandise. The distance 
from the sidewalk to the front door is about five feet, 
so that customers have ample time to inspect the stock 
before entering. 

As the front door is opened the entire store, display 
and personnel seem to reach out in greeting, so compact 
is the arrangement. In fact, the front door might well be 
termed the magnifying glass of the store, so startling 
is the effect. 

Placed lengthwise on the right side of the store is a 
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lighted show case with shelves of merchandise, neatly 
rranged, and storage drawers in the bottom. Behind this 
: the work shop, separated from the store by a low par- 
aah which shuts off the view of the machinery but 
still affords Mr. Verner with a full view of store. 

In the center is another lighted show case placed 
across the width of the store. Behind it is the shadow box 
where additional merchandise is displayed, and behind 
that shines 4 light serving as a night light and daytime 
illumination as well. 

On the left of the store is found a large safe, and 
behind this is a small desk and chair beside a second 
lighted show case running the length of the store. 

Behind the entire enterprise can be seen the smiling 
faces of Mr. and Mrs. Clarence Verner, the proud own- 
ers. They have one assistant, Mrs. Elizabeth Murphy, 
and together the trio has given Cairo, Illinois, one of the 
friendliest little jewelry stores in the middle west. 


TAKING PUBLIC BEHIND THE COUNTER 
(From page 226) 


store’s own jewelry created under the supervision of Mr. 
Michaelson, who has devoted his life to jewelry design. 
The second: ‘“‘an artist at work” pointed out that a good 
jeweler must be an artist skilled in good design as well 
as in mechanics. The third: “a split-second precision” 
featured a drawing of a watchmaker showing how good 
timing was an essential in watch repair. 

In order to give even further publicity to the custom- 


designed line, the store decided to sponsor an art con- 
test, offering a $50 prize for designing the best trade- 
mark which could be used to stamp each original piece. 

During the six-week period of the contest, the store 
ran a small one-column advertisement costing $10-12, 
twice a week, explaining the contest. Over 214 entrants, 
including a contribution from a patient at one of the 
district’s mental hospitals, submitted designs. On each 
contest announcement the store stated that it would 
gladly execute any jewelry designs that customers had 
in mind in platinum, gold or silver. The results were 
good. Over 50 customers responded. 

The store has also had excellent sales results from its 
jewelry promotion in connection with a weekly fashion 
show sponsored by various dress shops at one of Wash- 
ington’s leading hotels. Jewelry displayed on models is 
sold at the fashion show. 

This program of advertising has proven specially 
valuable in a town like Washington where population is 
constantly shifting. In a decade the city’s population 
has doubled, and so has Government personnel. “Where 
can I buy a ring?” “Where can I find a reliable watch 
repairman?” These are frequent questions in . the 
Capital. People are simply not familiar with the 250- 
odd jewelry and watch repair stores and welcome infor- 
mation such as that supplied by this advertising. 

Since about 85 per cent of the people who came to 
Washington recently plan to stay on permanently, the 
wisdom of advertising which sells service has more than 
proved itself. 
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GERMAN JEWELS WORTH $1,500,000 
(From page 238) 


she communicated the news of the find to her superior 
officer, Col. Jack Durant. Unlike the incident of the dis- 
covery of Goering’s baton, however, the find was not re- 
ported upward through Army channels. 

Some weeks ago, in preparation for her forthcoming 
marriage, a daughter of the Hesse family attempted to 
have the traditional family jewels removed from their 
hiding place. To everyone’s horror, they were gone. The 
Army, notified of the strange disappearance, began 
checking personnel who had been connected with the 
operation of the Kronberg rest center. Shortly there- 
after it was announced that Col. Durant and Capt. Nash 
(subsequently married to Durant) were being held on 
suspicion. Shortly after that the major part of the 
jewels were found in a Chicago locker, where they had 
been left by a “fence” who considered them too hot to 
handle in view of the notoriety. 

Another Army officer, Major David Watson, was also 
arrested on suspicion shortly afterwards. A discharged 
corporal, who was said to have been the man to turn the 
news of the discovery over to Capt. Nash, was kept un- 
der surveillance for some time by FBI and Customs 
agents, but was finally released inasmuch as he had none 
of the jewelry and had maintained that he merely re- 
ported the find. 


The Army contemplates court-martialing the three 


officer-principals in the affair, since Col. Durant and 
Capt. Nash were on terminal leave when apprehended 
and Major Watson was on active duty in Frankfort. The 
trials will, in all probability, take place in Germany 
scene of the alleged theft. ; 

The jewels themselves, held as evidence, were put on 
display in Washington. 


A WINDOW FOR THE COMING MONTH 
(From page 199) 


lump of clay in the position desired and the clay wil} 
hold it there. The fans vary considerably in size, but 
average from 12 inches to 18 inches in height, 

A drawing of the mermaid is shown herewith; an ep- 
larged positive photostat of this figure can be made from 
the magazine page, mounted on cardboard and cut out. 

The sandcloth for the floor may be stretched smoothly 
over floor pads or may be laid directly on the window 
floor. The background should be blue or green in color, 
Since it should be pretty well covered by the sea fans, 
paper backing can be used quite satisfactorily, but fab- 
ric may be used if preferred. 

Any other materials suggestive of under sea atmos- 
phere which may be available such as star fish, small sea 
shells, or coral branches may of course be included, but 
a cluttered crowded effect in which the watches become 
subordinate should be arefully avoided. 
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GEM OF THE MONTH 
(From page 216) 


face, show a six-rayed star. These are called asterias or, 
more commonly, star-rubies or star-sapphires, both very 
much is favor in modern jewelry. 

In recent years, ruby has been produced synthetically 
and during the war played an important part in its use 
as jeweled bearings in watch and chronometer move- 
ments and for delicate instruments used by the armed 
forces. Now that war demands have eased, these syn- 
thetic stones are again being used in jewelry. 

The synthetic crystals are produced in the form of 
boules or cylindrical formations and it is through this 
formation that the synthetic is distinguished from the 
genuine stone. Crystallizing in the hexagonal system, 
the growth lines of natural rubies show up as straight 
or angle lines under the microscope, while those of the 
synthetics appear as curved lines. 

The world’s supply of fine rubies is secured almost 
entirely from the famous ruby mines near Moguk in up- 
per Burma. It is from this district that the stones of 
the coveted carmine-red or “‘pigeon’s blood” color are ob- 
tained. The stones are found in the limestone on the 
sides of the hills but not in paying quantity. The greater 
part of the stones are found in the alluvial deposits in 
the river beds; the ruby ground being known locally as 
“byon.” 

Other occurrences of rubies are found in considerable 








quantity near Bangkok, in Siam, the stones being mostly 
darker in color than the Burmese rubies. Ceylon, too, 
produces some rubies which are- usually pale in tint. 


' Sometimes the color is too purple which is then improved 


by heating. Small quantities of rubies are found in the 
United States, usually in occurrence with the more 
plentiful sapphires, in Montana and North Carolina. 
Other minor localities producing rubies of gem quality 
are in Southern Rhodesia and Afghanistan. Other oc- 
currences, though not of good quality, have been re- 
ported from the Yunnan Province of China, Manchuria, 
Belgian Congo, Angola, Madagascar and Colombia. 


The following questions and answers are designed to 
provide in simplified form that information essential in 
retailer-customer relations whenever these gems are 
discussed : 

What is the ruby—the July birtstone? 

The red variety of the mineral corundum. 

What is the popular word for corundum? 

Sapphire. The ruby is really red sapphire. 

Why is the ruby the most valuable stone known? 

The finest red color is seldom seen in a clean stone 
without flaws, over a few carats. 

Why is the ruby called “The Lord of Gems”? 

A ruby was said to have been placed on Aaron’s neck 
by the Lord’s command. 

What is considered the finest red for ruby? 

An intense red (not mixed or of a maroon shade) that 
retains its beauty even in artificial light. 
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What confusing name is sometimes used for the 


finest redsP 


“Pigeon’s blood” but there is no authentic standard so . 


the term should be avoided. 

Where are the finest rubies mined? 

In Burma. | 

What are the trade names for these rubies? 

“Ruby,” “Oriental Ruby” or “Burma Ruby.” 

What is sometimes erroneously called “Ceylon 
Ruby”? 

Pink sapphire is a better name. 

What is Siam Ruby? 

Brownish-red or blackish-red ruby. 


Does a locality name like “Siam Ruby” indicate 
the place where the stone was mined? 


Not necessarily; it merely designates a type—the 
name often indicates the first known source of the type. 

How are rubies mined P 

In Burma where most of the stones occur, some are 
found in the limestone ridges on the sides of the hills; 
the greater part of the stones are found in the alluvial 
deposits in the river beds, being dug out by hand by 
native workers. 

How do rubies look when found P 

In characteristic hexagonal (six-sided) crystals. 

What are star rubies (and sapphires) P 

Rubies showing a six-rayed star effect in the*proper 
light. 


Does the star actually exist? 

No, it is purely optical. Nothing in the stones Corre. 
spond to the star lines. 

What causes the starP 

This is not easily explained but it is related to the 
hexagonal crystallization of the stone. 

What about transparency in star stones? 

No star is possible in a perfectly transparent stone, 

What are the parallel lines often seen in a gta 
ruby P 

These are crystal growth lines. 

What is the best way to see a starP 

With a single direct light, stronger than the surround- 
ing light, directly over the stone. 

What is a synthetic ruby? 

This is a manufactured stone with the same chemical 
and physical characteristics as the natural gem. 

How can you tell a natural stone from a syn. 
thetic one? 

The natural has straight “growth” or color lines, 
showing its crystalline growth. In synthetics, these color 
lines are always curved. 

What are the other characteristics of synthetics? 

They contain microscopic round bubbles (air), fusion 
marks, etc. 

How heavy are rubiesP 

About one-seventh heavier than the diamond. 

How do rubies resist wear? 
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They, and the related stone, sapphire, are the second 
hardest stones that are known. Diamond is the only 
other stone that can scratch them. 

The physical properties of the ruby are as follows: 


Composition ...--.+----+++. Aluminum Oxide 
Mineral Name .........--.-. Red Corundum 
Crystal eee Hexagonal 
Specific PD see sawenadenen 2. 4.03 
SE 4 seen se didaweeccewewws care dee 
Wearing .- sce cece eee ccccenes Excellent 


OBJECTIVE: CUSTOMER CONFIDENCE 
(From page 205) 


jeweler again has to compete with the distributors of 
other luxuries such as automobiles, radios and electrical 
appliances which have long been off the market in any 
appreciable quantities. 

The ideas behind the campaign were conceived by Jay 
Haight, director of Albert S. Samuels Co.’s advertising. 
So different is his copy-slant from the usual jewelry 
store approath that an analysis of a few representative 
examples should prove well worth while. For instance, a 
chart of carat weights and prices is seldom seen in a dia- 
mond ring ad. Yet, one Samuels ad makes such a chart 
the focal point of both copy and art. Although .it takes 
an expert to know diamond values, it is surprising to no- 
tice what a clear idea of size this chart gives to the 
young man with a given sum to spend. Likewise, the 
chart holds the answer for the man who wants a given 
size diamond, but wonders how much he will have to pay. 
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For the sake of simplification, the prices quoted are for 
rings in plain or tailored settings. The explanation is 
also made that the prices refer to finest blue-white 
quality, this being, of course, the only quality carried by 
Samuels’. 


Sometimes the theme is personnel, also from the cus- 
tomer-confidence-building angle. One. attention-getter 
frankly admits that, although carefully selected and 
trained, Samuels’ salespeople are not infalible: “Sure, 
we made mistakes. Certainly we slip up on service.” The 
customer-reaction to this honest concession should be fa- 
vorable, especially when the next sentence reads, “When 
we do (make a mistake) . . . no consideration whatever is 
given to the expense involved in making it right. An in- 
stance was recalled where a synthetic garnet was care- 
lessly tagged “garnet.” When the customer who bought 
it complained afterwards the stone was not genuine, 
Samuels had one cut to fit the setting at twice the ex- 
pense of the original synthetic garnet which, of course, 
had been correctly priced in the first place. If to make 
a mistake is human, why not own up to it, as Samuels 
does, and turn that unavoidable occasional error into a 
positive asset? 

In its confidence-building ads based on personnel, the 
current Samuels campaign also makes the most of this 
firm’s profit-sharing arrangement: “Samuels’ salespeople 
do not work on a commission. They are paid generous 
salaries and a share in the firm’s profits . . . to remove 
temptation, only human, to effect a sale, if possible, re- 
gardless of your desire or best interests.” 


To prove that Samuels’ salespeople do serve the cus- 








tomer’s best interests, the case of “Ensign Tommy” is 
cited. Tommy was quoted in a Samuels advertisement as 
saying, “All I can scare up (for an engagement ring) is 
about $700.” The copy went on to say that on Ensign 
Tommy’s salary, $700 is far too much to pay. Tommy 
was convinced by a conscientious Samuels salesman that 
a ring at a far lower figure would be more appropriate 
for his circumstances. His girl, being the sensible little 
person that she is, wouldn’t want him to spend $700, the 
salesman continued. The result was that Tommy was 
made happy because he chose a beautiful ring at a price 
he could really afford. What a human way to emphasize 
the point that “Samuels has rings at all prices—as low 
as $50, as high as $3,250. . . . They will be shown by 
honorable salespeople without high-pressure methods.” 

Samuels’ employees work a five-day week. At first 
thought, you might wonder what a five-day week has to 
do with building customer-confidence. It has much to do 
with it, according to the Samuels ads, when it is given as 
the reason for a “rested, happy and vigorous” sales 
force. “They serve you with enthusiasm and no effort is 
too great... .” The customer who has suffered aggrava- 
tions, in some store or other, at the disinterest of some 
weary salesperson during the war will be sure to read 
that particular sentence with a real sense of relief. 

As was noted previously in this article, nearly every 
ad in the Samuels series, including those based on per- 
sonnel, features a large sketch of a diamond ring. For a 
confidence-building campaign there could have been no 
more appropriate choice of illustration. The diamond 
may be said to be the one item out of any jeweler’s stock 





that most needs to be sold on faith. Build faith now and 
sell diamonds both now and later, might well be a jewel- 
er’s creed. 

By whatever name you choose to call it, faith, cong. 
dence or good will—like good water or good wine—cay 
be stored up in a reservoir in times of plenty to be drawn 
out and used carefully when needed. 





LITTLE KNOWN GEMSTONES 
(From page 222) 


pleochroism is not universal. The strong pleochroism 
gives the stones possessing it an even greater effect of 
strong dispersion for one of the directions is red brown, 
the others, lighter yellow. The red brown glints seen jn 
facetted stones fortify the red spectral colors emphasiz- 
ing the inconstancy of the color impression gained by 
the viewer. 

The mineral sphene is not uncommon in nature, it is 
a frequent minor accessory of a certain type of igneous 
rock. The crystals in these rocks look much like the 
back of envelopes, and are known as “envelope shaped” 
crystals. However, these are opaque brown things, usn- 
ally small and give no more indication of the potential 
glory of the gem than a black tourmaline suggests the 
fire one sees in a red rubellite. Occasionally one yill 
find a larger crystal; in Ontario they are to be seen in 
really mammoth crystals, inches across, but here, too, 
unfortunately, their color is a chocolate brown. Two lo- 
calities are known in the United States which are said 
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duced gem crystals. One is not far from New 


. “% . . 
Oe chy, at Brewster, N. Y., in the notorious Tilly 
chee Mine. Then, too, a second fine American locality 
0 . 


for transparent crystals was not far from Philadelphia, 
+ Bridgewater, Pa., but probably few, if any, cuttable 
he were found there. 

The mineral occurrences of the Alpine regions are dis- 
tinctive and unlike those of any other locality known 
anywhere in the world. They are, in a sense, pegmatitic. 
Regular readers of these articles will know, by this time, 
what is meant by pegmatites; for the others let us say 
briefly, that they represent deposits formed from the rare 
element residual solutions, left over after the common 
minerals with the common elements have settled out. The 
difference in the Alpine crevices, however, is that they ar 
not true dikes, with considerable width and stony bulk, 
running some feet through the bordering rocks. Rather 
they appear to be gashes, with thin coarsely crystallised 
borders, but largely open pockets, their inner surfaces 
lined with free growing crystals. Many fine mineral 
specimens have been collected in these pockets; they 
have supplied quartz crystals for Benvenuto Cellini’s 
enameled dishes; they have supplied rock crystal for 
Roman cups. Generations of Swiss mountain climbers 
have earned their living by searching out these crystal 
pockets, Alpine “strahlers”’ they are called, and so great 
is their rivalry that few Swiss mineral localities on la- 
beled specimens are accurate within 10 miles. Rare min- 
erals in these pockets include many of our gem minerals, 
beryl, tourmaline, euclase and so on. Among them are, 
rarely, sphenes, the finest found anywhere in the world. 
As is to be expected, by far the greater number are too 
small and flawed to be of any value, as is the case with 
the beryls and tourmalines. Only rarely will there be one 
of sufficient size, clarity and perfection to permit the 
cutting of a gem. The finest of all sphene crystals so far 
as we know, is one from the Tyrol, now in the collection 
of The American Museum of Natural History and illus- 
trated herewith. This yellow brown crystal has been de- 
seribed in 1874 by a famous German mineralogist named 
Vom Rath, who speaks of its as being the property of a 
tich American named Spang “who needn’t care what he 
pays for minerals.” The Spang collection was the nu- 
cleus of the outstanding collection now in The American 
Museum. 


Generations of alpine “strahlers” have searched out 
every likely nook and crevice bared by the winter storms 
ad ice plucking in these mountains. Generations of 
tourists and collectors have bought their hauls of beauti- 
ful specimens. So the specialized and informed gem col- 
lectors of the world will not, in all probability, ever find 
& great increase in the supply of gem sphenes for the 
tdornment of their collections. At least not until syn- 
thetic sphenes become a commercial reality. And the 


largest sphenes are probably not much over 10 carats in 
bite, 


With their adamantine properties, sphenes should be 
eit about as diamonds are, brilliant cut with only 
y steeper angles on the pavilion. This brings out 
¢fire and the color, which make the sphene a peer of 
fms in rarity and beauty; its price kept down only by 
the limited supply which has made senseless any at- 
tempt to build a popularity for a gem so hard to find. 
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Can You Help Me? 





My Display Problem |,. 


_ arta neem ———— 
by VIRGINIA DIXON 


Readers’ questions about window and inside-store gj 
will be answered in this department each month by Miss” i 
ginia Dixon, one of America’s topnotch display, experts whos 
talents have been brought to a focus on the jewelry fe 
Miss Dixon is already well known to JC-K readers ag = 
author of many stand-out articles on jewelry store displag 





] HAVE seen display platforms and wood units tha 
appear to have a fuzz-like material or lint sprayed o 
applied somehow to the surface. A piece of wood would 
then appear to have a sort of suede surface. Can you telj 
me where I can have this material applied—A. N, J, 


Answer—You are probably referring to the process 
known as flocking which consists of spraying fine par 
ticles of wool or rayon fiber on to a surface treated with 
an adhesive which holds the flock to the surface. There 
are a number of flock processing companies in Ney 
York. One of the following firms can probably take care 
of your work: Flock Process Company, 53 W. 2ist 
Street, Suedo Finishing Company, 20 E.: 12th Street; 
B & B Processing Company, 576 Sixth Avenue, or Ace 
Velvetone Company, 79 Fourth Avenue, all New York 
City. 


E are interested in some small price tickets for our 
very modern new store. Would prefer plastic with 
embossed price on it. Can you recommend someone?— 


M.S. C. 


Answer—The best plastic price tickets I know of are 
made by the Franklin Manufacturing Corp., 62 Central 
Street, Norwood, Mass. This firm makes a number of 
different sizes and types of tickets called Franklin 
E-Z-C price and sign tickets. They are black plastic with 
silver figures and letters and are quite reasonably priced. 
One set is designed primarily for jewelry and gift 
stores. They will send circular on request. 


SHOPPING NOTES 


F you are toying with the idea of installing an oper 
face store front, you will be interested in seeing the 
new brochure of the Libby-Owens-Ford Company whieh 
contains a number of color renderings of “Visual Front’ 
stores as conceived by some of the country’s leading 
architects and designers. Write to the company # 
Toledo, Ohio, for your copy. 

“How to Get the Most From Fluorescent Lighting” is 
another new booklet being offered to those planning for 
store remodeling. This gives helpful information on weys 
and means of getting the greatest amount of light from 
fluorescent fixtures with least amount of operating 
maintenance expense. Copies may be had from Day- 
Brite Lighting, Inc., 5411 Bulwer Avenue, St. Louis 
7, Mo. 

For a catalog of preserved natural foliage, attractive 
for both window and interior store use, write to More 
Displays, Medford, Ore. This firm recently moved t0 
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this location in order to be nearer the source of the un- 
ysually beautiful foliage which is so abundant in this 
section. In addition to very attractive smaller sprays 
and branches for Christmas, they offer unlimited Christ- 
mas trees. Good to keep in mind for holiday needs and 
they will take early orders. 

On your next trip to New York, be sure to see two of 
the outstanding new stores in town—the Florsheim Shoe 
Store, at 43rd and Fifth Avenue, and the John David 
Men’s Wear store further up the avenue at 49th Street. 
Although their merchandising problems are far from 
those of the jeweler, the stores themselves are concrete 
indications of the trend in modern store design. The Flor- 
sheim shop is about as completely open front as is pos- 
sible to be, the walls on both the Fifth Avenue and 43rd 
Street sides being completely glass except for occasional 
granite supporting columns, putting the entire store on 
display. Such complete exposure to the public gaze 
would rarely be desirable for the jeweler, but the sim- 
plicity, freedom and lightness of the store’s design is re- 
freshing and adaptable equally well to the jewelry store. 

The window lighting installation is the chief attraction 
in the John David store. Impressive batteries of white 
and tinted lights in each window make possible a variety 
of color blending effects of theatrical possibilities— 
actually “painted with light.” The lighting units consist 
of a footlight strip, an overhead strip and, borowed di- 
rectly from the theater, an horizon strip installed in acon- 
cealed recessed position at the rear of the window, below 


the floor line, plus supplementary spot lights and verti- 
cal strips of ‘‘tormentor” lights on each side of the win- 
dow. A multitude of softly blending tones are at the dis- 
posal of the display man to color the neutral background 
and to enhance the natural colors of the merchandise. 
Great care is taken never to distort or change the mer- 
chandise colors. The entire installation was made by 
Century Lighting, Inc., 419 W. 55th Street, New York 
19, N. Y. A demonstration of these new lighting prin- 
ciples can be seen in their showroom as well as in the 
John David windows. It would seem to me that there 
are dramatic possibilities here for jewelry store instal- 
lation. 


BASIC WHITE INVITES JEWELED ACCENTS 
(From page 214) 


for ingenious variations with white as they have so long 
enjoyed with black. This dress is of white shantung 
with a turtle neck collar and short sleeves. Neither se- 
verely tailored nor overly feminine, it offers infinite pos- 
sibilities for the girl with an extensive jewelry wardrobe. 

Clips and pins set with multicolored stones are par- 
ticularly attractive with a simple white dress and their 
sale during the summer months. could be encouraged by 
having a sales girl wear “basic white.” The tacit sugges- 
tion often achieves better results than any number of 
elaborate displays because it carries with it the approval 
of another woman. 








For JULY, 1946 









































































‘synthetic ruby an excellent gem stone. 











Successive stages of cuts 


INDE synthetic ruby offers unique advan- 
tages to the gem cutter. Carefully con- 
trolled conditions of boule and rod growth 
make it possible for the lapidary to stand- 
ardize cutting procedures. Brilliant red 
color and high, lasting polish make the 


This synthetic gem material, which has 
the same chemical and physical properties 
as natural ruby, is available in half-boules 
weighing up to 150 carats and in rods, 0.065 
to 0.125 in. diameter. Half-boules and rods 
of LINDE synthetic white sapphire are also 
available. 


More information on LINDE synthetic ruby 
and sapphire will be sent on request. 














THE FUTURE FOR CULTURED PEARLS 
(From page 212) 


strain. On top of this, it takes seven years to produce 
pearls of the highest quality, and there is no question of 
the industry beginning where it left off. 


NO FULL EXPORTS YET 


Not long before the war experiments were started jn 
Japan on the breeding of oysters in fresh water, By 
1940 there was a fresh water pearl farm on Lake Biwa 
in the Shiga prefecture, which produced pearls of 4 
pinkish color. 

There were some 350 salt water farms, the majority 
of which were small and managed on a more or less do- 
mestic basis. By far the largest producers were the 
Mikimoto family, who were the pioneers of the industry, 
Their vast farms, evolved from the painstaking scientific 
researches of the elder Mikimoto, were eight in number 
and covered an impressive area of 40,000 acres. They 
had over a thousand skilled employees engaged on the 
delicate plastic surgery of pearl grafting and the culti- 
vation of some ten million oysters. These farms ac- 
counted for nearly half the Japanese yearly output and 
from which the Government claimed a revenue in excess 
of four hundred thousand pounds sterling. 


The main prefectures where oyster culture was under- 
taken were Miyagi, Shizuoka, Hiroshima, Saga and 
Iwate, though some small scale undertakings took place 
in nearly all the prefectures bordering the Pacific Ocean 
and the Inland Sea. 


Experience in the industry has shown that the produc- 
tion of high-class pearls is rather less than half the 
battle. The price of pearls ranges widely and it is diffi- 
cult for the uninitiated to distinguish the cheap from the 
highly priced article. The name behind the pearl is 
therefore all important and this has created difficulties 
for the small producer who has recently entered the 
field. 


STOCKS IN HONG KONG 


I found that’ most of the jewelers’ shops in Saigon, 
Hong Kong and Singapore also appeared to have a good 
supply of cultured pearls. The prices asked were some- 
times rather higher than those in Bangkok but, even 80, 
they were about one-fifth to a quarter of the London 
prices. In the street markets I found that one could do 
rather better, though here, of course, it is a case 
of caveat emptor. 

It may be asked whether Great Britain or America, 
who both possess territories suitable for pearl culture, 
could not now compete with the temporarily eclipsed in- 
dustry of Japan. Looking at only a few of the factors 
involved, it seems more than doubtful. Apart from the 
delays in selection of sites and the initial breeding and 
culture, economic production calls for a supply of cheap, 
skilled labor. Japan has the advantage in this respect. 
That country is backed by years of technical experience 
and, although her plant is suffering from five years of 
neglect, she has it on the spot. Undoubtedly this Japa- 
nese industry has its handicaps, but even today it would 
have a long start on any would-be competitors. 
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THE DIAMOND INDUSTRY IN 1945 
(From page 232) 


Of the rough, it will be noted that 95.8 per cent came fromm 
Union of South Africa, although this represents produc- 
- not only from the Union, but from numerous other 
hee an countries. Brazil, Venezuela and British Guiana, the 
aes Hemisphere producers, account for but 2.2 per cent 
of the total imports. ; 
In addition to polished diamonds cut in the United States, 
the principal sources of imports were Palestine, Belgium, Cuba 
the Union of South Africa. Judging from the per carat 
pe the imports from the Union of South Africa and the 
Fetherlands were, on the average, of larger stones than those 
one the other cutting centers. Small quantities of cut were 
imported from countries without a cutting industry; the 
stones were presumably derived from the break-up of old 


jewelry. 


STOCKS 

For the past five years this review has emphasized that 
the stocks of certain grades of industrials and cuttables were 
depleted. During the war the expected tremendous demand 
for industrials and the rather unexpected large call for cut- 
tables caused sales to much exceed current production, and 
stocks were heavily drawn on. In 1943, 1944 and 1945 the 
Diamond Trading Company could have sold more diamonds, 
were it not for a shortage of both stock and sorters. Many 
potential buyers left London with fewer stones than they had 
expected to purchase. Cutters began to feel the shortage in 
1944, and in 1945 an inadequate supply of rough among 
cutters was as common as the flu among the civil population. 
In the fall of 1945, short supply expressed itself in unem- 
ployment.in New York. Until 1945 the cutting trade appeared 
to doubt that the shortage was real; they now know they have 
underestimated it. 

The stock situation at the year end appears to be as follows: 
The Diamond Corporation’s stock and that of the pro- 
ducers are low, with the possible exception of small cuttables 





suitable for the Antwerp trade, and it is further rumored 
that the Belgian Congo producers have set aside some cut- 
tables suitable for the Antwerp trade. 

It is not known whether the Union of South Africa has 
sold all of its stock produced by its state mines in Namaqua- 
land. 

In Canada there is or was a fairly good sized stock of in- 
dustrial grades, largely crushing bort (at one time it was 
the intention to build this up to some 11,500,000 carats). This 
was furnished by the Corporation and the producers as a 
war reserve for the United Nations, presumably only to be 
released by them nine months after hostilities ceased. It 
presumably contains little material suitable for cutting. 

Rather large stocks are stated to be held by certain diamond 
dealers, mostly refugees now resident in the United States. 
Some rumors value such stocks at $40,000,000. Our guess is 
that the total is much less. 

The Metals Reserve Company, as of October 31, 1945, had 
on hand 3,529,883 carats of industrials. These should be, and 
presumably will be, included in the American government’s 
stockpile of strategic minerals and should not be put on the 
market. 

American industrial diamond merchants have a fair stock. 

Two things are evident: 

First, the master cutter of gem stones must be ready to 
cut whatever rough is available, large or small, and, second, 
the manufacturer of industrial diamond tools, who has been 
adamant in demanding the exact type of diamonds he could 
buy in the late thirties, must change his attitude. 

In short, wholesale gem sales hereafter must be largely 
from current production, which; over the next five years, Sir 
Ernest Oppenheimer estimates at an average of about £16,- 
000,000 worth annually. Perhaps the 1945 wholesale sales 
were at a peak not soon to be exceeded. 


DIAMOND CUTTING 


Nineteen forty-five saw a further expansion in the cutting 
industry and toward the middle of the year there were em- 
ployed outside of India and Borneo some 18,000 artisans, and 
toward the end of the year some 25,000. These figures com- 
pare with 11,000 in 1943 and 14,000 in 1944. 
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As in 1944, all the available rough was cut by the 14,000 
artisans (who, incidentally, were employed only about 80 per 
cent of full time), and as there is not likely to be much more 
gem rough available in 1946 than in 1944, it would appear 
that the industry is grossly over-staffed and that considerable 
unemployment in 1946 is likely. 


To those contemplating further expansion in diamond cut- 
ting, I wish to call attention to the fact that in the past 25 
years, while total diamond production has more than tripled 
by weight, the increase has been entirely due to a larger pro- 
duction of industrial stones. 

Below is a rough break-down of 4 typical years’ produc- 
tion in the second decade of the century: 


1923—Total production, 3,236,000 carats: gem, 1,780,000 
carats; industrial, 1,456,000 carats. 

1925—Total production, 4,245,000 carats: gem, 2,086,000; 
industrial, 2,159,000 carats. 

1927—Total production, 7,363,000 carats: gem, 3,548,400 
carats; industrial, 3,814,600. 

1929—Total production, 7,421,000 carats: gem, 3,103,400 
carats; industrial, 4,317,600 carats. 


The average gem production for these 4 years of the 
twenties was 2,529,500 carats, while for the 10 years 1935-45 
(see diagram) it was 2,553,000 carats. In other words, for 
the past 25 years the production of cuttable grades has not 
increased. From 1935 to 1944 the tendency in the production 
of gem grades has actually been downward. However, in 
1945 there was a slight increase and the tendency should be 
moderately upward for the next 2 or 3 years. 


The production of industrials has fluctuated much more 
from 1935 to 1945 than did that of the gem grades. 


At present the best cutting of large stones is being done 
in the United States, the finest small cut in the United States, 
Palestine and Belgium. 

As a result of a dinner tendered the President of the 
Palestine Manufacturers’ Association by the Diamond Manu- 
facturers’ Association of England early in the year, an invi- 
tation was extended to the master cutters of the world to 
convene later at London to discuss matters of common inter- 


est. The meeting was held in September and the More 
portant cutting centers were represented. On general prin. 
ciples, the group decided it would be advisable to fens 
international association (The International Diamond May 
facturers Association) with headquarters in London, ‘i 
American delegates, as a result of their visit, were imp, 
by the fact that stocks of rough are depleted and hereafter 
cutters must look to current production for their rough; the 
appeared to believe, however, that American cutters vou 
get enough rough to carry on. They believed that as a result 
of the conference the international economic problems f, 
the master cutters would be adjusted in a friendly way; that 
the artisans would be paid wages permitting a decent stag. 
ard of living; that fair trade practice would be established, 
and that the association would sponsor such legislation as may 
benefit the industry. At a meeting held in Antwerp in Novem. 
ber representatives of the Belgian cutting industry agreeg 
to join the international organization; a world 40-hour work 
week was advocated, and it was suggested that women in 
the industry should be on a par with men as to conditions 
and wages. A constitution is to be adopted at the next meet. 
ing in May, 1946. [It has since been postponed to a later 
date.—Ed.] 


UNITED STATES 


The American diamond cutting industry, which employs 
from 3500 to 4000 cutters and apprentices and produces the 
finest cut in the world, has had a rather hectic year, Early 
in the year the expected revival of the Belgian industry made 
many master cutters fear for their own future, particular} 
as it relates to small stones; the masters, particularly in the 
last half of the year, were also plagued by a shortage oj 
rough, especially of the larger finer grades. Cutters even re. 
sorted to parcels of industrials to get a little poor rough, Fur. 
thermore, labor relations were far from peaceful. 


BELGIUM 


By March, 1945, 4000 artisans (5000 in May, 6000 in June, 
10,000 in December) were employed, the comeback of the 
industry, like that of most industries in Belgium, being rela- 
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: +d notwithstanding transport difficulties and short- 
tively TOP and electric Pat There were also 2500 
al rs and brokers in the trade. In March a shipment of 
paper carats of rough was received from London and a 
a ohee shipment of 150,000 carats was negotiated. Payment 
the first shipment in sterling was arranged between the 
Sauk of England and the Belgian National Bank. There- 
after, however, payment is to be made to the Diamond Trad- 
‘,¢ Company in dollars. The third shipment (40,000 carats, 
sa £133,000) reached Antwerp in April. Bort for cutting 
is also supplied from London (20,000 carats in April). 
Belgium hopes to export some $30,000,000 worth of cut to 
the United States in 1946, or double the 1945 rate. In Sep- 
tember, 1945, the official organ of the cutters’ union (Alge- 
meenenDiamantbewerkersbond van Belgie) resumed publica- 
tion after five years’ shutdown because of the war. 


NETHERLANDS 

In June, 1945, the Amsterdam cutting trade demanded that 
the government extend them credit and furnish them with an 
adequate supply of rough to permit the cutting industry to 
be re-established. They also demanded the return of the 
stones seized by the Nazis. 

The Amsterdam industry in mid-summer sent a delegation 
to London to attempt to arrange to buy rough with which to 
re-start the industry. Apparently they contracted for enough 
to make this possible, for in September the Diamond Cor- 
poration sent to some 16 large Amsterdam shops about 
£100,000 worth of rough, and an additional £10,000 worth 
to the small cutters. All cut is to be exported, as the gov- 
ernment does not feel that its people should be putting money 
into luxuries these reconversion days. Some, at least, of these 
stones were to be ready for export by October and, as proof, 
an American merchant reported that he had purchased Am- 
sterdam cut in November. By October some of the smaller 
cutters had used up their quota and were forced to pay a 
premium of 50 to 90 per cent to the large firms for rough. 
New supplies of rough arrived in mid-November and these 
were to be disposed of in small parcels, to the advantage of 
‘he small cutter. 

By December it was reported that 1000 men were employed 
with adequate equipment and that training schools had been 
established to train the youth. By “planned selling” the Dia- 
mond Corporation will furnish the needed rough. The Nether- 
lands Government Import-Export Service will supervise opera- 
tions so that only such rough is imported as can be cut and 
so that no cut reaches the black market. Mr. N. van Essen is 
director of the Dutch State Diamond Office. 


Holland hopes to export cut, particularly to the United 
States but also to Canada, India, Sweden, and Switzerland. 
In 1946 it is stated that 75,000 carats will be exported. For- 
eign exchange will also be obtained by dealing in industrials, 
since Amsterdam is also trying to revive its trade in shaping 
industrial stones for use in industry. 

Holland, specializing as it does in the cutting of sizes, will 
probably meet with stiffer competition than Belgium, a cutter 
of small diamonds. It must cut better or cheaper stones 
than the United States, South Africa and Great Britain, all 
three of which centers are likely to survive in part or in toto. 


PALESTINE 


Diamond cutting in Palestine has had a phenomenal growth. 
the industry was founded in May, 1938, by a few refugees, 
largely from Belgium but partly from Holland. Prior to 
the war the trade got its rough from Belgium and sold the 
cut there. The majority of artisans are Yemenite and other 
local Jews, who have learned the trade rapidly. 


By early 1944 there were 3600 artisans. Each worker per- 
forms a single step in cutting; that is, a number of artisans 
work successively on each stone. At the end of 1945 some 
reports stated that there were 4000 operatives. Equipment 
is modern and up-to-date. The artisans work a six-day week. 

The specialty is the cutting of melee (less than one-fourth 
to one-fiftieth of a carat) and even “sand diamonds,” meleé 
making up to 80 per cent of the value of the product. At 
first eight cuts alone were produced, but in 1944-5 full cuts 
had grown to represent 78 per cent of the output. A few 
baguettes and Swiss cuts are now being produced. The stones 
reaching the United States, the principal market, are well 
cut. The poorer product, it is said, is exported to the eastern 
market, largely India and Egypt. In 1944, however, a few 
sizes were being cut, as small rough in quantity could not 
be procured. 

(To be continued) 
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Attractive, compact, really useful, Trifold — 
has all the features of the famous Merzfold. 
a roomy, nonspill pocket, ample bill space — 
plus a mirror and handy place for lipstick, 
matches or cigarettes. Nylon fabric, nylon 
stitched. 24 kt. gold-filled frame. Certain to 
become one of your best-sellers. $30.00 doz. - 


Also available in Rayon Fabrics 
with covered frames—$15.00 doz. 


Famots. MERZFOLD 


All-nylon fabric, nylon stitched—nylon covered 
frame. A good staple item. . . $13.50 doz. a 
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UTILIZES UNUSUAL DISPLAY FACILITIES 


(From page 236) 


of island displays, even the small interior gives the effect 
of expensive graciousness. 

They have achieved some novel effects in lighting, 
Daly’s is the second store in Detroit to make use of the 
new GE Slim Line Fluorescent instant lighting. The 
long narrow tubes are set in specially-built fixtures in g 
fan effect over the ceiling in front of the store. Under 
the balcony incandescent lights are used, again in a fan 
effect so that they are directly over the show cases ag 
far as the balcony extends. Additional lights are jp- 
cluded to increase the general illumination. 


The entrance, at the street corner, is flanked by dis- 
play alcoves. All regular jewelry items are shown on the 
main floor. The balcony, with a solid railing of narrow 
mirror sections at its convex front will be used for small 
electrical appliances, when these become available, and 
an optical department. In addition to a watchmaker’s 
ease on the main floor, there is a watch repair section in 
the basement. 

Besides Rycus and Finkel, the staff includes two 
watchmakers, a cashier, a salesgirl, an office girl and an 
extra salesman for rush periods. 

Advertising promotion of the new store has been tied 
in closely with the neighborly feeling of the area. The 
campaign has included direct mail in addition to copy 
in the local neighborhood newspapers. The response has 
been typical of the warm friendly feeling of the Red- 
ford-conscious clientele. Many a former acquaintance 
has dropped into the store just to say, “We're glad to 
have you here with us.” 


DIAMONDS IN PORTRAIT WINDOW 


(From page 240) 


tention on a diamond ring, or because the dress she is 
wearing makes an ideal background for a diamond pen- 
dant or brooch. 


In the window pictured, all three of these points are 
contained in a single painting. The portrait was set up 
in the center, with a minimum number of diamond en- 
gagement and wedding rings placed on the window floor 
just behind the glass. Nothing which conflicts with the 
appeal of the portrait was utilized whatsoever, and Mr. 
Vogt believes that the window could do an effective sell- 
ing job with absolutely no diamonds shown but those in 
the portrait. 

Passersby stopping to look at the window, see a glit- 
tering diamond ring contrasted with a black glove on the 
model’s finger, a similarly large diamond earring neatly 
clipped to her ear, and a fleur-de-lis pin at the neckline 
of her evening gown. Each is set in place on the paint- 
ing by carefully drilled tiny holes, using invisible thread 
or clips to fasten the diamond jewelry securely. 

One of the most important features in this novel “part 
of the picture” display, is good lighting, according to 
Mr. Vogt. Therefore, tiny, plain white spotlights are 
used, concealed over the window, with each focused di- 
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rectly on the diamond it is intended to light. Although 
the picture itself is handsomely lighted with standard 
window floodlights, the diamonds appear “alive.” ‘“To 
all extent, they appear to leap out of the portrait,’ Mr. 
Vogt said, “with a practical intensity which passersby 
are quick to note.” 

The windows, naturally, have created a great deal of 
comment since the first such display went into a corner 
window of the store in late May. “A lot of women have 
taken the trouble to come in and tell us they think it is 
a striking idea,” Mr. Vogt said. “The startling appear- 
ance of the diamonds, plus the beautiful artwork in such 
crayon portraits, seems to draw more appreciation than 
any other type of window we have ever used.” 

Mr. Vogt, continuing with his policy of “new and 
original window displays at all times” intends to carry 
over this idea into other lines, and will constantly use 
similar portraits in each of the five main windows in the 
store. “There’s no reason why the same type of focus 
display could not be worked out with other lines,” he 
said, ‘‘so long as the model for the portrait is correctly 
posed, we can display wristwatches, costume jewelry, 
necklaces, pendants, lapel pins, in the same way. By 
the same token, a similar portrait of a man will give us 
a chance to play up set rings, cuff links, shirt studs, tie 
bars, clips, diamond-set lodge pins and similar items.” 

The work of mounting small jewelry items on these 
portraits is relatively simple and because the windows 
are kept clear of conflicting merchandise displays, more 
attractive windows can be produced with less labor. 


Hess-Culbertson does not intend to supplant other wip. 
dow display practices with this new idea—but will yt]. 
ize it regularly in specific promotions, always with the 
emphasis on fine diamond jewelry. 


TO THE LADIES... 
(From page 244) 


sense of being an important part of a team, not merely 
hirelings with no responsibilities and no privileges. Her 
method has paid off in many ways, the most noteworthy 
being that her staff is as fine a one as you'll find any- 
where. Miss Koons doesn’t care for the first person singu- 
lar; when she talks of her store she always Says “we,” 

Luella Koons began her career in her hometown, Al- 
lentown, Pa., with a job as a clerk in the jewelry 
store of Faust & Landes. In the mid-twenties she bought 
a part interest in the King Jewelry Store in Atlantic 
City and since 1929 she has owned and run the store her- 
self. It was in January, ’29, to be exact, that Miss 
Koons started out on her own as a retailer and it was in 
October of that year that the bottom fell out of post-war 
prosperity. More experienced heads fell under the axe 
of the depression but Miss Koons, with her policy of 
flexibility and her unwillingness to cling to tradition, 
went right ahead in spite of depression, recovery, or 
recession. 

It took a special kind of courage during the dark days 
of 1932 to make a move that involved a 500 per cent in- 
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crease in rent, but that is exactly what she did. The new 
location was in a busier neighborhood and the forthright 
young woman decided to take a win or lose chance. Bet- 
ter than dying a lingering death in an unpopular loca- 
tion, she thought. As it turned out, her gamble was a 
lucky one and the store prospered in the years that fol- 
lowed. Aggressive action of that sort marked the prog- 
ress of Koons Jewelers from a tiny little shop to the 
handsome marble-front edifice it is today. Several short 
term leases, incidentally, taught Miss Koons that 
owning one’s own building was preferable to hopping 
around from one location to another at the whim of a 
landlord. The store today is a corner building owned by 
Miss Koons in the finest shopping district in town. 


Wartime brought special worries to Atlantic City 
jewelers since the Boardwalk hotels were taken over by 
the Army in 1942 and the Boardwalk hotels, as you 
know, are the life blood of Atlantic City. With typical 
resilience, Miss Koons looked upon the situation as a fair 
exchange. “Our boys were taken away and we took 
these in exchange.” Koons weathered that four - year 
storm, too, by catering to the soldiers as well as to the 
regular residents. The store sponsored a radio program 
called “Gallantly They Serve” which featured chats 
about local boys in the armed services throughout the 
world. After the end of the war one letter was added 
to the program’s name, thereby transforming it into 
“Gallantly They Served” and the program became a 
clearing house for the problems and ideas of ex-service- 


men. Interviews were given, letters read, prospective 
employers contacted during the run of that series. 

So firmly does Miss Koons believe in the value of radio 
that she has been sponsoring shows since the early 
thirties, always putting the emphasis on listener-partici- 
pation. The shows that keep the store’s name before the 
public are of the community type—one was a juvenile 
talent show, another a “jack-pot” quiz program. Al- 
though she puts great stock in radio, Miss Koons hasn’t 
neglected other advertising and publicity methods either. 
For several years she sponsored a fashion show which not 
only put over the Koons name but made it a synonym 
for high style and fine fashions. “The fashion shows were 
wonderful,” Miss Koons reminisces, “but I saw no rea- 
son to make them an inflexible tradition, so for the past 
few years we've been skipping them.” Those are the 
words of a woman who definitely does not believe that 
“what was good enough ten years ago is good enough 
today.” 

Miss Koons also takes an active part in local civic ac- 
tivities. Just recently she was victorious in a suit against 
a special city sales tax. As a representative retailer with 
the backing of several trade groups, she volunteered to 
bring a test case on the tax to the courts of New Jersey 
and, typically enough, won the suit. She is a member of 
the Business and Professional Women’s Club and takes 
particular pride in her classification as jeweler in an 
international classification service club known as Sorop- 
timists. 

On a recent trip to the Southwest, Luella Koons visited 
Arthur A. Everts of Dallas, Texas, an old friend and 
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ANRJA acquaintance. “Do you know,” she asked him, 
“that something you said a long time ago really set me 
on the right path in the jewelry business?” Mr. Everts 
evinced surprise and Miss Koons reminded him of an 
address he once made before the ANRJA convention en- 
titled “Fun and Fortune in the Jewelry Business.” The 
burden of his song was that there are more important 
things to be gained from a retail business than money 
and that a man who is a slave to business is just as mis- 
erable as any other slave. In short, he didn’t belittle 
the “fortune,” but he emphasized the “fun.” Luella 
Koons has done the same, and very satisfactorily, too. 





WHAT HAPPENS AT A DIAMOND "SIGHT" 
(From page 246) 


the duty on such goods in the United States is 10 per 


cent. This means that the local manufacturing jewelry . 


industry was put at a disadvantage in competing against 
American imports of finished jewelry in South Africa. 
The reduction of the customs duty to bring it into line 
with that of the United States would encourage the im- 
portation of larger quantities of these stones, and thus 
in part compensate for the loss of revenue if the duty 
was reduced to the level suggested. 


IMPORTS ARE IMPROVING 


Imports of manufactured jewelry into South Africa 
may not be so large as some would like, but they are 
on an improving scale and the bulk of the shops now 





have a much wider range of goods than they have known 
for many years. Watches are not so plentiful as might 
be desired, but some fairly large parcels were delivered 
recently and are now much easier to obtain than jn the 
past. Watch imports are expected to increase slowly 
until towards the end of the year, and the volume is on 
much the same scale as in pre-war years. Ladies’ 
models are still scarce, and it is expected to be a lo 
time before they can be sold freely. In regard to other 
types of jewelry the import position has been good, and 
the United States has lately been prominent as a sup- 
plier of many of the lines needed urgently by local 
dealers. 


CHEAP JEWELRY PLENTIFUL 


Cheap imitation jewelry is now appearing on a large 
scale on the local market. Much of this work is jim- 
ported and much of it is also well designed and finished, 
Recent importations of both imitation and high quality 
jewelry have shown a high standard of craftsmanship, 
representing a keen competitive introduction that will 
demand all the skill and energy of the local industry 
if it wishes to meet it effectively. The price of the im- 
ported lines is not too high when considered in relation 
to the excellent execution they represent. Colored gem- 
stones have been used effectively in many of these im- 
ported pieces, which in every way are an inspiration to 
the South African manufacturing jeweler. 


CONSIDER BERYL PRODUCTION 
South African producers of beryl report that there 


hud 








rect solder? 








How GOOD IS YOUR SOLDER JOB 


@ Does your solder groove out when you polish it? 
@ Is your solder seamless when you want it to be? 


@ Are you bothered with filling Pin Holes with the cor- 


NIASH has the solders that fill the bill in 4 
all karats and colors. y 4 










~ 




















THE JEWELERS’ CIRCULAR-KEYSTONE 














en a number of overseas inquiries for the gems, 
for which from the poorest to the finest qualities there 
@ been a strong demand. There is also demand for 
yt the cut or rough stones. As a result of this, pro- 
duction on 4 large scale is likely to be undertaken at 
once: The question of getting a qualified emerald cutter 
to set up business in South Africa is also being gone into 
Many feel that the local cutting of emeralds should 
have been undertaken long ago. Whether this step is 
taken or not, it appears that the South African emerald 
industry has a more promising future, particularly as 
the local jewelry industry is using more of them. South 
Africa has a wide variety of lesser known gemstones 
that could be used to a much greater degree in the 
production of jewelry. 

With the inventory position now so much improved 
retail jewelers anticipate a period of keen competition. 
The time is not far off when the goods will no longer 
sell themselves and once again the art of salesmanship 
will have to be studied. A new initiative and courage 
will be needed to deal with the problems of the future, 
and it is probably the retailers who have the vision to 
adopt new methods who will succeed best. 


have be 





GEM PRODUCTION IN 1945 
(From page 248) 


chalcedony, largely from Arizona, as substitutes for tur- 
quoise. Reports indicate intermittent work on the 
turquoise deposit near Van Horn, Tex. 

The agate deposits on the Priday property in Jeffer- 
son County, Ore., a large producer by hand methods, are 
to be operated mechanically in the future. The moss 
agate deposits of the Yellowstone River in Montana, 
long productive, are said to have produced less than 
usual in 1945. The easily accessible material is ex- 
hausted. Phillip S. Hoyt produced some chalcedony in 
New Mexico and Arizona which, after staining, is set in 
costume jewelry. Considerable rose quartz was produced 
in South Dakota, but most of it which was of poor qual- 
ity was sold to decorate rock gardens. Some fine rose 
quartz was found at the Bon Ami workings at Plumbago 
Mountain, Newry, Me., according to Stanley I. Perham. 

Utah produced less variscite in 1945 than in the re- 
cent past. Junius J. Hayes reports that the Clay Can- 
yon deposit (Utah County) produced some 1000 lb.; 
that the Amatrice Hill deposit near Grantsville (Tooele 
County), while not regularly worked, produced about 
200 Ib., and that the Lucin deposit (Boxelder County) 
was probably not worked. 

No sapphires were produced during the year in Mon- 
tana, they, as Dr. Francis A. Thomson explains, having 
lost their commercial market to the synthetic stones. A 
little ruby and sapphire was reported to have been pro- 
duced in Franklin and Clay Counties, N. C. Charles E. 
Hunter reports that Linten B. Greene procured a fine 
sapphire at the Corundum Hill Mine, Macon County. It 
18 a deep blue tabular crystal 14 in. thick and 1 in. 
across. He intends to keep it in his collection as a rough 
crystal. 

Dr. A. M. Butler reports that a considerable amount 
of “marekanite” (black obsidian nodules in Arizona 
Perlite beds) is being cut cabochon and set in “Indian” 
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The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
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silver jewelry. The Superior district south of Queen 
Creek is the most important locality. 

Eldred D. Wilson estimates the production value of 
precious stones in Arizona from 1900 to 1921 at $300,- 
000, or an average of $13,636 a year. In recent years, 
production has been much less. Mr. Wilson lists the pre- 
cious stones found in the state, apparently in order of 

roduction as follows: turquoise, silicified wood, oxidized 
copper minerals (azurite, malachite and chrysocolla), 
garnet, peridot, Mexican onyx, opal tourmaline and ob- 
sidian; and, of lesser importance, rock crystal amethyst, 
chrysoprase, agate, dumortierite and catlinite. Small 
pyrope garnets and peridot are collected by Navajo In- 
dians, the former from Garnet Ridge and Buell Park in 
Apache County and the latter from the same localities 
and from west of San Carlos, Gila County. At the latter 
locality, peridots of over 233-carats weight have been 
found. “Deep blue dumortierite resembling lapis lazuli 
occurs as boulders in gravel along the Colorado River 
30 miles north of Yuma.” 

Mrs. E. M. Roe states that but one Sioux Indian 
mined catlinite at Pipestone, Minn., in 1945, but that a 
number of returned Indian servicemen expect to dig cat- 
linite and fabricate it. 

The states and territories leading in gem production 
in 1945 were Wyoming, Oregon, Alaska, Nevada, Utah 
and Arizona. 

Other gem stones produced in small quantities in 1945 
include agate (Idaho, Wyoming, and Luna and Sierra 
Counties, N. M.); amazonite (Amelia, Va.); ame- 


thyst (North Carolina and Mineral Valley, Millard 
County, Utah); aquamarine (Mitchell, Yancey, Avery, 
Macon and Ashe Counties, N. C.); asteriated rose quartz 
(Newry, Me.); chalcedony (Nevada); citrine (North 
Carolina); emerald (Mitchell and Yancey Counties, 
N. C.); garnet and golden beryl (Mitchell County, 
N. C.); jasper (Idaho and near Hot Springs, N. M.); 
moonstone (New Mexico and Mitchell County, N. C.); 
moss agate (Wyoming) ; opal (Idaho and Virgin Valley, 
Nev.); opalized wood (Nevada and New Mexico) ; rock 
crystal (Hot Springs district, Ark.) ; sapphire (Idaho) ; 
green smithsonite (Magdelene, N. M.), and smoky 
quartz (North Rumford, Me.). 


IMPORTS 


The value of imports of precious and semiprecious 
real and imitation stones as listed by the Department of 
Commerce, exclusive of industrial diamonds, totaled 
$114,435,231, 48 per cent more than in 1944, The great 
gains were in polished diamonds and in cut stones of 
other types both natural and synthetic. The figures of 
imports follow: 


Precious and Semiprecious Stones (Exclusive of Industrial Diamonds) 
Imported for Consumption in the United States, 1944-45 








1944 1945 
Commodity Carats Value Carats Value 
Diamonds: 
Rough or uncut (suit- 
able for cutting into 
gem stones) duty 
HOON cies Se ceeweei 896,547 $43,445,219 893,761 $43,122,622 
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Cut but unset, suit- 
able for jewelry, 


daieble .......:- 169,097 29,263,121 377,243 64,185,406 
Ids: 
oy try or uncut, free. 1,966 1,668 1,085 252 
Cut but not set, duti- 
| OT re 38,666 81,233 106,684 181,834 


rls and parts, not 

evel or set, dutiable: 
ee pres 352,947 
Cultured or cultivated ...... | ee 155,548 


Other precious and semi- 
precious stones: 


Rough or uncut, free. ...... 105,401 dw... 134,698 
Cut but not set, duti- 
i achngs psy 3,725,463 ...... 5,113,937 


Imitation, except 
opaque, dutiable: 


Not cut or faceted.. ...... a 3,220 
Cut or faceted: 
Es iatine «karina 503,718... 805,838 
cies cess! xs ¥c0) Yee 242,988 


Imitation, opaque, in- 
cluding imitation 





pearls, Mtietle 2... esiscs ae 31,136 
Marcasites, dutiable: 
RR aiisas. Seeks 84,828... 101,140 
ee ae a eo ee oe 3,665 
beens $77,529,806 ......$114,435,231 
DIAMONDS 


Nineteen forty-five was a highly prosperous year in 
the diamond industry. The sales of the Diamond Trad- 
ing Co., the principal seller of rough stones reached 
£24,500,000—an all-time peak; presumably, the sales 
of cut goods also attained a record. Indeed, the United 








States imports of cut were appreciably above those of 
the lush twenties. Again consumption greatly exceeded 
production and the drain on stocks was heavy. Stocks in 
certain categories of both rough and cut are depleted and 
in no grade are they large. In consequence, both the gem 
and industrial diamond trades must look more and more 
to current production for their diamonds. Additional 
mines are being equipped, but no great increase in pro- 
duction can be expected for three or four years. 

World production was almost fourteen million carats, 
a fifth greater than that of 1944. Of the total by weight 
83 per cent were industrials and 17 per cent gem grades. 

The price of gem rough again advanced, although 
there has been no increase in the wholesale price of in- 
dustrials in seven or eight years. Uncut gem diamonds 
are now quoted at more than twice the prewar price. Cut 
has never been so high. Since 1939, melee has at least 
tripled in price and larger cut has more than doubled in 
price. The price of large stones (10 carats or more) is 
a matter of negotiation between buyer and seller. Fine 
cut, in the United States at least, was in short supply 
much of the year. 

Industrials, once a drug on the market, now represent 
about 20 per cent, in dollar value, of the world’s rough 
sales. Yearly the distinction between gem grades and 
industrials is more sharply defined. 

With the war’s end, investment in diamonds has not 
ceased. The people of much of the world have more con- 
fidence in the diamond than in their own countries’ 
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Treble Clef Pin —On hats, handbags 
and lapels, this pin of gleaming hand- 
wrought Sterling Silver will shine with 
simple grace. Designed to complement 
tweeds or formal dress, it's as appro- 
priate a gift to inaugurate a young- 
ster's first music lesson as it is for 
Grandma's birthday. 1/2 inches long. 
$12.00 per dozen. Matching earrings, 
$21.00 per dozen pairs. 
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Pipe Companion — Very 
practical—and very hand- 
some—this pipe cleaning set 
is an original Leonore Dos- 
kow design. Handwrought 
from Sterling Silver, it ine 
geniously combines a tame 
per, reamer and stem cleaner 
in one compact unit. Folded 
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2% "x%2".$30.00 perdozen. 


A REQUEST on your business letterhead will bring you 


descriptive literature, illustrating other smart Doskow 


designs in Sterling Silver, pre-tested for their sales appeal. 


LEONORE DOSKOW, SILVERSMITH, MONTROSE, N. Y. 


wr he he ee ee He He 


we Me Me Me 


288 


























on : ; i 
FOUNTAIN PENS — 
LEATHER GOODS 
| PLASTIC GIFTS. 
| WRITING PAPERS - 

/ XMAS CARDS, ETC. 













Right ia Yo 
Own Store! 








cate | 


WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. 23, c: 





THE JEWELERS’ CIRCULAR-KEYSTOM 











The following table shows as accurately as available 


statistics permit world production for the past five 


years H 


World Production of Diamonds, 1941-45, by Countries, in Metric 


Carats (Including Industrial Diamonds) 


Country 1941 
yw 2 786,980 
Belgian 


French 

Equatorial 

Africa .. *30,000 
French West 

Africa .. 57,726 


Gold Coast*!,000,000 *1,000,000 *1,000,000 *1,000,000 


Sierra 

Leone .. *850,000 
South-West 

Africa .. 46,578 
Tanganyika 29,046 


Congo ..5,866,000 6,018,236 4,881,000 7,540,000 


1945 


786,000 
10,386,000 


*5,000 


*60,000 
*500,000 


*800,000 


156,000 
115,666 





Union of 

So. Africa: 
OSS 
Alluvial . 158,422 


878,713 
262,527 





Total .. . 158,422 

Brazil ...... *325,000 

British Guiana 9 26,427 
Other Coun- 

triest ... 34,350 


1,141,240 
*275,000 
17,251 


15,000 





Grand Total .9,210,529 
* Estimated 


| 1945 Includes Venezuela (12,769); Borneo, India, New South Wales, U.S.S.R. 


8,347,239 11,676,586 14,257,157 











Imports of gem diamonds into the United States have 
increased from $26,186,948 in 1942 to $107,308,028 in 
1945, a gain of almost 310 per cent. The figures for 
rough are almost identical; those for cut show an in- 
crease, respectively, of 123 per cent by weight and 119 
per cent by value. The grade of the imports was some- 
what poorer in 1945 than in 1944. 

Due largely to the revival of part of the Belgian cut- 
ting industry, the number of artisans employed jumped 
from 14,000 at the end of 1944 to 25,000 at the end of 
1945. The amount of rough gem material has not been 
increased proportionately and, because of shortages of 
rough, there will presumably be considerable unemploy- 
ment in the trade in 1946. The best cutting of large 
stones today is done in the United States, and the finest 
small cut in the United States, Palestine and Belgium. 
The Belgium industry has made a remarkable comeback 
and at the year-end had 10,000 operatives. The other 
principal cutting centers are New York City, Palestine, 
Brazil and Holland. 

Owing to the war, accurate diamond production statis- 
tics are not available, but the estimates in the preceding 
table are believed to be fairly reliable. World produc- 
tion (gems and industrials) in 1945 is estimated to have 
been 14,257,500 carats (3.129 short tons), worth about 
$64,750,000. The quantity was about 21 per cent 
greater and the value 35 per cent greater than in 1944, 
Of the total, cuttables made up about 18 per cent of the 
total, a less proportion than last year because of the 
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A—tLadies’ or Gents’ Single Ring 
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cases, wall cases, etc. 


G—tLadies' or Gents' Ten Ring 


|—Pendant 

J—Bracelet or Strap Watch 
K—Lapel Watch 

L—Flat Pad Small 

M—Flat Pad Large 


Let Us Have Your Order Today 


17-21 Elm St., Buffalo, N. Y. 


Be sure to visit our booth at the Retail Credit Jewelers Convention 
at the Congress Hotel, Chicago, Illinois, July 30-August 2, 1946, 

















REGUS 


PAT. OFF. 
> 


DOUBLE BOWKNOT... 
ITS SWIRLING LOOPS AND KNOT STUDDED WITH 
SPARKLING RHINESTONES 

Gold or Rhodium Finish 


*simulated Retail: $45 


CO. 
366 5th Ave., Cl. 6-2176 





FROM THE MINE...TO THE MARKET 





_ Brazilian Gemstones 


BY “AIR EXPRESS”... TO YOU 





A wide variety of genuine Aquamarines, Ame- 
thysts, Topazes, Garnets, Turmalines, Beryls, 
etc. Standard calibers. Perfect cut and finish 
Onyx & Sardonyx. Perfect Quartz-Dublet, imi- 
tation of Emerald. Synthetic Ruby & Spinel. 


KEENEST EXPORT PRICES 


* 


Send your specifications and orders to: 


«GEMEXPORT» 


_ RUA DA QUITANDA 68 
RIO DE JANEIRO (BRAZIL) 


(Members of American Chamber of Commerce) 
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large production of crushing bort by BCK, a Belgian 
producer. By weight, some 5125 lb. were indus- 
trials and 1130 1b. gem stones. 

The Belgian Congo was the leading producer by 
weight (73.2 per cent), although it represented but 13 
per cent of the value. On the other hand, the British. 
Empire, while accounting for but 19.2 per cent of the 
weight, represented 71 per cent of the value. 

Compared with 1944, the Belgian Congo increased its 
production, by weight, 38 per cent. Tanganyika Terri- 
tory continued its gain in output and, in consequence, 
DeBeers sent engineers to look over the field. DeBeers 
operated its Dutoitspan and Bulfontin pipe mines and is 

inning to reopen Premier and New Jagersfontein, 
although it will be several years before these are pro- 
ducing. The South African alluvial production in- 
creased. The Venezuelan production continued to de- 
crease, and that of Brazil probably was less than in 


1944. 





ausY, SAPPHIRE AND EMERALD 


Fine rubies come from Burma; gem sapphires from 
Thailand, Indo-China, Kashmir and Ceylon, and emer- 
alds from Colombia and the Urals in Russia. In the first 
half of 1945, the United States imported from Russia 
1682 carats of cut emeralds valued at some $31,000 or 
roughly $18.50 a carat. The price suggests that the 
quality was poor. Today some of these deposits are shut 
down; Indo-China and Kashmir are practically ex- 
hausted, or at least it is so reported; the Colombian em- 
erald deposits are dormant, and during World War II 
the Ceylonese gem miners are recruited to mine graphite. 
Furthermore, the colonial laws made the marketing of 
gems complicated, if not almost impossible. Shipments 
from Ceylon to America are inferior to prewar ship- 
ments. The Ceylonese have more money than formerly to 
buy fine gems, and they have lost their European markets 
for inferior gems. The native miners of Burma, Thailand 
and Indo-China in 1945 continued to mine a few gems, 
although they could scarcely have sold many to the 
Japanese. Happily, the Burma ruby mines were reoccu- 
pied by the United Nations on March 20, 1945, and 
Thailand and Indo-China later. In consequence of the 
above circumstances, very few newly mined colored gems 
are coming on the market, and today we look to jewel- 
ers’ stocks and old jewelry for our supply. 


LESSER GEMS 


The opal in America has been used more in fine 
jewelry in the past year than for several generations and 
our armed forces, when stationed in Australia, bought 
many fine gems. Their beauty deservedly warrants re- 
vived popularity. During the war few Australian opals 
were produced and the Mexican production has been 
small hence the price trend of all grades is upward. 

A new gem stone of considerable beauty, brazilianite, 
was discovered during the year. Zincite from Franklin, 
N. J., of an attractive deep red color has recently been 
cut into gems. 

The aquamarine remains one of the most popular gem 
stones, 80 popular, in fact that blue topaz, which if fine 
in quality is a superior stone, is appearing on the market 
4$ a substitute. Price has moved up markedly, appar- 
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IS PROUD TO DISTRIBUTE 
THE FINEST SILVERPLATE 





COMMUNITY PLATE 


also 


The Following Nationally 
Famous Products 


Seeland Watches Marvella Pearls 

Community Plate Shiman Mfg. Co., Inc. 

1847 Rogers Bros. R. F. Simmons Co. 

Wm. Rogers & Sons Speidel Corp. 

Tudor Plate Louis Stern Co. 

American Queen Van Dell Jewelry 

S. O. Bigney Co. Herschedes Clocks 

Bliss Bros. Ingersoll Clocks & Watches 
Bugbee & Niles Co. Ingraham Clocks & Watches 
Carl-Art Inc. McClintock Clocks 

Dorson Jewelry New Haven Clocks & Watches 
Deltah Pearls Revere Clocks 

Excell Mfg. Co. Telechron Clocks 

Irons & Russell Co. Westclox Clocks & Watches 
Iskin Jewelry Ronson Lighters, etc. 
Jacoby-Bender, Inc. Hamilton-Beach Appliances 
Kestenman Bros. Mfg. Co. Manning-Bowman Appliances 
S. Korff & Son Schick Shavers 

Laguna Pearls Toastmaster Appliances 
Marathon Co. Terry Wallets 


DIAMONDS ¢ FINE JEWELRY ¢ TOILET WARE 
STERLING SILVER 


GET INTO THE HABIT OF BUYING FROM 


Established 1895 


AISENSTEIN & GORDON, INC. 
712-714 Sansom St. Philadelphia 6, Pa. 
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5 CAR SEWELARY COMPANY 


EMPIRE STATE BLDG., NEW YORK 1,N. Y. 


THE NEW NIASH ClI|p 
fer Miah ae 


Practical 

é asy lo Assemlle 

Here is an inexpensive handy clip with 
eY-olUhiUi mmol -ctielsMma-teltl lalate Malem Se) (ol-Ialile 
operations or bending. After base is at- 


ifolasl-toM (oMisl-M-telaslile Mamie] Meu miuccMalls 


relate Mi ial-M-tolaalale MT Mia-xole ham col mn i-tol a 


NYo) (oll aime] | Meco) (o) 57am LO Gels lc Ml Ean. @ 


NIASH fefining Co. isonet 





Just Received! 
A Very Important Stock of 


CULTURED PEARLS 


At Very Advantageous Prices 


Upon request, samples of Loose Pearls and 
Necklaces will be sent anywhere in USS. 


CULTURED PEARLS, INC. 
630 Fifth Ave. New York 20, N. Y. 


SEE . .. the complete line of 
FASHION JEWELRY STYLED BY 


Kramer 


at the following gift shows: 


ne OKLAHOMA CITY KANSAS CITY 
waner sense Biltmore Hotel Municipal Auditorium 
ee Fe July 14 - duly 18 July 21 - July 25 
Represented by COM 201 BOOTH 18-19 
Al Weiner Represented by Chink & Hilda Pomer 


Kramer jewelry co. 
EMPIRE STATE BLDG. ° NEW YORK 1, N. Y. 
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ently to an unwarranted extent. Brazil is the premier 

ucer, particularly Minas Geraes and to a lesser ex- 
tent Ceara. Minas Geraes includes the production of 
aquamarine with tourmaline. In 1936 over 7,235,000 
carats of the two gems were produced: since then pro- 
duction has falleri and in 1943 was only 1,469,000 
carats. Exports of aquamarine to the United States, 
however, have increased considerably; in 1943 158,695 
carats valued at about $232,000 ($1.46 per carat) and 
in 1944 364,285 carats valued at $578,506 ($1.58 per 
carat). Brazil also produces a much smaller amount of 
kunzite, a few emeralds, a little topaz, fine garnets and 
much rock crystal and citrine. 





ADS PROMOTE DISTINCTIVE SERVICE 
(From page 250) 


design. Another important consideration is the elimina- 
tion of all glare. Without glare, lighting can be a restful 
factor and can put customers in a receptive mood. When 
a customer is considering purchase of a piece of jewelry 
there must be nothing to distract her attention. Glaring 
lights, inharmonious coloring in decoration, all take 
away from the concentration so necessary if customers 
are to be satisfied.” 

Beautiful stores, in excellent taste, sometimes suffer 
because advertising used smacks of the circus, the 
bizarre. Not so, Cortland’s. Quality stands out in every 
advertisement. Every other day advertising appears in 
the daily papers of the city, and each Sunday, a large 
advertisement is run. Once a month, a very large adver- 
tisement is used. 

The store concentrates on diamonds, the gem with 
which it wishes to be identified. Rarely is price men- 
tioned with an illustrated diamond; instead, the price 
range of the diamond merchandise of the store is given. 
Generally one illustration is used to show a style, but 
occasionally an ensemble and sometimes two illustrations 
are shown in one advertisement. Cortland’s feel that a 
better atmosphere of rarity and quality is created when 
diamonds are shown in limited quantity, than when a 
whole page is filled with illustrations. Also, the single 
illustration makes possible greater attention to the de- 
sign shown. With regular advertising, however, the store 
is able, over a period, to show many designs, so that 
many tastes can be reached. 

Quality and distinction are constantly dwelt upon in 
their advertising, and stress is also placed on depend- 
ability. Advertising text points out that in the buying of 
diamonds the average person must depend on the judg- 
ment of an expert; that Cortland’s has such service and 
that the reputation of the store gives the customer assur- 
ance that he will receive what he is expecting to get. 

Response has proved the drawing power of the ads. 
Mail asking about the merchandise advertised is re- 
ceived from North and South Dakota, from Iowa, Wis- 
consin and from all parts of the state. Many persons 
coming into the store from out of the city mention that it 
was the store’s advertisements which first aroused their 
interest. 

Only diamonds of first quality are carried. “We adver- 
tise quality, and we live up to both the spirit and the 
letter of our advertising,” said Mr. Sachs. “No customer 
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FORGET THE CORK 


The Bottle Ball Stopper is a distinctive accessory 
for any bar set—silver plated excellently, made 


and finished in the fine “Wakefield” quality—that 
adds character to the mixing of any drink. 


Upon opening the bottle, throw away the cork, and 
insert the Bottle Ball Stopper. When the bottle is 
tipped, the ball rolls forward permitting the liquor 
to flow freely through the arched openings. When 
the bottle is set down, the ball automatically rolls 
back onto the machined seat and seals the opening. 


—A novelty of clever design that will permit you 
a profitable turnover. 


A perfect gift or possession at any time for the man 
desiring the best. 
ae 


PRICE $3.00 KEYSTONE 
F. O. B. Wakefield, Mass. 


- Silver Division 


DIAMOND INSTRUMENT COMPANY 
Wakefield, Mass. 


MEMBER OF THE JEWELERS’ BOARD OF TRADE 









has any cause to feel let-down when he comes into our EMPHASIS ON WATCHBANDS 
store.” (From page 252) 

Each department in the store is laid out in sectional- 
ized grouping. At this time men’s rings are receiving a 
great deal of attention, as more and more fiancees buy 
rings for their husband-to-be or as a wedding present. 
Men’s rings are popular also as birthday gifts. They are 
specially displayed in the streamlined modern cases 
whose lighting and close-to-the view arrangement draw 
attention to the merchandise. 


By 
courteously if they’d like to see how a new band would 
dress up the watch. Since it is but a step from the 
bench to the watchband cases, we usually get an affirma- 
tive answer.” wt 
If the watch involved is an expensive one, Shaddow 
salespeople seat their customers at the kneehole case 
which contains fine metal watchband styles. Men’s link 
bracelets here run from $6.50 to $12.00 and expansion 
types from $8.00 to $12.50, in rose gold, sterling or yeh. 
low gold finish. Ladies’ metal types average $5.00, 
Using a convenient long-nosed pliers and other tools 
handily kept in a case drawer, the salesperson cap 
quickly pick out the band which best matches the wateh, 
and slip it intact over the customer’s wrist. “There are 
A wall case holds men’s jewelry of exceptional quality engin hone 8 a aa Py ee 
—items more suitable for gift merchandise. The excel- this bracket responds most quickly to handsome wii 
lent display brings out their distinctive quality. Some of types. In any case, their comparison of the new band 
the items hang from the glass shelves running along the ait the ents hanes oe powerful selling argument.” 
case. Watches, like diamonds, are featured in highest For several years Shaddow’s has averaged watchband 
quality lines. When stock is available, they will be built shin te Oe per cent of the repair customers. 
into as strong s department as diamonds are now. Four salespeople distributed through various store de- 
Although Cortland Jewelers is a new store, already it partments likewise cooperate in pushing Shaddow’s large 
has become established along the lines described—al- watchband inventory. Each is instructed to watch for 
ready the name of the firm is associated in the minds of worn, unattractive bands on the wrists of their cus- 
the people of the community with distinctive service and tomers, and to tactfully suggest a look at new styles 
merchandise. (Please turn to page 303) 


Another excellent section is the baby department 
where all types of jewelry for the baby are shown. Some 
of this merchandise goes out of the realm of jewelry— 
brush and comb sets, powder boxes, for example— 
but all of the merchandise is exquisite and charming. 
There is a wide selection of rings, lockets, chains and 
bracelets, and silver cups and mugs will be stocked later. 





NOW AVAILABLE 


WATCHMAKERS’ and JEWELERS’ TOOLS 


Illustrated are but a few of the many “Fein- 
bros” materials and supplies now ready for 
delivery at prices that have made Feinstein 
Bros. popular with many jewelers throughout 
the country. Write us your needs. We are 
ready to supply them. 


WATCHES + DIAMONDS +* WATCH MATERIALS 











WHOLESALE JEWELERS 
JOBBERS IN WATCH MATERIALS AND SUPPLIES 


5 SOUTH WABASH AVE-~ CHICAGO 3, ILE. ..220 WEST FIFTA ST. LOS ANGELES 13, CAL. 


* J.B. WATCH ATTACHMENTS + COSTUME JEWELRY +» JEWELRY BOXES * KENDRICK AND DAVIS TOOLS ° 


FINDINGS AND SUNDRIES - MATERIAL ASSORTMENTS - WATCH CASES 


* DIALS » CRYSTALS 
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* A trade-mark of The B. F. Goodrich Company 











OVER 10,000 
DEALERS KNOW 
SINGAPORE PLASTIC’S 
PROVEN QUALITY— 





Will Outwear any other 
Plastic or Leather Strap 


2 to. or Replacement 
Without Charge! 





This overwhelming popularity of Singapore Koroseal Molded Watch 
Straps is the only evidence you, or any other jeweler, need in choosing 
plastic straps. 

For Singapore Koroseal Molded Straps sell the year around in profit- 
able volume in more than ten thousand jewelry outlets. You won't 
find Singapore in the chains, in drug or cigar stores—they’re jewelry 
store quality sold only by the jewelry trade. 

Singapore Koroseal is a pure synthetic—neither glass, leather nor 
tubber. Yet it has the appearance of glass, many times the strength 
of leather, and the comfort of linen. It is without odor. It is resistant 
to prolonged flexing, sunlight, acids, corrosives, water, perspiration, 
and oxidation. It will #o¢ irritate the skin. 

If you haven’t sold Singapore Koroseal Molded Watch Straps yet, get 
a display card of six straps from your wholesaler and watch them 
move from your counter—fast. They’re your best buy in plastic straps. 





You aren’t gambling with un- 
knowns in selling Singapore plastic 
straps to your customers. Their 
quality is proven. 


} SINGAPORE MOLDED STRAPS 
ARE NEVER SOFT AND 
TACKY. (Watch for this, a defect 
found in many extruded straps.) 


2 COMFORTABLE in any weather. 
Always firm and pliable. 


3 BEAUTIFUL — Available in 
crystal and colors in plain and 
perforated styles. 


4 CLEANS WITH A DAMP 
CLOTH — ink, grease and dirt 
wipe off. 

5 PRICED FOR FAST TURN- 


OVER—Rerails for only $1.00, a 
splendid value. 


ric SINGAPORE 


ciRST ” so aLity: 
ST 


R 
gare juraBiLlt 
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STRAPS FOR WRIST WATCHES 


AKRON LINEN PRODUCTS CO., AKRON 4, OHIO 
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In Jaccard's chine 
department sterling 
flatware, and single 
patterns of china are 
teamed together. 
Note the elbow-high 
display cases which 
make for a greater 
degree of comfort 
for the customer, 


Single Pattern Place Settings 


Keep Public Sterling Conscious 


WO important points in postwar sterling flatware 

merchandising—attracting customers to new pat- 
terns, and overcoming the general attitude of the public 
that “‘there’s no use looking because they won’t have any 
sterling’”—-are observed in new ideas in presentation 
developed by Mermod-Jaccard-King, St. Louis. 

The sterling flatware department, located to the left 
of the main aisle in this huge jewelry store, has been 
largely “rejuvenated” without so much as remodeling a 
case or doing any painting. Instead, the management 
has developed a series of clever ideas around existing 
fixtures which keep the department constantly interest- 
ing even to store visitors who have no intention of pur- 
chasing sterling—and of course engrossing to the newly- 
wed couple who are seriously in search of sterling place 
settings to start out their homes. 

“We have found that there are plenty of simple ways 
to accentuate sterling patterns without going to extensive 
remodeling or, promotion plans,” it was pointed out. 
“Now that there are many thousands of returned ex- 
servicemen marrying and anxious to get a home under- 
way, the most important job is convincing them that we 
have plenty of stock, and then out'ining the huge number 
of patterns which appear in our inventory.” 

The first idea Jaccard’s has brought up along these 
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lines is single-pattern place setting display at each 
corner of the rectangular department. Atop each corner 
case, the sterling flatware department places a linen 
napkin, small luncheon cloth, etc., and lays out a single 
place setting in a popular pattern. This is grouped 
around a handsome plate selected from the china depart- 
ment, which is the only “prop’”’ utilized in the display. 

A typical corner display consists of a blue plate 
trimmed in gold, around which is grouped a fork, salad 
fork, butter knife, soup spoon, knife and two teaspoons 
and a small sign in a sterling bracket quoting the price 
for a place setting in that particular pattern. 

These corner displays, to keep them actively interest- 
ing, are changed daily, with the emphasis on modern, 
bright new patterns to attract’ newlyweds. With four 
corners thus constantly in use, what would ordinarily be 
an uninteresting expanse of glass is thus constantly 
productive. 

Second, the same general theory has been extended to 
the sales-closing low counter on the extreme left of the 
department. Here located is a knee-desk type of- case 
along which customers may be comfortably seated to ex- 
amine patterns at close range only a few inches below 
the flat plate glass counter top. 

Formerly, a huge variety of patterns were laid out 
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in leading magazines every month arouse enthusiasm, pique 
curiosity, bring young home-makers into your store, to buy 


more, to learn more. A back-log of known business, insuring 


your future sales for their future homes. 


Ganrericas Louk ng Siocniils since 1837 + [ya 7, Kode la nd 
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Mermod-Jaceard-King, St. Louis, Mo., deeided that it is necessary 


to attract sterling customers these days since people are prone to 


side by side along this case. Now, however, the case is 
divided into five tray sections, each an individual display 
composed of a fabric covered panel about the size of a 
desk pad. On each of these (covered with yellow linen) 
the sterling flatware management has placed a beautiful 
hand-decorated dinner plate, with a popular pattern of 
flatware grouped around it—fastened so that the entire 
pattern and plate display can be picked up and handed 
to the customer. The same number of place setting 
pieces are shown, with the exception that “extras” are 
attached to some of the groups to harmonize with simi- 
lar patterns in sterling hollowware. Price cards give all 
the information the customer needs to know, and the 
relatively fewer number of patterns shown, plus their 
“coordinated grouping” with the china tells an effective 
story of how the pattern will look on the dinner table. 
Results with these first two experimental changes were 
so good that Jaccard’s went even farther with the third 
outstanding display—the only application of ‘mass dis- 
play” which is really effective in jewelry merchandising. 
This is a gigantic formal dinner table which is set up 
in a clear space between the sterling flatware depart- 
ment and the china section. Bedecked with flowers, hand- 
some serving dishes, etc., this is always a traffic-stopper 
for the St. Louis store and as such has proven the ideal 
means of showing many patterns clearly identified and 
compared in a single space. 
The table is set for eight, with the same pattern of 


by R. L. ATKINS 


This table is the link be- 
tween the china and silver 
sections. The table shows 
eight patterns of china, 
eight of silver and support- 
ing hollowware and dec- 
orative sterling. Elsewhere, 
smaller tables coordinate 
china, glass and sterling, 
always a different pattern 
displayed on each table. 


believe that sterling has vanished completely. Here’s their method. 







fine bone china appearing at each place, and in many of 
the serving dishes in the center (although Jaccard’s 
likewise demonstrates the idea of mixing up Sterling 
hollowware with formal patterns for an unusual effect), 
At each place, however, there is a different pattern of 
sterling flatware, covering the entire price range in the 
Jaccard store, and spaced neatly apart. 

Patterns include conservative and advanced mod- 
erns, each identified by name and price by a four by 
three inch card in a sterling bracket nearby. Interested 
customers—largely newlyweds—are invited to simply 
examine each and mentally picture it on their own tables, 
making their own comparisons without suggestions from 
salespeople. The simple elegance of the table does not 
“scare off” potential customers because prices are 
plainly marked, and cover all ranges—while at the 
same time the housewife can more easily grasp the luxu- 
rious appearance of a single pattern on a table set for 
eight. 

Lastly, additional display and selling space has been 
“borrowed” from the china department by installing 
similar fabric covered trays along the china department 
counter—each like the low sterling flatware counter 
showing one outstanding plate pattern, and an equally 
attractive flatware place setting. There are eight of these 
sectionalized, easily changed displays in the china de- 
partment, making possible a degree of coordinated sell- 
ing which works to best advantages of both departments. 
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 WEVE BEEN KEEPINE 
COMPANY WITH GOOD JEWELRY 





STORES FOR GENERATIONS... 


Go to any town or city in this broad land of ours . . . ask for the 


name of the leading jeweler and you have the name of a Frank 
M. Whiting & Company retailer. We're proud of that fact . . . 
proud, too, that each has been a happy and prosperous friend- 
ship. If you're that jeweler in your city you know what we meen 
and you have our assurance that Frank M. Whiting & Company 


sterling will always be worthy of your good name — and ours. 











With a fully-stocked 
store as a result of 
the Nampa Crusade for 
"name" merch 

Jack DeMotte has 

times more Customers 
than he had Previously, 


by RICHARD LONGDEN 


Idaho Jeweler ‘Toots His Own Horn’ 


Jack DeMotte had the feeling that the small-town merchant was 


being overlooked by “name” manufacturers, so together with his 


loeal Chamber of Commeree he decided to do something about it. 


N original ‘reverse selling campaign” has insured 

Jack DeMotte, head of the Bullock Jewelry Store, 

Nampa, Idaho, of getting larger allotments of nation- 
ally-advertised jewelry now and in the future. 


Mr. DeMotte, in company with the other merchants 
comprising the Nampa Chamber of Commerce, felt that 
the small-town merchant is almost traditionally over- 
looked by the manufacturers of first-line, nationally- 
accepted merchandise. “This was true even before the 
war,” he declared. “The average manufacturer didn’t 
realize the importance of the small-town outlet and there- 
fore shipped» the majority of his production into the 
large city markets. This left only driblets of stock—tag 
ends and clean-ups—for the small community merchant 
who desperately needs more nationally-known merchan- 
dise to do the job he’s geared up to do. 

“‘Salesmen, in the instances where manufacturers have 
representative salesmen on the road, are likewise prone 


to forget the small-town jeweler. Many of them take the 
(Please turn to page 327) 


300 











When Nampa, Idaho decided jo demonstrate to the nation the strength of Main Street U.S. A., merchants 
didn't eck their suppliers for price merchandise, special discounts or advertising allowances. 
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HERE'S THE LIST OF BRANDS NAMPA MERCHANTS ASKED FOR: 
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Not only jewelers felt that the tide of 
distribution was against them—all 
Nampa merchants listed their wants in 
@ survey conducted in cooperation 

the news weekly, The Pathfinder. 
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The Salesman 
Solved Her Problem 





STERLING 


Coslomer: “I need some expert advice about silver. 
We have just bought a six-room house, but we hope 
some day to own a larger one. What pattern should 
I select? In a few years we may want to use it in 


entirely different surroundings.” 
o 





o + “IT understand your problem. You 
need a pattern that is not too ornate — one 
that will lend itself to any background. Here's 
a Reed & Barton sterling design called 
‘Guildhall’ . . . a happy combination of rich- , 

















ness and grace.” 


ia “I rather like it. Can we get a start on 
our Guildhall service within a limited budget?” 


co 2 “You surely can, for it is possible 
to buy Reed & Barton silver — the very finest 
—in a practical, thrifty way. For example, 
take four place settings now, and add to it as 
your income warrants. Before you know it, 
your service will be complete.” 








Pideacer: “That answers all our problems. 
Thanks for making it so simple for us to have the 





best .. . silver to be proud of all our lives.”’ 





They will be proud of their silver because they have 
wisely selected the right pattern for their individual 
needs. Point out the perfectly balanced design. Show 
them how beautifully the bold gadroon border com- 
bines with theShell Motif and the historic English rose. 
Recommending this—and other Reed & Barton sterling 
silver patterns—pbuilds customer confidence, and in- 


Frm ee cin Reed & Barton 


You Can Safely Recommend Wlerling | Vel te’ 
REED & BARTON SILVER POLISH en ee 2 
Made by Silver Experts ee ea ie 


ba 
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“Thoughts under a summer moon 


IT’S LATE...so late that even the crickets are 
quiet. 

But we can't bring ourselves to let it end 
...-this moon-silvered, wisteria-scented night. 


I hardly dare close my eyes... for fear that 
when I open them I might find the place beside 
me still achingly empty ...the little house, our 
first, our own, vanished back into the realm of 
dreams. 


How long does it take, to realize that wait- 
ing is over? How many reassurances, like the 
packing away of uniforms, the heart-come-home 
joy of setting out our shining sterling silver? 


I guess it’s womanlike, to be thinking about 
household goods, in this perfect moment. But 


why not? The things of home... like our 
International Sterling...they're part of the 
magic. 

Across the world, we planned we'd start 
out with real “family silver’’...maybe just a 
little at first, but the best. Something we'd want 
to keep always. Something we'd be proud of, 
for ourselves, and the children we'll have, and 
a lifetime's guests... 

It isn’t just the moonlight that makes me 
feel like this. It’s a dream lived up to...a 
promise of permanence and peace long hoped 
for, and at last becoming real. 


VS” 


When it’s time to choose your silver, make 


the choice with your head and with your heart, 


You'll want, if you're wise and forward- 
looking, sterling silver—silver all the way 
through. And you'll want, too, the most beau- 
tiful and well-designed sterling you can find. 


Let your jeweler show you the exquisite 
International Sterling patterns . . . artist-de- 
signed, finished with utmost perfection. 

Start, if you like, with a few pieces or in- 
dividual place settings (knife and fork, tea- 
spoon, salad fork, cream soup spoon, and 
butter spreader)... complete your set later. 


TUNE IN to The Silver Theater, Sunday evenings, 
6:00 p. m., D. S. T., Columbia Broadcasting 
System. 


Copyright 1946, International Silver Company, Meriden, Conn, 








; EMPHASIS ON WATCHBANDS 
; F (From page 294) 


F hefore the customer leaves the store. “During the war, 
" watchbands got in generally bad shape,” Mr. Yordan 
» emphasized, “even though the owner may not have 
4 | noticed it. Therefore, we ask all salespeople to start 
of the suggestion by informing the customer that if he 
or she needs a new watchband, we now have a stock 
4 which covers every type made. If the prospect’s watch 
is of the better type, the salesperson asks him to be com- 
- fortably seated at our kneehole case, or if it is a iower- 
"priced model, to step over to the large case which shows 
49 trays of leather and novelty bands. Once at either 
case, it is a simple matter to find a watchband which 
peals to the prospect. Such innovations as hand- 
tooled leather straps with Mexican silver buckles, clip- 
on spring steel types, etc., help a lot to spark up the 
a appearance of an old watch; something we always play 
up in all contacts.” 
' Dovetailing neatly into this all-customer approach is 
‘é the emphasis which Shaddow’s has placed on new watch- 
" bands for college youngsters and the younger set in 
-2 general. “Our larger case is laid out to appeal to the 
buyer who believes in changing his watchband styles 
frequently,” Mr. Yordan stated, “as are our window 


displays in connection with leather and novelty bands. 
Our experience has been that styles in collegiate watch- 
bands change constantly, just as do styles in sweaters, 
hats, etc. The average California college boy wears a 
novelty leather band all winter, changes to a plastic or 


stainless steel clip-on type in spring, and during the 
summer is likely to buy either a white leather or white 
linen band to be up-to-the minute. Although such sales 
are relatively small, averaging $2.50 in each case, we 
believe in keeping up a stock of seasonal watchbands 
inside the store and in the windows, and suggesting them 
to younger customers on a style basis. Results are al- 
ways good—and when one collegian begins wearing a 
white leather band, for example, scores more immedi- 
ately follow his lead.’”’ The Shaddow watchband inven- 
tory thus covers some 10 to 15 novelty styles at all 
times, priced from $1.50 to $3.50 designed specifically 
for this unusual customer bracket. 

“Spot displays” are frequently scattered through the 
store, consisting of two identical new watches, one 
equipped with a worn band salvaged from the watch- 
making department, the other with a bright new sterling 
or yellow gold expansion band. In the windows, and 
in store cases, with a showcard suggesting “Dress Up 
Your Watch,” these help immensely to get customers 
thinking about new bands, as well as giving salespeople 
an opportunity to bring up the subject. In addition, the 
slogan “We Specialize in Watchbands” is included fre- 
quently in newspaper advertising, with such new ideas 
as flattened spring steel bands, rose gold link types. etc., 
regularly featured in newspaper space. 

“We believe that there are many more opportunities 
for selling watchbands than the average jeweler sus- 
pects,” Mr. Yordan summed up, “so long as he will use 
aggressive suggestion and back it up with a variety of 
bands to fit every possible market.” 





“T do,” “I do,” “I do,”. . . one million, two hundred 
thousand marriages estimated for 1946! Brides, 
receptions, wedding presents are the order 


of the day.. 


More silver is being planned for, dreamed of, 
wanted, than ever in the history of America. 


The time is ripe now to establish your store as 
The Place to buy International Sterling, the 
sterling that has kept close to the heart of America’s 


» For Juty, 1946 


Young Romantics through the war years. 


Turn the mats we supply into profitable ads in 
your local papers. Buy time from your local 
radio station. Set up counter cards cued to 
International’s notable magazine campaign. 


Work International’s silver vein and you'll 
strike gold! 


TUNE IN to The Silver Theater, Sunday evenings, 
6:00 p.m., E.D.S.T., Columbia Broadcasting System. 





A Wholesaler’s Point of View 


From the standpoint of the wholesale jeweler 
the problems that confronted him during the 
war have been little alleviated. Here is a 
frank and factual outline of just what the 
wholesaler feels about the situation and 


what he is doing to best serve his accounts. 








by LEON ENGEL 
J. Engel Co., Baltimore, Md. 


HEN I first began to think over this article, I 

was planning to write about the wholesale jewel- 
er’s role during the war and the services that he rendered 
to his accounts. With the shortages of merchandise only 
partially relieved, the picture today is not very different 
from the period that preceded V-J day. From this 
standpoint, my thoughts appear to have a continuing 
factual basis that applies equally to the: present sit- 
uation. 


WHOLESALER’'S JOB TOUGH ONE DURING WAR 


The job of the wholesaler during the past five years 
has neither been an enviable one nor has it been one of 
simplicity and easy customer relations. Everyone now 
knows that many jewelry manufacturers found them- 
selves making delicate bomb mechanisms, or insignia, the 
watch factories turned to military timepieces, the silver- 
smiths to surgical instruments and a variety of other 
items strange to peacetime production. To say that mer- 
chandise became hard to find was to put the situation in 
its most optimistic light. Wholesalers made frequent and 
expensive trips to every possible supplier to eke out even 
the smallest quantities that could be obtained. Every 
existing market, every possible field was carefully, dili- 
gently and painstakingly searched for every type of 
goods. Let’s pause for a moment to ask why wholesalers 
did this, why executives left their businesses for long 
periods to hunt merchandise, why travel and operating 
expense was no object in this endless and sometimes 
fruitless search. 

There is one answer that has to be discarded at the 
very beginning. That answer is “profit.” Definitely 
“profit” was not the motivating reason for this tremen- 
dous effort. I’ve heard many wholesalers say, and I’ve 
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LEON ENGEL 


said myself, “I’d be happier with less business and with 
smaller profits if only there were fewer headaches.” And 
you can add to headaches, an unusual word in business— 
“heartaches,” because I think that when a wholesale 
jeweler was unable to service an old and valued customer 
he felt that, through no fault of his own, he had let him 
down. In the many years that I’ve been a part of the 
wholesale jewelry business I’ve come to think of cus- 
tomers as close personal friends, and I know that toa 
great extent some of the other older houses have this 
same philosophy. So when we couldn’t do something for 
a customer’s order, I did feel a genuine pang of regret. 


Looking back on the last five years I believe that a 
great many retail jewelers understood what we whole 
sale jewelers were up against. There have been many 
harassing days that made us feel that our efforts re 
gardless of how courageous, had proven inadequate and — 
were not appreciated—and then time and again I heard 
from jewelers who did recognize what we and every 
other wholesaler were striving to do, and took time out 
to say “thanks” in terms that left no doubt as to how 
they felt. 


BACKS UP THE RETAILER 


Someone who had never been a part of the jewelry in- 
dustry might wonder at these things and conjecture just 
why it was that wholesalers sacrificed time, health and 
profit to serve their accounts. The answer all of us know, 
but sometimes I wonder if it hasn’t become a little ob- 
scured with the passage of time. ; 

Many a retailer today owes his business career to 4 
wholesale jeweler who stood behind him and helped him 
for no other reason than that he had confidence in his 

(Please turn to page 880) 
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MAKES GREAT READING 


FoR JULY, 1946 


... and these successful watchmakers are 


making the most of her mood! 


ER smile is a bright reflection of a 
young, impulsive nature. She’s alert 
and eagerly aware of her world. 

And her world at this moment is espe- 
cially warm and alive, for she’s just been 
caught in the sweep of a moving Rex Beach 
romance in Cosmopolitan Magazine. 

On the index page of every issue of 
Cosmopolitan you'll find the brightest 
names in fiction and fact. 


Their writing is great writing. It makes 
great reading. It brings sudden tears to 
young eyes. It paints smiles on young lips. 
It makes young hearts beat with the won- 
der and the excitement of living. 


GR. Apu ATION 
gifts THAT 


WIN 
ONORS 


And while writers like Rex Beach and 
Katharine Brush and Sinclair Lewis are 
inspiring in her a sense of grace and 
beauty, some of the most prominent of 
watchmakers are proving again their in- 
sight and judgment. 


They’re talking of swank design and 
quality at a time when she’s most beauty- 
conscious. They’re appealing to a reader 
who can well afford their fine wares, and 
at a time when she’s most apt to listen. 


Of course the lady will respond. For 
she’s young and eager and impression- 
able, and right now her emotions have 
taken command. 






» « 











Whats Your 
Toward New 


Attitude 
Competition? 












































Many a jeweler, jarred out of the rut of complacency by a new 


eompetitor, has gone ahead to better business. The odds are 
all with the established firm; so plan your campaign accordingly. 


OU are a jeweler in “Smithville,” where, competi- 

tively speaking, life has jogged pleasantly along 
for five years. The same old competitors—E. H, Stearns 
on Tremont4St., and.the Latimer boys near the Square. 
Good, clean competition—and plenty of business to go 
around. Of course, life has been pretty strenuous at 
times—especially finding help. 

This summer of 1946, change is in the air. That room 
near Jones, The Florist, vacant since way back when, is 
leased by a city man who will put in an infants’ wear 
stock. The vacant store window next to the Nixon Shoe 
Store has a large sign, “Will Open About September 1 
—Complete Stock of Gifts, Books. H. Joslyn.” 

Three different men have arrived in town with such 
tempting offers that they have acquired the stocks and 
good will of three of Smithville’s oldest and most suc- 
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by H. R. SIMPSON 


cessful business men—the Sumner Hardware, the Snow- 
Hill Mortuary, and the Model Hatchery. 

Winds of change are blowing. Soon they may be 
blowing furiously. And one day, prehaps in a tip from 
a business friend, perhaps only when there is an adver- 
tisement-announcement in the Smithville Citizen, you 
learn that stiffer retail jewelry competition | is to be 
four-cornered instead of three. 

What are you going to do about it? Your situation 
is not novel. Millions of businessmen have found them 
selves in it. There are certain common reactions, some 

(Please turn to page 831) 
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ee. keep up with her! 


You can’t keep a girl like Teena down. 
Always on the go, she’s the kind who likes 
to get around. When school lets out, 
you'll find Teena hiking through the 
mountains, picnicking in the park, 
sunbathing at the seashore or sightseeing 
with her family—east, south, west or 
north of her home town. For even though 

> dad prefers to rock away his vacation 
on the back porch, it’s fough to say no to 
our girl Teena. Restless, energetic, 
Teena and her teen-mates are in the 
= market for camping equipment, sporting 
> goods, play clothes, luggage and a 
= ticket to—you name it! Name it in the 


QE magazine she reads and believes— 
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1. Modern ice-bucket and tongs finished in a combination 
of butler and brightly polished brass retails at $6.50. It is 
from the M. W. Carr & Co., Inc., West Somerville, Mass. 


2. Presentation item combines features of an expansion 
watch band and plate which may be initialed or inscribed. 
1/20 12K gold-filled, retails for $12.95. From Flex-Let 
Expansion Products, 373 Taunton Ave., E. Providence, R. |. 


3. This silver-plate “Bottle Ball Stopper" does away with 
corks, keeps bottle sealed. It is priced at $3 Keystone. 
From the Diamond Instrument Company, Wakefield, Mass. 


4. Famous California flowers are covered with a thin coating 
of plastic to form brooches, pins, ear-rings, lapel blossoms. 
Retails from $3.50 to $7.50. They are available from 
Beaugay Studios, 9130 Exposition Drive, Los Angeles, Calif. 


5. "Fiesta," Mexican motif highlighted with rhinestones, 
simulated emeralds and sapphires. Lapel pin Sombrero 
($40 retail) repeats in ear-rings ($20 pair, retail). Made by 
the Aristocraft Co., 707 So. B'way, Los Angeles 14, Calif. 


6. This initialed tie-clasp in I0K yellow gold is made to 
retail for about $9.50. May be obtained from H. Henry 
Seletsky, 906 Walnut Street, Philadelphia, Pennsylvania, 
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TEAR OUT THE COUPON AND SEND FOR 
OUR FREE NEW FALL JEWELRY CATALOG 


















with countless illustrations 


of the entire line of 


eEWeELR Y 
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/ FEATURING: 
/ © 10K Gold 
© Gold-Filled* Jewelry at Unbelievable Prices 
/ ¢ Cast Sterling—For the First Time 
/ ¢ Gold-Plated Base Metal Jewelry 
/ CHOKERS + CHATELAINES + BRACELETS 
| : PINS + EARRINGS 
All Created in the Jordan Tradition of Giving the Best Value for the Least Money 

/ Nationally Advertised — Nationally Recognized 


R. M. JORDAN & CO. °¢* 377 Fifth Ave., New York 16 
| Factory: 17 Custom House Street, Providence 3, R. |. 
*1/20 10K Gold-Filled 


| R. M. JORDAN & CO. 
377 Fifth Ave., New York 16 


GENTLEMEN: 
Jew 1- BY Please send me your FREE Fall Catalog. 
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|. Hand-finished silver plate on copper. The 5" shell and 
lotus ash tray retail for about $3 each, the small round ash 
tray for $2 and the 3" shell tray for $1.50. Can be ob- 
tained from Dodge, Inc., 401 E. Sixth St., Los Angeles, Calif. 


2. This all-metal dresser set with pure nylon bristles comes 
in a two-toned, satin-lined case. Made to retail for $48, it is 
available from Albert E. Price, 710 Sansom St., Philadelphia. 


3. Simulated pearl necklace with pendant of gold or rhodium 
plate on sterling, set with rhinestones and a choice of colored 
stones. Earrings to match. Retails for about $60 for the 
set. From Robert Fleischer Co., 366 Fifth Avenue, New York. 


4. Palladium-plated tie clasp features a dangling signet for 
the wearer's initials. Can be retailed for about $5. Made 
by Campus Products, 121 Dyer Street, Providence, R. |. 


5. The “Rhapsody,” new mantel-type electric clock features 
a silver-colored dial, raised gold-colored numerals. Diagonal 
grained wood case. Retails for $45.90. From the General 
Electric Company, 1285 Boston Ave., Bridgeport 2, Conn. 


6. Easterling compacts of brass, bronze and copper fea- 
ture engraved and polished designs on satin finish, with 
a lambskin puff. Made to retail for about $5, from 
Donaldson & Co., Ltd., 31 Bedford St., Boston I1, Mass. 
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THE FAMOUS 
PRECISION-MILLED 


IGNITION WHEEL 


Zephyrs at this new price are 
selling over the counter in 
steady volume. Stock up now 
to take care of the heavy con- 
sumer demand created by 
our national advertising. 


iL 


ACTUAL SIZE 
(3%” wide, 4” high) 














ENAMEL FINISH ALL CHROME 
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Stock No. 70—Favored 
by servicemen because 
of rugged dependabil- 
ity and generous fluid 
capacity. Boxed 12 to 
open display carton. 
Individual display en- 
closed. 


Retail Price, Ea. 4 
Dealer's Cost 


$7.20 Doz. 


FOR JULY, 1946 


Stock No. 80 — Wind. 


proof with same rugged’ 
dependability of all’ 


Zephyr lighters. Heav- 
ily chrome plated with 
glistening high polish. 
Individually boxed. 


Retail Price, Ea. 


Dealer's Cost 
$14.40 Doz. 












Stock Ne. 100—Ideal for executive’s desk . . . hostess’ serving 
table . . 
Beautiful modern design. Covered in simulated Lizard, Alli- 
gator, and Morocco; in black and tan. Heavily chrome plated. 
Individually boxed. 


. bar... end table. Needs only 4 fillings a year! 


Retail Price, Ea. $ 5 Dealer's Cost, Ea. $3 


GALTER PRODUCTS COMPANY 




















711 W. LAKE ST., CHICAGO 6, ILLINOIS 
COCO OOOSOSOSOSOOOO SOS SSOSSOSSOSEOCOCCOOS 
a 
WEEKLY ©  GALTER PRODUCTS CO., 711 W. Lake St., Chicago 6, Ill. . 
OVER 14,000,000 WEEKLY ; nm : 
2.2 . 
Advertising has been scheduled @ (0 No. 70—Zephyr Windproof Lighters..............$7.20 Doz. . 
in America’s leading mass circu- | $ [5 No. 80—Zephyr Windproof Lighters.........$14.40 Doz. $ 
lation magazines to help you sell |e 7 No. 100—Giant Table Lighters... $3.00 Each | 
Galter Lighters. ° + 
e MY JOBBER IS ° 
® 
@ My Name Rayan oe } 
5 @ 
4 Address. > 
* 
° City. Zone. State__ ° 
° (Attach Sticker or Letterhead to This Coupon) . 
«@ 
TIT TIIIIIII IIIs iii 


313 














HIGH WATTAGE STATION 


g FOREIGN LANGUAGE STATION 


Radio Promotion for Jewelers 


ELECTION of the right radio station is largely a 
matter of determining whom the jeweler wants to 
reach. The jeweler must first decide the location and 
the nature of the customers who represent his best pros- 
pects and, when this question is answered, the problem 
of station selection becomes relatively simple. 

At the outset, most jewelers limit their trade area to 
the communiy and is immediate environs. This is, of 
course, in marked contrast to such a field as the bakery 
industry, where the baker wants to cover an entire 
region. 

This one factor, without question, explains why a ran- 
dom sampling of 46 jewelers in all parts of the country 
revealed the fact that 81 per cent of them used stations 
with 5000 watts or less.. Of this group, 50 per cent used 
time on 5000-watt stations. 

There is wisdom in this approach. When a jeweler 
buys radio time in relation to his sales distribution, his 
message is heard by listeners in the station’s primary 
area, and beyond that, in the area where the station has 
secondary coverage. For the jeweler whose sales con- 
centration is in that primary area, the secondary cover- 
age means relatively little. In other words, the station 
whose power is 5000 watts or less reaches the audience 
from whom the jeweler may expect patronage. At the 
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by MARIE FORD, Editor 
Radio Showmanship 


same time, he isn’t spending good money to reach people 
who don’t represent potential sales. 


TREND TOWARD SMALLER STATIONS 


The tendency toward the use of smaller stations is 
noticeable in all parts of the country. Reyner’s, Inc., 
Columbia, S. C., used the 5000-watt outlet, WIS. Levitt 
Jewelry Co., Wichita, Kan., also used a 5000-watt out- 
let, KFH.. In Toledo, Ohio, the Kay Jewelry Co, re- 
ported excellent results from the 5000-watt station, 
WSPD. The Kay Jewelry Co., Peoria, IIl., has used the 
5000-watt outlet, WMPD, for over 15 years. 

In the group of jewelers who have found 250-watt 
outlets adequate is Zale’s, with a successful record of 
sponsorship over KTOK, Oklahoma City, Okla. 

At the other extreme, jewelers with more than one 
outlet in widely scattered areas have found a-single 
50,000-watt station an effective way to cover their entire 
sales areas. Among them are White Brothers Jewelry, 
New Orleans, La., with a series over WWL, and the 
Slavick Jewelry Co., Los Angeles, Cal., on KFI. In the 
case of the Slavick Jewelry Co. it used the 5000-watt 
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WHERE VISION COUNTS... with “SIR APEX” 












WHERE PROFIT COUNTS .. . IT’S APEX! 


LOOKING 'EM OVER! An irresistible eyeful is a pair of APEX 
Sun Glasses, set off handsomely in a plastic re-use box. Your 
customers will admire them ... buy them! Wise dealers are 
stocking the fast-moving Apex line, backed by national adver- 
tising. Apex prices are low .. . Apex quality is way up! That's 
why Sir Apex can make money for you with quick sales! All the 








smart new designs are in the complete Apex line. Call in Sir “FLIGHT LEADER" 
Apex... he's in there pitching every minute! Rhodium Plated, RETAILING At *4p*95 





Gold Plated L ur Model, 
RETAILING AT ne SH. 95 







GLARE-BAR SUN GLASSES 
PLASTIC RE-USE BOX 


Re-use utility case, ideal for home 
and office use. This beautiful trans- 
parent-plastic topped simulated 
leather gift box is free with each 
pair of APEX deluxe sun glasses. 
(Retailing at $3.95 and up.) 


Each pair is complete with carrying “BERMUDA” 









Write for catalogue 






of Complete Sun Glass Line. Retailin i Glamourous Ladies' model with 
s 9 case and specially treated lens clean- saohel Suet Gan aadidin Ghenedl 
from $1.50—$9.98, ing cloth. RETAILING AT S ereane sme ao $3.95 





APEX SPECIALTIES COMPANY, 38 West 33rd Street, New York 1, N. Y. 


COPYRIGHT 1946, APEX SPECIALTIES CO., NEW YORK 
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station, KECA, the 1000-watt station, KFAC, and the 
50,000-watt KFI to cover the immediate listening area 
and the broader coverage of the more powerful station. 

In the last analysis, the actual station selection should 
be based on which station does the most economical job 
of covering the area from which the jeweler expects to 
get his business. 

To help advertisers make this choice, all stations have 
coverage maps which indicate: (1) the physical limita- 
tions of the area served as determined by actual listen- 
ing, and (2) mail coverage maps which reflect listener 
location. 


SEEK MAXIMUM COVERAGE 


What the jeweler seeks to achieve, obviously, is a 
maximum number of broadcasts at a time when he can 
reach his chosen audience on the station which best cov- 
ers the area in which he does business, all within the 
budget. 

There are three basic types of stations: (1) clear 
channel (50,000 watts or less); (2) regional (5000 
watts or less, occasionally 10,000 watts), and (3) local 
(250 or 100 watts). 


" 
7 
ss 


must be considered in relation to the jeweler’s probe, 
The so-called prestige station of the community is not 
necessarily the one that will serve the jeweler’s best 
interests. 


SINGLE STATION MAY BE BEST 


When the jeweler determines which station r 
the greatest percentage of the public which will rspond 
to his sales message, that’s the station on which to 
time. This factor explains why, in many cases, jewel 
ers concentrate their broadcast efforts on a single gta. 
tion, even though other stations are available in the 
community. 

For instance, Cousins Jewelry offered radio listeners 
two musical programs and one newscast, at different 
times of the day, all being aired on WIND, Chicago, Ii 
This kind of domination of one station gives the adyen 
tiser a chance to concentrate on one particular audience 
and achieves for broadcasting what retailers who ng 
large space displays on a heavy schedule have achieved 
in newspapers. 

Many jewelry advertisers stick to one station. Jp 
Rochester, N. Y., Hershberg’s advertising has beer 


Fourth in a series of articles considering radio promotion 


as applied to jewelry retailing. Choice of proper station 


and program expenditures are considered in this installment. 


In general, the coverage of 50,000-watt stations ex- 
ceeds that of 5000-watt outlets, and that of the 5000- 
watt stations exceeds that of the 250-watt stations. For 
this reason, time costs vary tremendously, with the 
50,000-watt station able to demand a top price for the 
chance to reach a more widespread audience. 

Both coverage and time costs must be considered. For 
the most part, a low-power station in a fairly large city 
is limited primarily to an urban audience, and a high 
power station will include in its audience a sizable pro- 
portion of small town and rural listeners. 

In general, a jeweler may expect a 1000-watt station 
to cover his area at about half the cost of a 50,000-watt 
station. If the jeweler buys time on a high power sta- 
tion he may reach more than twice the audience of a 
1000-watt medium, but a large percentage of these lis- 
teners will be outside his zone of normal sales. 


OTHER FACTORS, TOO 


There are, of course, other factors. It may well be 
that over 50 per cent of the coverage of a 50,000-watt 
station is not effective, saleswise, but the prestige value 
may make the use of such a station worthwhile. 

Prestige, incidentally, is an important factor and it is 
something for every advertiser to examine in connection 
with his selection of a radio outlet. 

Every station has a definite character, appealing to 
various segments of the population, and that character 
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largely radio since 1929, and it has been exclusively of 
one station, WHEC. — 

_ To sum up: prestige, coverage and costs must be con 
sidered in relation to what time is actually available 
Power alone is no basis upon Which to buy time. Popit 
larity in itself is not too important if it costs five time 
as much to get twice as many listeners. Cost alone® 


‘no yardstick; if nobody listens, it is still a waste 


money. All three factors must be considered in on 
to the jeweler’s specific needs and the community itsely 


EXPENDITURES 


The size of the community and the quantity of basi 
ness done determine, in large measure, the amount of tht 
jeweler’s advertising appropriation. To make te 
greatest possible impression on CKEY listeners @ 
Toronto, Ont., the People’s Credit Jewelers used t 
five-minute news strips, one at 1:00 P.M., the other a 
11:00 P.M., six times a week. In a smaller community, 
time rates are lower and since the jeweler’s advertising 
appropriation is probably lower than that necessary it 
larger centers, the jeweler will achieve a dominance fot 
his program that would be much more expensive it 
larger communities. 

Relative impact is far more important than the nur 
ber of dollars spent, and the proportionate amount spett 
in radio advertising more important than the overall 

(Please turn to page 332) 
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: 
NEW STAR 


APPEARS ON THE 
WATCH BRACELET 


HORIZON .. 


A QUALITY EXPANSION 
BRACELET TO FILL THE 
LONG FELT NEED OF 

* AMERICA’S BETTER STORES 
FOR A SMARTLY STYLED, 
FINELY CRAFTED, FULLY 
GUARANTEED EXPANSION 
BRACELET. 


The “EVERBEST”’ e-x-p-a-n-s-i-o-n 

bracelet will win your customers’ 
enthusiastic approval. It has “‘sing 

and swing’’—that smart air so appeal- 

ing to stylewise, modern minded buyers. 

It is definitely an outstanding value, yet 
priced with generous consideration for dealer 


mark-up. 


% FOOL-PROOF PRECISION ASSEMBLY! 
% TOP QUALITY STAINLESS STEEL SPRINGS! 


x COMPLETELY FLEXIBLE... TWIST OR STRETCH TO 
ANY REASONABLE DEGREE! 


% 1/20-12K GOLD FILLED — STAINLESS STEEL BACK! 
% ALL STAINLESS STEEL! 


% UNCONDITIONALLY GUARANTEED AGAINST ANY 
MECHANICAL DEFECTS, FOR ONE YEAR! SOLD 
THROUGH 


Evertest Jewelry (orp. OnLy 
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JOBBERS 


19 EAST 30th STREET, NEW YORK 16, N. Y. 











Scene at the June 18 banquet marking start of the New York Campaign, 


Metropolitan New York Jewelers 


Launch Drive for Publicity Funds 


Industry leaders address New York jewelers on need for aggressive 
participation in industry-wide campaign; over 95 per cent of 
retailers present pledge financial support of the program. 


ee HE eyes of the jewelry industry everywhere in 

this country are on us tonight. They wonder 
what New York will do in this, its long deferred drive 
for financial support for the Post-War Program of the 
Jewelry Industry Publicity Board starts in New York.” 
So spoke Herman L. Baskin (Baskin Bros., Inc.), gen- 
eral chairman of the Metropolitan New York Committee 
of the Jewelry Industry Publicity Board, in opening a 
presentation of the board’s program at a dinner meeting 
held in the Hotel Roosevelt on June 18, 1946. Some 
300 representatives of jewelry concerns located in Met- 
ropolitan New York were in attendance. 

“Up to now,” Mr. Baskin continued, “we have made 
no systematic drive for financial support in New York 
because so many drives for worthy charities and huimani- 
tarian causes were scheduled in the jewelry industry in 
New York. Our efforts for fund raising have been con- 
centrated outside of New York. As of tonight we start a 
drive for ourselves—in New York.” Mr. Baskin then 
continued as follows: 

“I see before me the same group who, collectively, 
have raised by ‘gift out of pocket’ for various patriotic, 
humanitarian and religious drives during World War II 
—in this area—over four million dollars—an average 
of better than a million dollars a year. What a wonder- 
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‘ful tribute to the jewelry industry’s magnanimity and its 


collective heart—in behalf of others. 

“Tonight, for the first time in the history of the it 
dustry—we request you unite with all others here 
help yourselves in the post-war competitive era now be 
fore us. 

‘“‘We make no appeal to your finer sensibilities tonight 
—but rather to your horsesense—the cold and calculating 
side of you—your own selfish interest for your self-pret 
ervation as a factor in the jewelry industry for years 
come. 

“We offer no poignant pleas to your goodness 
heart to show compassion and mercy to and for others— 
but rather a pointed barb directed at your head to paust 
and examine into your future as a jeweler and to get ya 
to agree that the small cost of the collective effort ptr 
posed here is what you need and want—and to have ya 
share and to bear your proportionate cost of that effort.” 

“Based on the record of pledges made in all parts d 
the country, New York’s subscription to this fund should 
total at least $300,000. We can and we must get at least 
that amount from all members of the industry located it 
Meropolitan New York.” 

G. H. Niemeyer, of Handy & Harman, Inc., and hot 

(Please turn to page 885) 
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Visit Pakula & Companys 
NEW SHOWROOM 


[Ith Floor, 5 N. Wabash Ave., Chicago 2, Ill. 


Fi contin” to ential your visit 


more pv 


GRAND OPENING 
JULY 27th & 28th 


HOURS ONE TO FIVE P.M. 
“Che big prelude to the jewelry tir 


FoR JuLy, 1946 
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Above—lInterior view of the 
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competitive in all ways. Be- 
low—The modern exterior of 


Smaller Community | the new Salinas, Cal., store. 


An example of the sort of shop 
which closes the gap between 
‘big eity’ and small town. 


HE new Hirsh Jewelers in Salinas, Cal., has at- 

tracted considerable attention as an example of the 
kind of jewelry store that will serve hundreds of smaller 
communities in the post-war world. It definitely closes 
the gap between big city and smaller town merchandis- 
ing, by being strictly competitive in size, fixtures, light- 
ing and stock. 

“There is a mistaken impression,” states -L. A. Hirsh, 
the owner, “that the size of the store and the volume of 
business must decrease with the size of the community. 
Actually, statistics will prove that the volume of busi- 
ness enjoyed by stores in smaller communities compares 
favorably with the average of those in our larger cities. 

, Competition takes care of that. 

“With this thought in mind, we planned a number of 
years ago, to move our store in Salinas to new and larger 
quarters once the war ended, and to have it compare in 

(Please turn to page 839) 
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STYLED FOR BEAUTY 
DESIGNED FOR COMFORT! 
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@uarantee.. 


Service forever— 
No repair charges 


SOLD EXCLUSIVELY THRU THE WHOLESALER 





JEWELRY MFG. CO. 


157 ORANGE STREET* PROVIDENCE 3, RHODE ISLAND 
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EXHIBITORS AT NACJ CONVENTION 
(From page 193) 


Davis, Barnett Stevens—Booth 154 
Davidson & Sons Jiry. Co., Inc.Stevens—Booth 74 
Dawer, Sig., & Co., Inc. Congress—Room 312 
Denberg, J. J. Congress—Booth 36 
Dennison Mfg. Co. Stevens—Room 512A 
Devay & Co., Inc. Stevens—Room 513 
Di-Monop-Tic Jewelry Viewer Stevens—Booth 150 
Diamond Trading Co. Congress—Room 318 
Dokane Co. Congress-Booth 37 
Doner, W. B., & Co. Stevens-Room 528 A 


Edwards & Co. Stevens—Booth 149 
Eisenstadt Mfg. Co. Congress—Rooms 322-324 
— Cigarette Case Mfg.Congress—Booth 34 

0. 
Elgin American Stevens—Room 544-A 
Stevens—Booths 90-107 
Elgin Natl. Watch Company Stevens—Booths 92-93-104-105 
Elrex Watch Co., Inc. Stevens—Booth 32 
Empire State Glass Dec. Co. Stevens—Booth 30 
Empire Watch Co. Stevens—Room 504-A 
Engel, J. & Co. Stevens—Booth 149 
Eversharp, Inc. Stevens—Booths 112-113 


F 


F. & V. Mig. Co., Inc. Stevens—Booth 110 
Farber, S. W., Inc. Stevens—Booths 61-62 


(Please turn to page 324) 
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PROGRAM OF EVENTS 


All events will be held in the Grand Ballroom of 
The Stevens except where stated otherwise, 


Sunday, July 28 


9:00 P.M.—Reception by Chicago Credit Jewelers’ Association 
and officers of NACJ. 


Monday, July 29 

12:00 Noon—Luncheon. 

12:45 P.M.—President Leo Weisfield's Opening Address, 

1:00 P.M.—Address by Senator Brooks of Illinois. 

1:40 P.M.—Address by Charles S. Telchin on Store Modernizg. 
tion. Questions and Answers. 

2:40 P.M. —Address by Edwin Freed on Display of Merchandise, 
Questions and Answers. 

3:00 P.M. —Adjournment. 


Tuesday, July 30 

12:00 Noon—Luncheon. 

1:00 P.M.—Address by Hugh M. Bennett on Jewelry Industry 
and Federal Taxes. 

1:30 P.M.—Tax Clinic conducted by Mr. Bennett. Question 
and Answers. 

2:00 P.M. —Summary of the jewelry industry's contribution to the 
rehabilitation of disabled war veterans by Fred §, 
Dreifus. Showing of motion picture taken at thy 
Joseph Bulova Memorial School of Watch 
which is devoted to training disabled veterans, 

3:00 P.M. —Adjournment. 

12:00 Noon—Special luncheon at The Congress for ladies attend. 
ing convention. 


Tuesday evening the Jewelry Industry Publicity Board will present 
its publicity program at a specially arranged meeting, the time 
and place of which will be announced later. 


Wednesday, July 3! 

12:00 Noon—Luncheon. 

1:00 P.M.—Address by Philip Hanna, Financial Editor of the 
Chicago Daily News on current trends. 

1:30 P.M.—Address by J. Gordon Dakins, Manager, Credit 
Management Division of the National Retail Dy 
Goods Association, on credits and collections. 
Panel discussion of credit and collection matters, 
Questions and Answers. 

3:00 P.M. —Adjournment. 

7:30 P.M. —Banquet in Grand Ballroom of The Stevens. 


Thursday, August | 
12:00 Noon—Meeting of the Board of Directors of NACJ @ 
The Congress. 


Trade Show Schedule 
Exhibits open at 9:00 A.M. and remain open until 12:00 Noon 
Exhibits close from 12:00 Noon until 2:30 P.M., reopening at 20 
P.M. and remaining open until 9:00 P.M. z 
Exhibits close at 6:00 P.M. on Wednesday because of banquet, 
The trade show ends at 12:00 Noon, Thursday, August |. 














Above, floor plan of Con- 
gress Hall exhibit rooms. 
Below, plan of rooms to be 
available on third floor 


of Congress for the show. 
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is only Part of the Story... 


The demand for Dirilyte is more than the re- 
sult of a wartime shortage. It’s the sign of a 
new vogue — a demand that will continue 
increasing after wartime backlogs are filled. 
People want this glamorous new product in 
the flatware field for the same reasons that 
they want nylons in the hosiery field — style 
and performance. Dirilyte is beautiful, color- 
ful, “different”. It’s the only flatware that 
harmonizes with gold-decorated china and 
crystal. It's solid, not plated — yet moderately 
priced. This quality product, backed by un- 
interrupted national advertising, will play a 
greater and greater role in your silver depart- 
ment. Write for details, and request a courtesy 
copy of the Dirilyte color booklet. 


Dirilyte, Reg. U.S. Pat. Off. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. - 1 W. 3% ST., N.Y. 


REFINERS & MANUFACTURERS OF PRECIOUS METALS SINCE 1875 
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STERLING SILVER 
BABY SETS 
IMMEDIATE DELIVERY 
$2.75 SET NET 
IN DOZEN LOTS ONLY 

















Mitchell Phillips Co. 


JEWELERS & SILVERSMITHS 
PHILADELPHIA 6, PA. 


719 SANSOM STREET 


TIE CLIPS 
10 KT. YELLOW GOLD 


Farrell, Morton B., Co. 
Fiddelman, J., & Son, Inc. 
Fine, Max, & Sons, Inc. 


Flex-Let Expansion Products 
Florn Co., The 
Forney-Zemboch, Inc. 
Frank, A. E., & Co. 

Freed, Edwin, Inc. 
Freedman, Marvin J., Inc. 


G. & F. Mig. Co. 
Gaines & Gaines 
Garne’ Jewelry 
Gemade, Inc. 
General Electric Co. 
Gerwe-Brown Co. 
Glass, Leo, & Co. 
Goldman, Jack T., & Co. 
Goodman & Co. 
Grenn, Dennis D. 
Gross, J. H., & Co. 


Gruen Watch Co. 


Hamburger, H., Co., Inc. 
Hamel Novelties, Inc. 
Hamilton Watch Co. 
Hampden Chain Co. 


Harris Jewelcraft 
Hart Sales Co. 


Hedda Jewel Co., Inc. 
Helbros Watch Co., Inc. 
Helfer & Co. 

Heller, L., & Son, Inc. 
Henry, C. L., Co. 
Herzberg, Hugo, Co. 
Heuer Chronograph Co. 
Hirsch, A., Co. 

House of Treasures Corp. 


Imperial Pearl Syndicate 
International Silver Co. 
Iskin Mfg. Co. 

Insko Sales & Mfg. Co. 


Jaffe, Isidore 
Jennings Silver Company 
Jewelers’ Circular-Keystone 
Jewel Radio Corporation 
Jordan, R. M., & Co. 





K & S Jewelry Co. 
Kahn, L. & M., & Co. 
Karpeles Rosary Co. Ltd. 
Kaufman, Bert, L., Co. 

Kaye, Lou 

Kelpe, E. G. 

Kent Products Co. 

Kingston Watch Co. 

Kinsley Jewelry Mig. Co. 
Korn, William, & Co. 
Kovsky, Harry . 

Kraus, D. J.. & Son 

Kreisler, Jacques, Mig. Corp. 


$4.75 NET 


Kurzon, H., Co. 
Kushner & Pines, Inc. 














EXHIBITORS AT NACJ CONVENTION 
(From page 322) 


A 








Stevens—Booths 1-2-3 
Stevens—Suite 
Stevens—Suite 


Fisher, A. Edward & Co., Inc.Stevens—Suite 


Stevens—Booth 110 
Stevens—Booth 56 
Congress—Booth 22 
Stevens—Room 504 
Stevens—Booths 34-35.36-37 
Congress—Booth 3 


G 


Congress—Booth 18 
Congress—Room 310 
Congress—Booth 14 
Congress—Parlors F and G 
Stevens—Room 501 
Stevens-Booth 149 
Stevens—Booth 147 
Congress—Booth 5 
Stevens—Booth 21 
Stevens—Booth 152 
Stevens—Room 560-A 
Stevens—Booth 136 
Stevens—Booths 66-67-86-87 


Stevens—Booths 102-103 
Congress—Booth 32 
Stevens—Booths 114-131 
Stevens—Suite 
Stevens—Booth 160 
Congress—Room 308 
Congress—Booth 29 
Stevens—Suite 


’ Stevens—Booth 160 


Congress—Room 308 
Congress—Room 304 
Stevens—Booths 81-82 
Stevens—Booth 11 
Stevens—Booths 28-29 
Stevens—Room 561 A 
Congress—Booth 6 
Stevens—Room 504 A 
Stevens—Booth 119 
Stevens—Room 542 A 


Stevens—Suite 500-501 A 
Stevens—Royal Skyway Suite 
Stevens—Booths 17-18 
Stevens—Room 556 A 


Congress—Booth 43 
Stevens—Booth 6 
Stevens—Booth 64 
Stevens—Booths 25-26 
Stevens—Room 519 A 





Stevens—Booth 12 
Stevens—Suite 
Congress—Booth 44 
Stevens—Room 512 
Stevens—Booth 151 
Stevens—Booth 22 
Congress—Booth 40 
Stevens—Booth 159 
Stevens—Booth 128 
Congress—Booth 16-17 
Congress—Booth 38 
Stevens—Room 550A 
Stevens—Room 505 
Stevens—Booths 132-133 
Congress—Booth 2 
Stevens—Booth 12 
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Lackner, House of, 
Lady Alice Pearls 
Lampl Walter 
Lang. Jewelry Co. 
Landau Watch Co. 


L 


Congress—Parlor D 
Congress—Booth 43 
Stevens—Booths 98-99 
Congress—Room 306 
Stevens—Room 539A 


Lehman Bros. Silverware Corp.Stevens—Booth 30 


Leif Brothers 

Levin & Roter 

Lifton, Harold, Co. 
Lincoln Lighter Co. 
Lomar Products, Inc. 


Stevens—Booth 50 
Congress—Booth 12 
Congress—Booth 8 
Stevens—Room 556A 
Stevens—Booth 139 


Longines-Wittnauer Watch Co.,Stevens—Booth 42-63 


0 L.. & Son, Inc. 


Manhattan Novelty Corp. 


Manheimer Watch Co. . 
Marks, Bert, Co. 

Marlene Sales Co. 
Marvin Watch Co. 
Mastercraft Briars, Inc. 
McClintock Mig. Co. 
Mead, M. A. & Co. 
Medana Watch Lo. 
Metalfield Inc. 

Milos Watches 

Mode Jewelry Co. 
Modernistic Creations 
Monarch Watch Co., Inc. 


Nardin, Ulysse, Watch and 


Stevens—South Ballroom 
Stevens—Booth 27 


M 


Stevens—Room 561 
Stevens—Booth 117 
Stevens—Booth 76 
Congress—Room 314 
Congress—Booth 7 
Stevens—Room 513 
Stevens—Booth 33 
Congress—Room 338 
Stevens—Booths 137-138 
Stevens—Room 504A 
Congress—Booth 15 
Stevens—Suite 
Stevens—Booth 155 
Stevens—Room 550A 
Stevens—Suite 


N 
Stevens—Booth 161 


Chronometer Corp. of Amer- 


ica 


Nassau Distributing Co., Inc. Stevens—Room 530A 


Nastrix Watch Co. 
National Silver Co. 
New Hermes, Inc. 


Ollendorff Watch Co., Inc. 
Oneida Ltd. 


P-M Jewelry Creations 
Pakula and Co. 


Stevens—Room 530A 
Stevens—Booth 143 
Stevens—Booth 164 

ae 

Stevens—Booths 116-129 
Stevens—Booths 68-85 
P 


Congress—Booth 41 
Stevens—Room 515A 


Paramount Wedding Ring Co.Stevens—Suite 


Parker Pen Co. 

Parker Watch Co. 

Paulson, Henry, & Co. 
Personna Blade Co. 

Philip Ronald Products Co. 
Phillips Buttrick, Inc. 

Pierce Watch Co., Inc. 


Stevens—Room 507 
Stevens—Booths 13-14 
Congress—Booth 45 
Congress—Booth 27 
Congress—Booth 33 
Stevens—Booth 7 
Congress—Booth 4 


Polumbaum, Richard Co., Inc. Stevens—Room 513A 


Possin, A. C., Co. 
Princess Products, Inc. 
Providence Jewelers, Inc. 


Queen Novelty Co., Inc. 


Reich, M. A. 


Remembrance Ring Co., Inc. 


Remington-Morse 
Remington Rand, Inc. 


(Electric Shaver Division) 


Renel Import Co. 

Rensie Watch Co., Inc. 
Rex Cutlery Corp. 

Rex Products Corp. 

Rexon, Inc. 

Reynolds, E. W., Co., Inc. 
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Stevens—Booth 149 
Stevens—Room 556A 
Stevens—Room 539A 


Q 


Congress—Room 306 


Stevens—Booth 58 
Congress—Booth 10 
Stevens—Booth 48 
Stevens—Room 557A 


Congress—Room 302 
Congress—Booth 11 
Congress—Parlor B 
Stevens—Room 521A 
Congress—Booth 26 
Stevens—Booth 149 
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Show in Chicago 
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Just spread out a few dis- 
carded articles of jewelry 
and place along side of it 


the attractive Dee sign 





WE BUY 
OLD GOLD & SILVER 








It will attract people who pass 
your store and prompt them to 
look at home for old spectacle 
frames, rings, pins, watches, 
chains, etc. 


—Ask for Our Sign— 


It is sent absolutely free and when 
you have old gold to sell ship 
direct to 


Tu @ SAS J. 


DEES £O. 


ECOCLOUL / letzl ly 
REFINERS MANUFACTURERS 


E ASHINGTON STREET, CHICAGO - 





Rimarc Costume Jewelry 
Rivkin, Morris, & Sons 
Roamer Watch Co. 
Robinson & Sverdlik, Inc. 
Ronson Art Metal Works, Inc. 
Ross, Hamilton, Industries 
Roxee Corporation 

Rubin, Herman S. 

Ruvelson, Phil G., Co. 


Safran, M. A., Company 
Samuels, Paul H., Co. 
Sarkin, David, Inc. 

Savoy Watch Co. 
Scheffres, Bob, Co. 
Schmukler, J. J. and Son, Inc. 
Schnair, M. R., & Co., The 
Schrager, House of 
Schutzberger, Irving 
Sculler, Joseph, & Co. 
Sebel, W. F., Co. 

Semca Company 

Seth Thomas Clocks 
Sheaffer, W. A., Pen Co. 
Sheldon Clock Corp. 
Shiman, M. H., & Co., Inc. 
Simons-Michelson Co. 
Sparks Mig. Co., Ltd. 
Spear & Susskind 


Speidel Corp. 


Spreckman, Hy, & Co. 
Stan-Fel Jewelry Co. 
Stein & Ellbogen Co. 
Stern, Edward L., & Co. 
Stern, Louis, Co. 

Stern & Stern, Inc. 
Strato-Line Rings 
Streicher Mfg. Co., Inc. 
Swank, Inc. 

Swartchild & Co. 


Tanz & Gurwitt 
Tepper Cutlery Co. 
Toepfer, S., Inc. 
Tolchin Co. 

Tres Banderas, Inc. 
20th Century Co. 


Ulrich Associates 
Uris Sales Corp. 


Victoria Pearl Co., Ltd. 
(S. Nathan & Co.) 
Vogel, Louis 
Von Forsstrom, E. S. & As- 
sociates 


Congress—Parlor E 
Stevens—Booth 5] 
Stevens—Room 504A 
Congress—Booth 30 
Stevens—Booths 126-127 
Stevens—Booth 48 
Congress—Room 336 
Stevens—Booth 95 
Stevens—Booth 123 


Ss 


Congress—Booth 39 
Stevens—Booth 80 
Stevens—Booth 15 
Stevens—Suite 
Stevens—Booth 31 
Stevens—Room 553A 
Stevens—Booth 150 
Stevens—Booths 96-97 
Stevens—Booth 153 
Stevens—Room 560 
Stevens—Suite 
Stevens—Booth 5 
Congress—Booth 20 
Stevens—Booth 55 
Stevens—Room 507A 
Stevens—Booth 94 
Stevens—Booths 8-9 
Congress—Booth 42 
Stevens—Suite 
Stevens—Booth 160 
Congress—Room 308 
Stevens—Conference Room 
Lower level lobby 
Stevens—Booth 10 
Stevens—Booths 53-54 
Stevens—Booth 158 
Stevens—Booth 134 
Stevens—Booth 57 
Stevens-Room 505A 
Stevens—Booth 47 
Congress—Booth 24 
Congress—Parlor “H” 
Stevens—Booth 49 


T 

Congress—Parlor “A” 
Congress—Booth 34 
Stevens—Room 524A 
Stevens—Booth 16 


Congress—Booth 13 
Stevens—Booths 162-146 


U 


Stevens—Room 502 
Congress—Botth 25 


Vv 
Congress—Room 332 


Congress—Booth 21 
Congress—Parlor C 


Ww 


Wadsworth Watch Case Co. 
Wal-Feld Co. 
Walburt Co. 
Waltham Watch Co. 
Warner Jewelry Case Co. 
Weiss, Albert, & Co. 
Weissman Watch Co. 
White, J. J., Mfg. Co. 
White Rose Jewelry Mfg. Co. 
Wiesen-Hart 
Wolf & Klar Wholesale 

Jilry Co. 
Wolfsheim & Sachs, Inc. 
Wood, J. R., and Sons, Inc. 
Woods, Patrick 
Wyler Watch Agency, Inc. 


Stevens—Booths 100-101 
Stevens—Room 520A 
Stevens—Booth 124-125 
Stevens—Booths 46-59 
Stevens—Booth 148 
Congress—Booth 28 
Congress—Booth 19 
Stevens—Room 
Congress—Room 316 
Stevens—Booth 73 
Stevens—Room 551A 


Stevens—Booths 71-72 
Stevens—Booth A and 
Stevens—Booth 4 
Stevens—Room 509A 
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DON'T CLUTTER YOUR ADS 
(From page 256) 


consistently so. And it must, certainly, identify the store 
almost without having the reader do more than glance 
at it. 

The best rule for a firm signature which can be used 
in all advertising insertions is—simplicity. The essen- 
tial information must be given, of course: firm name. 
street address, city, telephone number and, possibly, the 
firm’s motto or slogan. Very little else should be 


necessary. 

These facts should be combined in a form which is 
graceful, legible (for those who do not automatically as- 
sociate the distinctive signature with the store) and, if 
possible, the actual firm name should duplicate in style 
that which appears over the entrance. Many firms wish 
to incorporate some drawing in the signature—a dia- 
mond, perhaps, or a watch. As long as such a drawing 
blends well and does not detract from the legibility of 
the signature, all well and good. But beware of the 
artist who executes a monstrous diamond which makes 
the store name illegible! Such a signature, at the bottom 
of an ad, tends to cheapen it immeasurably. 

One further caution concerning store signatures: if 
one is prepared for use in all of your advertising, be sure 
to have electrotypes made and do not rely on just one 
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zine line-cut. It requires only a few thousand impres- 
sions to flatten the lines of a zinc cut, and the result will 
be ads with good lay-out and a foggy blur at the bottom. 

Attention to the details outlined in these three “‘adver- 
tising clinics” should help improve the appearance of 
your firm’s insertions and, naturally, the reaction of the 


public. 


IDAHO JEWELER "TOOTS HIS OWN HORN" 
(From page 300) 


line of least resistance, and don’t range far enough afield 
to understand the inventory problems of the small ac- 
count. I have personally ascertained that salesmen sup- 
posedly reaching me once a month or more often do not 
come in at all, or are sold out of merchandise by the time 
they reach my store.” 

This results in a serious situation for the local 
jeweler, Mr. DeMotte asserts. “Because the store hasn’t 
¢nough nationally-famous watches, rings, costume 
jewelry, lighters, clocks, ete., in stock, the small-town 
resident feels that there is little use in shopping with his 
local jeweler. Therefore, when the time comes to buy, 
the customer jumps in his automobile and drives to the 
nearest major city to shop. This is a situation which has 
existed for a long, long time, going clear back to the 
‘eracker-barrel’ corner store of the 1900’s. Because of it 

















our customers are spending money elsewhere which 
should remain in the community, and they will continue 
to shop away from their home towns until we can offer 
them sufficient choice of acceptable merchandise to make 
such journeys unnecessary.” 

Naturally, the war made conditions worse, Mr. De- 
Motte pointed out. “But it isn’t the war-straitened 
system of supply in question, but the standard distribu- 
tion system which covers all national brands today and 
did before the war. . 


TIME FOR ACTION 


“I feel that the time is here for-the jeweler to do 
something about it,” he continued. “The small-commu- 
nity jeweler as a rule has been reluctant to ‘raise a fuss’ 
with his suppliers, because he doesn’t know his own 
strength in the retail market. In research work on the 
problem I have uncovered some startling facts which 


make it apparent that a lot can be done about it.” ™ 


Last January, Mr. DeMotte went to his local Cham- 
ber of Commerce to uncover a few facts about his own 
community and its buying power. During his visits he 
found that the average small town income per capita is 
much higher than that of city dwellers, and that the 
average bank deposit on hand per citizen is $409 as 
against $35 in the city. Moreover, he discovered that 65 
per cent of the nation’s retailers are located in small 
towns, doing 40 per cent of the national sales volume. 
In Nampa, a city of 13,000 with a trading area popula- 


tion of 73,000, he established that 200 retail stores do 
sixteen million dollars’ worth of business per Year and 
could raise this to twenty million given adequate sup- 
plies of nationally-advertised merchandise. 


STARTS "REVERSE SELLING" 


Armed with this information and many other facts, 
Mr. DeMotte launched an aggressive “reverse selling” 
program in March—aimed solely at “selling wy store tp 
the manufacturer who supplies it.” He chose 11 many. 
facturers for the test program, and produced a person- 
ally-written letter for each, adressed to the national 
salesmanager concerned. “I proposed to wake each of 
them up to the fact that the small-town outlet is worthy 
of more recognition,” he said. “First, I pointed out that 
my store is as aggressively operated and merchandised 
as any large city store, and that its customers are al] 
readers of national publications, and well-sold on na- 
tional brands. I stressed the fact that there is a general 
shift of population from the city to the small town, as 
well. 

“Next I pointed out that because I was not supplied 
with enough national-brand stock to keep up with my 
customers, trade was diverted away from the store. I des 
manded recognition because my sales have shown a 
steady growth, year by year, and are much higher in 
proportion to the size of my town than in any city. | 
cited the excellent balanced income of the community 
from agriculture and local industrial plants, and the 
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t that with the U. S. feeding Europe for many years 


fac 
ahead, this income will continue to grow. In other 


I boosted my town, my store and my future, in 
such a way that every manufacturer could not fail to 


words, 
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recognize some justice in my demand for stoc 


CAMPAIGN WELL TIMED 


Timing the self-selling letters with a national-brands 
promotion staged in May by the Nampa Chamber of 
Commerce and Pathfinder Magazine, Mr. DeMotte in- 
yited his manufacturers to “know your own strength on 
Main Street” by shipping him sufficient stocks of na- 
tional-brand rings, watches, sterling, clocks, fountain 
pens, pencils, etc., to make a lavish showing of them. 
The letter closed with a promise that the store would 
fulfill each point—and threw the next step squarely into 
the hands of the manufacturer. 

“The results were nothing short of sensational,’ Mr. 
DeMotte smiled. “After a week had gone by, I received 
a deluge of interesting letters. A lot of salesmanagers 
who never before had been directly contacted by a small- 
town account read over my statements and went into 
action. Many wrote that they had had no previous idea 
of the small-town market such as I had presented, and 
wanted further information. Others took the pains to 
tell me that they were delighted with the idea and would 
give a lot of thought to it. 


“But most important, I began receiving immediate 


shipments of merchandise. Those who could sent extra 
shipments of their product, while those tied up with 
strikes or other problems expressed regret and sent dis- 
plays of national-brand interest, dealer helps, etc. 
Wholesalers, surprisingly, seemed even more interested 
—promising to send representatives around, and scour- 
ing their own inventories for whatever they could 
give us.” 


A WELL-STOCKED STORE 


That the idea worked out was testified to by the ap- 
pearance of the Bullock store on the morning of May 6, 
when the national-brands week was staged. While 
bands played, barbecues were staged, and many other 
civic events drew thousands into Nampa, Mr. DeMotte’s 
windows showed full stocks of pen and pencil sets, 
watches, silver plate, costume jewelry, diamond wedding 
and engagement rings, gifts, etc. Before the store 
opened, there was a line waiting in front for the first 
time in history. “Of course, our newspaper advertising 
and the interest of the citywide program brought many 
of these,” Mr. DeMotte said. “But I firmly believe that 
with no other help than advertising plenty of national 
brands and a complete variety of them, we would have 
accomplished the same.” 

The Bullock store was crowded to capacity over the 
entire week from May 6 to May 12. During the first 
Monday, sales skyrocketed to 450 per cent over normal 
Saturday business (with Saturday previously the top 
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The Girl in the Ad on Page 302 


Frances Ward, the lovely moon gazer appearing in this 
month’s International Sterling ad, has a long career behind her 
at 20. Began modeling ten years ago when Powers spotted her 
ona twosome snapshot submitted by her job-hunting sister. 


Past includes two pictures, with MGM—(she left Hollywood 
*‘because of the wolves’”?)—war work with American Theater 
Wing, and bond selling. 

Now studies sculpture at Bennington and plays in summer 
stock in Ogunquit. 

Marriage to Doc Blanchard, Army footballer, is scheduled 
for next year. 
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day). “This huge increase didn’t involve high unit sale 
merchandise,” Mr. DeMotte asserted. “We simply had 
the stock and our customers recognized the fact. Our 
sales volume kept up at high peak until we were forced 
to install a quota system releasing only a set amount of 
merchandise per day. At the end of the week, even with 
exhausted stocks, the gross was twice normal figures. We 
took orders on every line we could not make immediate 
delivery on, and made countless new friends who might 
otherwise have never visited the store.” 


Thoroughly pleased with the results of his one-may 
campaign, Mr. DeMotte plans to continue an adaptation 
of it permanently. “I'll simply keep hammering away 
at my suppliers until I get the kind of recognition | 
want from each,” he said. “For example, one watch 
manufacturer expressed a fear that the test program 
might not mean anything because of the shortages which 
existed previously. He has since written a rueful letter 
admitting that my national-brand emphasis in advertis- 
ing did the selling job—and promised plenty of supplies 
in the future. From this program, I believe, I will be 
able to maintain a full inventory of national lines from 
late 1946 on.” 


A WHOLESALER'S POINT OF VIEW 
(From page 304) 


| ability and honesty. A scarcity of merchandise is to a 
| retailer what a famine is to a nation. In this period of 
| prosperity, a jeweler might easily “starve” if he had no 


merchandise. Wholesalers felt a strong moral obligation 
to help jewelers and, when these men entered the armed 
services, to help their loved-ones left behind to keep the 
business going. Many a story could be written about the 
sacrifice of time and money by wholesalers to give this 
type of aid. 

Since I am describing an entire phase of the jewelry 
business I am duty bound to record that there were some 
retailers who never seemed to understand the principles 
of rationing that the wholesaler had to adopt. They were 
too busy clamoring for merchandise to realize that fair 
and equitable distribution demanded sharing with others. 
This group, as small as it was, set up a constant insist- 
ence by mail, phone and threat, that was out of all pro- 
portion to its size. When the seriousness of the situation 
became apparent, even to them, the pitch of their com- 
plaints receded considerably. The reason that I mention 
this is because it was a part of the war-time condition 
and it disproved to a large extent the old adage that “the 
wheel that squeaks the loudest gets the grease.” Actually, 
wholesalers spent many sleepless nights devising plans 
to help loyal customers regardless of size or purchasing 
power. 

In all of this there seems to be an important message. 
Because the relationship between wholesale and retail 
jeweler is of necessity a personal thing, there was 4 
strong and unselfish desire to give fair and honest ser 
vice regardless of cost. These relationships are not cul- 
tivated overnight, they are the results of long years of 
frequent and close contact, and, in my opinion, it is 
doubtful that any other type of organization could have 
carried out these responsibilities as well as the whol 
sale jeweler. 
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WHAT'S YOUR ATTITUDE TOWARD COMPETITION? 
(From page 308) 


of them unfortunate. There are certain things you must 


not do. 

First, don’t take the matter too hard. Retail jewelers 
have been known to develop insomnia, worrying about 
what new competition would do to them. Don’t get the 
jitters, so that you have a fixation, unable to keep your 
thoughts off the new competitor. Don’t get too serious. 
Jewelers have been known to scheme and connive to get 
“inside dope” on the newcomer. Learning things, the 
dealer so often makes one or another of two mistakes— 
even, at different times, makes both. 


AVOID FALSE ESTIMATES 


One mistake is to over-estimate the imminent new 
competition and rush to the doctor or to the liquor store. 

The other is to brush off the threat to future profits, 
discounting the new dealer’s prospects for one reason 
or another until they are not much better than zero. 

Be sensible. Size up the competitor—but be expert 
in doing so. It is an expensive mistake to overestimate, 
or underestimate, one’s competition. 

What kind of a store will the new man operate? 
How competitive is his store location? These are fun- 
damental questions. It is fairly certain that the new 
jewelry outlet will compete much more with one of the 
three established stores than with the other two. Usu- 
ally, a given jewelry store has its following because of 





positive appeals; it attracts and holds customers for 
reasons which can be identified. Thus the quality-and- 
service store will not be affected as much by a new 
competitor, whose policy is a price appeal based on 
cash dealing and various corners cut, than the local 
store which already depends mainly on the price-con- 
scious trade. The new competitor’s location and prem- 
ises may give a tip-off to policies which will be followed. 


GET ACQUAINTED 


Secondly, get personally acquainted with the new 
dealer as soon as possible. Perhaps you can meet him 
before he opens his doors. You will not violate business 
etiquette in the slightest if you drop in to see him. 
Welcome him to town. Make it clear that you feel a 
fraternity exists among all merchants in the jewelry 
trade. Your smile and pleasant manner should disavow 
the newcomer of any thoughts he may have had that 
competition will be barbaric, brutal. 

It may be rather hard for you to feel this way about 
the competitor. Nevertheless, no jeweler, or any other 
retailer, does business by virtue of an exclusive fran- 
chise. In this democracy, any man has a perfect right, 
if he has what it takes, in the way of capital, to set 
himself up in business, even if the community already 
has too many units in the trade he enters. This is the 
American principle. And it isn’t right for a business- 
man to feel that, somehow, he has arrived at the 
monopoly, and others “have no right” to come in to 
compete with him. 
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Making that get-acquainted “friendly call’ on the 
new competitor is a ritual for assuring that you will 
keep sane and wholesome in your own competitive atti- 
tude. You will sleep better, retain a wholesome laugh 
and smile, if you are a gentleman in your attitude to- 
ward the “opposition.” Further you will do a lot to 
assure that the arrival is a “white man” in his com- 
petitive practices. 


BOOST YOUR EFFICIENCY 


Whether the new store will cut into your volume more 
than into that of the other local stores, or whether you 
are favored on that point, this much is sure—determine 
to make your business more efficient than it has been 
before. It would be quaint, wouldn’t it, if you were 
told one pay day by Jack, your best man, that he was 
leaving soon—his next stop, as in due course you would 
learn, to be the competitor opening on Sixth Street. 
Such occurrences are known to happen. Your relations 
with employees should be such that no newcomer can 
hire men away from you. This is a time to put your 
business in order. If your premises are somewhat run 
down, now is the time to do those things which, in an 
indefinite way, you have planned. Spruce up with 
repairs and paint; put through that remodeling which 
will make your store a much more convenient place for 
customers. 

The new competitor may be a man of inexperience 
and small capacity, the odds all against his success; or 


he may be a chap with “what it takes.” Either way, 


he is not to be ignored. A common attitude of me, 
chants is to belittle new competition, and to ridicule 
new methods employed by it. What if this new deaie 
begins with a fanfare of advertising of various kinds? 
Unless you are already a heavy user of advertising, 
your cue certainly is to increase your advertising out- 
lay. What if the new man turns immediately to aggres. 
sive outside selling? Your cue is to counter with 
similar methods, skillfully tying in with circumstances 
of your personnel, lines, territory. The advantage in 
the contest among jewelry stores should be wholly with 
the present outlook. It is a difficult, uphill project, 
ordinarily, starting a new store in a community which 
already is well served by existing stores’ The going 
won't be easy for the new man. Good healthy com- 
petitive effort by the established stores can be mighty 
discouraging. Hope that the new operator will get his 
fill in a few months, and be glad to sell his stock—and 
provide the good, clean competition which will work to 
such a result. 


RADIO PROMOTION FOR JEWELERS 
(From page 316) 


amount. The fact that the Anderson Jewelry Co, 
Ogden, Utah, reports excellent results from its broad- 
cast efforts and spent 40 per cent of its advertising 
budget on radio time gives substance to the theory that 
marked success with the medium increases according to 
the amount of the total budget spent in that medium. 
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CONSISTENCY OF EFFORT 

Many advertisers have to be shown the importance of 
continuity of effort in a broadcast campaign, yet these 
same advertisers would never think of hiring a salesman 
on a 13-week basis. Since radio is a form of selling, 
it should be treated accordingly. Whatever the medium, 
it takes time and repetition to fix an advertiser’s story 
in the public mind, and since radio deals with an audi- 
ence potential rather than with definite circulation pat- 
terns, continuity of effort is of particular importance. 
It isn’t by accident that radio’s greatest successes are on 
the air week in and week out, year after year. 

Spokane, Wash., produces an example of the value of 
consistent broadcast effort. Five times a week for over 
14 years, a quarter-hour program on KHQ has sold mer- 
chandise for its sponsor, Sartori Jewelers. 

In Oakland, Cal., Milen’s has set up a record of con- 
tinuous sponsorship of numerous time signals and the 
10:30 P.M. news for over six years. When audience 
popularity and sales results are evaluated for such spon- 
sors, the benefits of the cumulative effect of continuous 
advertising become evident. 


CO-ORDINATION AND FREQUENCY 

Coordination of all advertising effort is a vital factor 
in the success of any given campaign. It’s the old story 
of a bundle of sticks: tie them all together and the sales 
message gets that much greater penetration. 


The nature of a program alone does not account for 





the success of broadcast advertising. It’s equally impor- 
tant to get on a schedule and to stick to it. When that 
schedule is a daily one, it becomes that much easier for 
the jeweler to establish a listening habit pattern with 
the audience he wants to reach. In Little Rock, Ark., 
Stewart’s Jewelers set out to establish such a listening 
habit pattern with a Monday through Saturday series 
aired over KARK at 8:15 A.M. The Royal Diamond and 
Watch Co., New York, a chain of 16 credit stores, fol- 
lowed this same pattern when it signed a 52-week con- 
tract for six-weekly, 10-minute programs over WHOM, 
Jersey City. 

Five times a week—that is, Monday through Friday— 
is also an easy-to-remember schedule and it was this pat- 
tern that the Kay Jewelry Co. followed in Jacksonville, 
Fla., in a newscast aired at 12:30 P.M. over WJHP. 

The public is also accustomed to a_ thrice-weekly 
schedule and this pattern will be satisfactory for certain 
types of shows. In Bozeman, Mont., Harry Miller 
Jeweler, broadcast a musical program over KRBM three 
times a week that produced excellent results. 

Once-a-week shows almost of necessity call for Sun- 
day time, or choice evening time during the week, but 
such programs depend more upon unusually high enter- 
tainment value than they do upon the factor of a listen- 
ing habit pattern. It may suit the needs of specific situ- 
ations to be on a once-a-week schedule but, as a general 
rule, the more frequently the jeweler is on the air, the 
greater are chances for success. 

There is, of course, no one sure-fire plan of success 
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the ENDURA Expansion Band long-lasting. 
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Introducing: 
The New “KoLpMASTER” [CE-KOOLER 


@ Unbreakable 
@ Rustproof 

@ Sweatproof 
@ Popular Price 


Beautifully designed by 
LEHMAN in lustrous ham- 
mered aluminum ware with 
a gem-like lucite knob, this 
extra large 2-quart Ice- 
Kooler and cover is insu- 
lated with glass fibre to give 
extra long life to ice cubes. 
It keeps things hot too—so 
it’s a popular year-round gift. 


Immediate delivery. Individually packed twelve to a 
master carton. Order now for those “extra” gift sales. 


LEHMAN BROS. SILVERWARE CORP. 


Manufacturers of Hammered Aluminum 
and silver plated Hollowware 
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197 GRAND STREET ° NEW YORK, N. Y. 
Showroom: 
1472 BROADWAY ° NEW YORK, N. Y. 


Our complete line will be displayed at the NACJ Show at the Stevens 
Hotel, Booth 30, July 29th to August 9th. Also at the Chicago Gift 
Show at the Palmer House, Room 780, July 29th to August 9th. And 
at the Oklahoma City Show, Biltmore Hotel, Room 427, July 13th 
to 19th. Also at ANRJA Convention Waldorf Astoria Booth 221, 
Aug. 12th to 15th. 
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UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements. 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 














a»? EMSON — Designs 
~ ~——s the Practical Gift! 
Created for Simplicity 

and Beauty 


The “ARISTOCRAT 


OUTSTANDING FEATURES: 


e One-quarter turn of the 
EEZEE POUR TOP closes 
or opens spout 
Shake without fear of leak- 
age 
Top—Easy to take off and 
put on 


No loose parts to misplace 
or drop 


Strainer easily removed for 
washing 


Lightweight, high lustre 
aluminum 


Holds one quart 


Price: $4.95 Retail 
Write for full particulars 


EMSON PRODUCTS CORP. 
Bridgeport, Conn. 





THE JEWELERS’ CIRCULAR-KEYSTONE 




















for a radio show. It is possible to break all the rules and 
come out with an effective campaign. What works for 
one jeweler may not necessarily be effective for another. 
It all adds up to the fact that cooperation, imagination 
and patience are prime ingredients in a successful broad 
cast effort. That the formula works is evidenced by the 
many case histories of advertisers for whom radio lias 


produced results. 


N. Y. JEWELERS LAUNCH FUND DRIVE 
(From page 318) 


orary chairman of the Metropolitan New York Commit- 
tee, who followed Mr. Baskin, likewise bade those pres 
ent to see to it that New York got behind the Publicity 
Board’s Program. “Manufacturers of jewelry, under 
pressure of war needs,” said Mr. Niemeyer, “like manu- 
facturers in other industries learned new production 
techniques. Those new techniques can and will be trans- 
lated into improved and better jewelry products for the 
public. They hold promise of real benefits for the indus- 
try and the public. However, these benefits cannot be 
delivered to the public in any real or worthwhile mea- 
sure through old-fashioned, out-of-date merchandising 
methods. The Publicity Board’s Program, appears, 
therefore, just at the right time. The industry needs. it 
and we must see that it gets it.” 

In introducing the Publicity Board’s presentation of 
its post-war program, W. Waters Schwab, president of 
J. R. Wood & Sons, Inc., and chairman of the Publicity 





Board asked the meeting to keep three important facts 
in its mind as it listened to the presentation. These three 
facts were set forth by Mr. Schwab in the following 
words: 

“The first fact that I want to bring to your attention 
and have you keep in the back of your mind is this: Be- 
fore Pearl Harbor our industry’s share of the consum- 
ers spendable dollar was seven-tenths of one per cent. 
During and since the war period our share of that dollar 
increased to one and three-tenths per cent. In other 
words, our share of the consumer's dollar has practically 


doubled. 
ADVERTISING PRESSURE INCREASED 


“As our share of the consumer’s spending dollar in- 
creased our advertising pressure increased. This was as 
natural as night following day because we, as an indus- 
try, like so many other industries, follow the policy of 
using a fixed percentage of sales to determine our total 
advertising budget. 

“I cite these facts because I want to ask you some 
pertinent questions, namely: Are we going to give up our 
increased share of the consumer’s dollar without a fight? 
Are we, because we operate on an advertising policy of 
spending a fixed percentage of sales for advertising, 
going to see our advertising efforts become weaker and 
weaker as we lose more and more of our share of the 
consumer’s dollar? That’s what will happen if we don’t 
put up a fight. 

“Now, for the second fact of interest to our industry: 
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boxed to retail for only 59 cents. With simple 

directions for your potrons to themselves equip 
all their earrings. 


Price $4.20 per dozen — ORDER NOW 
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COMPLAINTS 


about EARRINGS that are 
so TIGHT-they hurt 


or so MOTO) a iat-s anol ae) ® 


EARRINGRIPS 


Cover all types of clips — 
instantly relieve pressure. 


EARRINGRIPS 


Placed over screws 
assure secure fastening 
— prevents loss. 


' 


SCREW HEAD IS 
CUSHIONED 


DORSAY PRODUCTS 


Bioanway, New York . 











- @ manufacturer of 


COSTUME JEWELRY FINDINGS 


for pins, clips, earrings 
. for artificial flowers and seashells 
for ornaments of metol, plastic, 


wood, catolin ond celluloid 


12 styles in eer wires 
Wire-forming items te specificetion 


iMustroted ore just o 


small part of our manufacture 


\ 
BOX J. C-K, 150 WEST 22ND ST., NEW YORK II, N. Y. 
CHELSEA 26540-! 














MAX TROOB 
and 


CHARLES KAUFMAN 


announce 


THE FORMATION OF THE 


TRU-KAY 
" MANUFACTURING CO, 


SPECIALIZING IN 


KARAT GOLD and GOLD 
FILLED HAND-MADE 
COSTUME JEWELRY 


e THRU LEADING WHOLESALERS ONLY. 





Tru - Kay MANUFACTURING CO. 


76 DORRANMCE STREET 
PROVIDENCE 3, RHODE ISLAND 








A few select terrt- 
tories open for dis- 
tributors. 


NEW 


DISTINCTIVE 


Gi. 


SILVER 
Engraving Oxidized 
for Visibility. 
IMMEDIATE 
DELIVERY 


i es 


Complete 
Set Tucludes 


SCOTCH: RYE - BOURBON ‘BRANDY -GIN - PORT ‘SHERRY -RUM 6 


149 CANAL ST. 
NEW YORK 2, N.Y. 


J. SLOVES 








FOR HONEST RETURNS 


SWEEPS 
FILINGS 
‘SCRAP 


PLATINUM 


GOLD 


Refiners & © PRECIOUS 


Smelters 


OFFICE: 


26 JOHN STREET, 
NEW YORK CITY — 


FACTORY: 
BROOKLYN, N. Y. 
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Here I call your attention to the danger our industry 


faces from synthetics. 
SYNTHETICS A CHALLENGE 


“You know and I know that synthetics are already 
challenging genuine materials in our industry. Propa- 
ganda is appearing and will appear increasingly for 
the purpose of making people think—mind you, I said 
think—that synthetics are more desirable than the genu- 
ine. As such propaganda increases and takes form in 
the public mind, unchallenged by us, what will happen 
to your dollar value? To be more specific: What, for ex- 
ample, will happen to your silverware business should 
plastic interests push their material forward as more 
desirable than silver? What would happen to your dol- 
lar volume on watches if plastic watch cases appeared as 
replacements for precious metal. It sounds fantastic, but 
if the public is educated to the idea that it no longer 
desires or needs the genuine then I am sure you will 
agree with me that we will see costume jewelry made of 
plastics make tremendous strides fotward and, if there 
is no longer a desire for the genuine then there is no 
longer a need for the imitation type of jewelry such as 
gold filled and gold plated. 

“The third fact that is of important interest to all 
members of the industry is this: We increased our share 
of the consumers’ spending dollar when many competi- 
tive products were off the market. That is how we got 
that increase from seven-tenths of one per cent to one 
and three-tenths per cent.- Those products, however, are 


now beginning to return. Soon the industries producing 
them will be flooding the magazines, newspapers and 
radio with publicity and advertising. They will be ad- 
vertising harder and faster than they did before the war. 
Consequently, the jewelry business’ competition will be 
harder, tougher than it has ever been. And, remember 
this, as our sales drop so will our advertising appropria- 
tions drop. The advertising appropriations of the re- 
tailer and the manufacturer that are now flooding the 
newspapers and magazines will fall off just at a time 
when we will need advertising most. 


COOPERATIVE CAMPAIGNS COMMON 


“But that is not all. Many of these industries put co- 
operative industry-wide advertising and publicity pres- 
sure behind the advertising and sales efforts of their 
individual members. A number of industries now have 
such cooperative campaigns. The meat packing industry 
is one example. Others include the citrus fruits, rail- 
roads and beer. These industries and others that I 
might name, in the main, are industries that produce the 
necessities of life. 

“If they—such industries—feel the need for united 
industry promotion and advertising over and above the 
efforts of their individual members, then, I ask you, what 
about the jewelry industry? Yes, what about the jewelry 
industry—with the bulk of its products classed as 
luxuries ?” 

Highlights of the findings of the Elmo Roper survey 


of the public’s buying habits, preferences, prejudices and 





Offered to the trade for the first time! 


soul i 


Saler-2@ 


BOURCART 


FRESH FLOWER JEWELRY 


U.S. Patent Pending 


Now! You are offered unique, sure-fire appeal items! 
Earrings, clips and hair barrettes that will be the 
rage throughout the country . . . that will be the talk 
and delight of every woman! Make sure that you 
have these prestige sellers and watch your profits rise! 


No woman can resist the appeal and beauty of 
fresh flower flattery .. . and no woman can resist 
this gold-plated jewelry that she can wear alone 
in exquisite simplicity or with flowers to accent 
her mood or costume. Not only a model design 
but a basic patent has been applied on these 
holders which will accommodate practically all 
size flower stems. 


Complete Set to Retail For about $8.00 


For Information About The Bourcart Fresh Flower Jewelry Write To 


E. A. BOURCART ENTERPRISES 
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11 West 42nd Street, New York I$ 








Flexible SNAKE CHAIN CHOKER 
A Caprice Original 


High on your customer's fashion -jewelry list is this 
Caprice Original Cobra Choker. . . and very impor- 
tant too, you can offer these to your customers at 
popular prices . . . at the prices they want to pay. 
Choice of silver or yellow-gold finishes. 


Style No. 2278 $24.00 per dozen 





Also available in sterling silver. 
Style No. $-2277...$84.00 per dozen 








Free Ad Mats Furnished on Request. 


dahisn Mettdi0riat 


Dept. C, 404-06 Fifth Ave. McKeesport, Pa. 











LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 


OUR “/wo LATEST 
CHARM CREATIGNS 


A beautiful chatelaine 
‘*Cupid Locket,'’ com- 
plete with chain, and 
Bow and Arrow, all 
beautifully executed in 
sterling, or gold 
plated. 


\. 
\ 


‘*Magician,"’ a N 


movable sterling silver 
charm, cleverly de- 
signed, expertly made. 








Write today for full 
details of California's 
new line of clever, 


CREATIONS 


424 South Broadway 
| Los Angeles 13 


movable, fast-selling 
charms. Wholesalers 
only. 























Excep tional a y: 


I need: 


partner (or agent), experienced, honest and 
smart salesman with full knowledge of Dio- 
mond and precious-stone trade in U. S. A. 
° capable of building up selling organization. 
I offer: over thirty years’ experience in all European 
markets (Amsterdam — Antwerp — London — 
Paris — Idar-Oberstein and French Jura), 
intimate knowledge of production capacity of 
big and small firms, keen buyer, offering basis 
for big business (at present in Europe). Write 
full particulars, enclosing photo and stating 
past career, capital available and references. 

Address "Europe—U.S.A. 1946" 

c/o Oxford Trading Co. 
Box 7188, Stockholm 7, Sweden. 











With Each Gross 
JEWEL-RE-CLEAN 


CLEANS IN 2 QUICK OPERATIONS 


No. 18503C—Per Dozen $2.75 
Per Gross $33.00, plus One Doz. FREE 


C.& E.MARSHALL CO., Box 7737, Chicago 80 





Announcing... 
Victor & COMPANY 


WHOLESALE JEWELERS 


Specialists in Diamonds ¢ Mountings ¢ Rings 


Enquirer Bldg., Cincinnati 2, Ohio 














Cc UCKOO BELLOWS 
6 Months’ Guarantee 
Price $1.80 a pair 
Made By 
CHARLES ALTER 


1018 Coney Island Ave., Brooklyn, N. Y. 


—— 
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tastes were presented in a talk by William Reed of the 
Institute of Public Relations accompanied by colored 
slides setting forth the facts in graphic form. 

John W. Darr, president of the Institute, then de- 
scribed the program which it has been decided should be 





followed to meet the post-war challenge to the jewelry 
trade as based on its own studies of the industry and on 
studies made by Elmo Roper of the American public’s 
jewelry and gift-buying habits. 

Among the recommendations are the following: 

“1, That the Jewelry Industry Publicity Board 
change its name to the Jewelers Advisory Council or 
some other suitable name and that an identifying symbol 
be adopted for the new organization which members can 
yse in various ways—retailers in their windows and 





stores; manufacturers and wholesalers on their letter- 
heads and in their consumer and trade advertising. 

“9 That the new organization utilize national adver- 
tising, publicity and promotion projects, and merchan- 
dising research techniques that would help every retail 
jewelry outlet member to (a) create more store traffic, 
(b) modernize in-store merchandising aids, and (c) 
build up the retail jewelry outlet as a more logical place 
for the purchase of “recurring gifts” on a year-round 
basis. 

“3, That, in addition to specific merchandising, ad- 
vertising and public relations aids to be placed at the 
disposal of retail members, the new organization shall 
direct national activities toward convincing the public 
that (a) at least one of its two (average) gifts bought 
between Christmases should be bought in a retail 
















jewelry store, (b) that all jewelry stores give good ad- 
vice and good value for the money spent in them, (c) 
that jewelry gifts are more useful and delightful to the 
recipient than other articles in the same price range, (d) 
that gifts of jewelry store items are always in good 
taste and jewelers more qualified than other merchants 
as counselors in good taste.” 

At the close of the meeting a poll, conducted by Gen- 
eral Chairman Baskin, revealed that more than 95 per 
cent had pledged financial support of the program or 
would pledge such support. 





A STORE FOR THE SMALL COMMUNITY 
(From page 820) 


appointments with the nation’s finest. In doing so, our 
architect toured many of the major cities of the country 
to include the finest features of existent stores.” 

The finished store, which opened on May 9, is shown 
in the accompanying photographs. The front is stream- 
lined in vitreous glass and marble and combines a strik- 
ing simplicity with a maximum of display space. The in- 
terior is likewise streamlined and includes daylight light- 
ing. In addition to the conventional jewelry depart- 
ments, a giftwares department is included, as well as an 
electric appliance section. 

“According to present indications, it pays to be mod- 
ern,’ Mr. Hirsh concluded. “Business in the first three 
weeks of the new store has more than doubled that of 
the old. And this is in spite of the fact that there were 
no special values to attract opening week crowds.” 



























Precision 50mm lens 
simple operation . . 
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POPULAR MINIATURE 
COMPLETE WITH CARRYING CASE 


- . fixed focus for 
. eyelevel view 
finder- .. snapshot or time exposure. 
Takes 16 pictures on any standard 127 
roll film. Black plastic case 


SUGGESTED 
RETAIL PRICE $39 8 


DEALER'S COST $2.67 
Tax Paid 


FALCON CAMERA COMPANY 
173 W. Madison St., Chicago 2, III. 


CAMERAS 
are Gack gain! 


For Immediate Profitable Promotion 


The year’s outstanding buys- in their 
price range .. . and the year’s out- 
standing opportunity to dealers for con- 
sistently greater camera sales. 


ADVERTISED 








OVER 15,000,000 
WEEKLY CIRCULATION 
Advertising is now appearing in 
America’s leading mass circula- 
azines to help you sell 
Falcon Cameras. 













































1. A gaily-colored "Poppy" pattern decorates this blown 
glass iced tea set, which may retail for $10 for seven 
pieces. From the Imperial Glass Corp., of Bellaire, O. 


2. Hand-painted underglaze, this rich-toned Spode pat- 
tern is the "Wicker Lane," on the old “Chelsea Wicker" 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


3. One from a collection of 22" cocktail trays, bamboo 
framed with designs appliqued on copper. Tray shown, $28 
Keystone. From Dora L. Rhodes Co., 520 W. 7th St., L. A. 


4. Classic in style, this Royal Bridgley lamp has metal 
mounted china base, hand-tailored taffeta shade shirred 
in green. From Norman Mfg. Co., Inc., 437:2nd Ave., N. Y. 


5. A raised design of butterflies decorates the cover of 
this 6'/2'' bonbon box, which may be retailed for about 
$14. From Verlys of America, Inc., 342 Madison Ave., N. Y. 


6. This deep-mitred cutting is the “Wakefield'’ on the 
"Colfax" shape, done in full stemware line and 3 sizes of 
plates. From Fostoria Glass Co., of Moundsville, W. Va. 
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The Smartsette 


Six-piece Smartsette consists of covered box which holds King-size or regular 


size cigarettes and four ash trays, 
packed in individual carton, 12 sets to master carton. 


Eight-piece Smartsette consists of 8 ash trays in individual carton, 12 sets to master carton. 


United States Glass Company . . . Tiffin, Ohio 
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1. These Bethwood Royal China pieces include a triangu- 
lar vase with hand-made rose; cornucopia reproduced from 
old French urn; bamboo-shaped vase, with florals and coin 
gold. From Beth Weissman, 49 West 23rd Street, New York. 


2. “Slipgraal" is the name of this distinctive decorative 
color effect in Orrefors glass from Sweden; design by 
Edward Hald. Sold through Fisher, Bruce and Co., of 
Philadelphia (East) and Axel Zacho, Los Angeles (West). 


3. Three-compartment candy box in ruby glass with flower 
cutting on cover, is 6" in diameter; retails for $3. From M. 
B. Daniels & Co., 31 West 27th Street, New York |, N. Y. 


4. Adapted from an I8th Century motif is this “Kenmore” 
pattern in Theodore Haviland china, done on the Priscilla 
shape. From Theodore Haviland & Co., 26 W. 23rd St., N. Y. 


5. Richly cut is this heavy English crystal glass from 
John Walsh Walsh; 12" bowl retails $75; 10" vase, $65; 8" 
vase, $35. Sold by Fondeville & Co., 149 5th Ave., N. Y 


6. Made of solid copper with hand-hammered lid and hard 
wood handle, this silent butler retails for $5. From Tec 
Engineering Co., 11777 Mississippi Avenue, Los Angeles. 
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...Which way are you going? 





Pioneers looked for trail signs. When paths trade-marks. Why? Because, two good names 
_ became confused the stone atop a stone are better than one. Especially when national 
pointed . . . This is the way. advertising creates mass demand, improves 
Pioneer merchants, years ago, chose the quality, lowers costs and preconditions pros- 
profit path by intimately associating with pects to approach the point of sale. 
and selling famous brands. Others followed Fostoria is proud to be one of the brand 
as they learned to listen when customers leaders. Its know-how, insistence on quality 
insisted on branded merchandise. and persistent advertising all add up to a 





Today, the trend is more and more to good name to work with. 





r(Rescearl 
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California Gift Show 


Draws International Attendance 


Buyers from Europe and Orient make postwar appearance at 


exhibit; join American merchants in boosting giftware 


sales to new high in preparation for fall and holiday business. 


BOUT 5,000 buyers from every part of the United 

States, Hawaii, Alaska, Canada, Europe, and the 
Orient attended California’s 23rd Gift and Art Show 
held June 16 to 21 in Los Angeles. For the vast majority 
of the foreign buyers, this was their first postwar ap- 
pearance at the show, and they expressed keen interest 
in the developments made in creative design and pro- 
duction since the beginning of thie war. 

Sponsored by the Los Angeles Chamber of Com- 
merce, the show was held at the Merchandise Mart, the 
Brack Shops, and the Brockman Building, all centers 
of permanent giftware showrooms. It is estimated that 
some 30,000 new creations fresh from the workshops 
of craftsmen from California and other sections of the 
country were on display, and that more than $13,000,- 
000 worth of fall and holiday gifts, artware, and dec- 
orative accessories was sold. This breaks all past 
records for registration, dollar volume, and number of 
lines exhibited at this increasingly popular show, and 
indicates the general hunger for new and interesting 
merchandise. 


Officers and directors of 
Registered CALIFORNIA, 
Inc., are (top, I. to r.): 
Ford Snodgrass, Thomas 
Hamilton, William Fields, 
M. C. Wentz, Carl John- 
son, Frank McNiff; front, 
Mae Franklin, Don J. Smith, 
vice president; Virgil K. 
Haldeman, president; sec- 
retary - treasurer Max P. 
Schonfield, and E. N. Fair- 
child. Directors not pres- 
ent are: Frederic Grant, 
William A. Currie, Robert 
Barkell, and Faye Bennison. 


by JUANITA CASSIDY 


Buying was heaviest in utility wares, but novelties 
continued to be in high favor, particularly because of 
heavy holiday trade that is anticipated in less staple 
lines. Dinnerware, lamps, leather goods, sterling silver 
jewelry, glassware, smokers’ accessories, stationery, bar 
goods, and hand-woven linens were in great demand, 
With production at its near peak, buyers were able to 
obtain good allotments of most of these highly sought 
lines. 

Metalwares, so long missing from giftwares because 
of wartime scarcities, made their reappearance in dis- 
tinctive new vases, bowls, and figurines. Copper, 
aluminum, and brass were seemingly plentiful. Ceram- 
ics, for which California’s artisans are justly famous, 
were shown in scores of new dinnerware patterns, with 
modern, functional styles predominating. It was noted 
by exhibitors that buyers—especially those from the 

(Please turn to page 854) 
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NUMBER TWO 


on our 


PROMOTION PARADE 


Convenient, practical and extremely good looking is this 

Everlast ice cube container, designed for gracious Vaasa 0 

serving. Owing to its special feature, insulated glass . 

~ nf . . y a ns sai a America’s No. one 
re between two walls of aluminum, it wi eep cubes Brand for hand- 

for many hours. Capacity 40 cubes. crafted aluminum. 


No. 5001. 5.00 each 
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From California Show 


1. "Tweed" is the name of this new dinnerware design by 
Chalice, Los Angeles; combines aqua glazed surface with 
terracotta rough surface. Shown by Dick Knox Displays. 


2. These hand-painted ceramic circus horses are by Bray- 
ton, Laguna. Large horse is in palomino gold with white 
mane and tail; small horses are painted in pastel colors. 


3. Of Chinese inspiration, these ceramic candlesticks by Kel- 
lems, Pasadena, have wire frames to hold the candle firmly. 
From Frank McNiff, Merchandise Mart, Los Angeles, Calif. 


4. J. A. Meyers and Co., Los Angeles, created this hand- 
tooled, hand-carved billfold, styled by the Dons of old 
California. Made of saddle leather in Western dasigns. 


5. Grained mahogany or birch with gleaming aluminum or 
copper trim—these salt and pepper shakers are made by 
Sturditoy, displayed by N. S. Gustin Co., Los Angeles. 


4. Brentwood Potteries of California presented this ceramic 
figure lamp base with cloth shade. Stylized animal head 
comes in various colors with distinctive crackle-glaze finish. 
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PRESENTS A DRAMATIC GROUP OF ORIGINAL GOLD FILLED JEWELRY 


JUST CREATED AND EXCLUSIVELY FEATURED 


Designs Patented 


The same skill that has fashioned our foremost originals before, scores again! This time 


Classic Beauty combined with the elegance and sparkle of Today, achieves new 


heights in Modern Jewelry. 


Here are shown a few pieces from our extensive line now in the making—consisting of 
Bracelets, Brooches, Earrings, Chatelaines, Pendants and Chokers—all to be shown 


this current season—and all moderately priced. 


TWO HUNDRED TWENTY FIVE FIFTH AVENUE + NEW YORK 10, N. Y 
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New York Pre-Season Market 
Is Drawing Card For Gift Buyers 


Jewelers find varied assortment of good quality merchandise 


at 225 Fifth Avenue showing; several new accessory lines 


in all materials make an appearance in many new forms. 


IVIDING buyer attention with California last 

month was the Pre-Season Market Week at New 
York’s gift center at 225 Fifth Avenue. Staged by the 
Association of tenants, this was the fourth of what was 
first scheduled to be a continuous series, one every six 
months. This plan was interrupted by the various diffi- 
culties created by the War and was resumed last 
January. 

Walter Crowell, head of the giftware house of that 
name, was elected to the presidency of the Association 
early this year, and the other officers include Harry 
Burkhart, vice-president; Miss Florence Kay, treasurer, 
and Norman C. Preston, secretary. The directors are 
S. P. Skinner, Ted Greeman, Claud Sperling, Mrs. 
Winia M. Harriman, Ed Lynch, Herman Kashins and 
H. Lionel Herzfelder. 

The Association’s activities are more widespread than 
just the staging of the shows, important .as that is, of 
course. The group works together the year around in 
the interest of the Center, as a whole, and cooperate with 
the building management in making 225 Fifth Avenue 
one of the best-known business addresses in the retail 


field. 


ALL SHOWROOMS BUSY 


The June show attracted an attendance that was good 
both quantitatively and qualitatively. Registration of 
buyers is not strictly enforced at this exhibit and so a 
definite count is not possible. But nearly all of the show- 
rooms were comfortably busy throughout the week, and 
order totals were large enough to please even the most 
hard-to-please wholesalers. 

More than their number and size, however, the quality 
of most of the orders was worthy of note. The turn of 
the tide which began to be noticeable last January at the 
shows has apparently become a definite trend, and retail- 
ers are interested only in well-designed, soundly made 
merchandise which they can offer to their customers with 
pride and confidence. 
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quality are high, and they have not liked dealing in th 
war-born substitutes which the giftware manufacture 
—who haven’t liked it, either !—have been forced to off 
during the past few years. If jewelers are old-timer) 
the giftware field, they are eager to get back to the hig 
quality metals, ceramics, glass, leather goods and 
like, which were either entirely off the market or obtain 
able only in minute quantities during the war years} 
those jewelers who began to stock giftwares only ¥ 
the war prevented their getting their usual mercha 
and who have become aware of the profit possibili 
this field, are just as eager to get their hands on th 
good-quality wares now coming back into the 


NEW LINES AND DESIGNS MAKE APPEARANCE 


Both the oldtimers and the newcomers in the giftwan 
field found much that was interesting in the 225 Ai 
Avenue showrooms. There were certain disappointmenl, 
of course, in showrooms which are still unable to take@ 
new customers or to promise delivery within the yet 
But there were compensations in the many new lines anl 
distinctive new designs which made their appearance # 
the show, in time for that important fall and winte 
business. 

Important to jewelers were several new lines of sh 
verplate accessories and a few new names in sterling. 4 
famous old name in English silverplate was reintroduce 
to the American market in one showroom, and in another 
there was a completely new and modern series of piects 
in silverplate bearing the name of a well-known Ametr 
can designer. There were .new lines of items in copptt 
aluminum and brass, too, to help appease the hunger for 
metal accessories which has been building up ever sine 
the early days of the war. 

Plastics appeared in many new forms, but in ceramié 
and glassware the new designs were limited largely ® 
decorative effects, with few innovations in tablewatt 
modelings. 
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a —_— 
“STEWART OF CALIFORNIA’ 





We present here the newest creations of this versatile artist-ceramist, whose line covers a wide 
range of decorative accessories. Here again is the Master's touch — in fine detailed modeling of 
both birds and flowers. Added to all this, the new items are offered at exceedingly attractive prices. 
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, 2677 Canadian Warbler. Yellow and black with modeled flowers PRICE MINIMUM 
; and leaves in natural colors. 6¥2"" $2.25 each 4 pes. 
wi 2678 Pair of Canadian Warblers, same decorations as above 6%" 4.50 " 2 ” 
sl: 2679 Three Canadian Warblers, as above 9%" 6.25 2 

a 2680 Three Canadian Warblers with “bonnets” Dec. as above 9%" 7.50 ”" 2 

, ‘a 2681 Pair of Cockatoos. Pink or yellow. State choice GY tf 32 
; 2682 Low bowl, with bird, and rose in natural colors Sti. 2 2 
he 2683 Wall pocket with modeled roses. Pink or yellow 

. state choice 7” $00” 2 

Z Minimum order $75. Shipment within sixty days, f.o.b. factory Los Angeles, Cal. 

fo ALL THE ABOVE EXCLUSIVE WITH EBELING & REUSS COMPANY 

nee 

‘ EBELING & REUSS COMPANY 

to PHILADELPHIA NEW YORK CHICAGO LOS ANGELES 
are 707 Chestnut St. 225 Sth Ave. 1557 Mdse. Mart 527 W. 7th St. 
























FOR JULY, 1946 











From 225 Fifth Ace. Showing 


1. This salad set is part of a new line of silverplate designed 
in modern feeling by Royal Hickman and made by Three 
Crowns Industries; -11!/2" bowl retails for $35, the fork and 
spoon for $10 each. Sold by Sun Glo Studios, New York City. 


2. Made of wood with brass handles and knob and pottery 
liner, this 12" ice bucket retails at $17 for mahogany; 
$15 for French Oak. From Rubel and Company showrooms. 


3. Encased in natural onyx in various colors and brass- 
mounted, this electric clock may be retailed at $55 for 
the short base; $65 for the long base. Also, green Bro- 
zilian onyx at a higher price. From A. Stanley Brussel. 


4. Hand-blown and hand-cut, this is the "Jack" design in 
Swedish glass by Hofmantorp, created for exclusive Ameri- 
can distribution through R. F. Brodegaard and Co., Inc. 


5. For sauce or gravy, this piece of fine silverplate (38428) 
is in the "Tulip" design, from Elkington, Ltd., England. It 
eill be distributed here through Mottahedeh and Sons. 


6. "Rendezvous" is the appropriate name of this ceramic 
sculpture created by Goldscheider. It is 9!/2" in height 
and may be retailed for $40. From the Everlast showrooms. 
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For Beauty — Handles in Triple Silver Plate — will take those! ;, important initials. 
lor Service — Lifetime working parts in Stainless Steel. 


lor Quality — Expert workmanship, Finest materials, newest methods. 


For All Hosts to be better mixers 
olay Nim ol-S(-1gele( Ma dallas ime oli (a -to ME Silag-to Mie] ol-lal-to Mola sage] latte) 


ZA CE Pe twa wa 0 ao, 
WD SG we eee i too ee 
Oreree GER nds 15.00 dz. 
ee RET ices . + ce pean 18.00 dz. 
I 6 6 CM oe ws hn Rees 15.00 dz. 
eee a Each item individually Gift Boxed 





5 piece set — Handsomely Gift Boxed. ... .6.75 per set 
IMMEDIATE DELIVERY 
Tt ¢s suggested that bath bared sets and bored 
tadividual ttems be stocked. 


F.O.B Three Crowns Industries, Philadelphia, Pa 


Satisfaction Guaranteed 





Sold Exclusively by 


| LOS ANGELES a fe St di CHICAGO 
; 527 Un G 104 ‘ 1217 MERCHANDISE 


WEST 7th STREET MART 


225 FIFTH AVENUE . NEW YORK 10, N. Y 

















AL TOLCHIN PHILIP TOLCHIN 


We cordially invite all our friends to see the 
interesting Tolchin display at the N.A.C.J. 
Show. You'll find it in BOOTH 16, at the 
STEVENS HOTEL. 


There’s a SPECIAL Headquarters for TOLCHIN 
customers — where the latch string is always 
out — at the STEVENS HOTEL. 


Don’t fail to visit our main office and display 
rooms at 5 North Wabash Avenue, in down- 
town Chicago. It’s on the 17th floor. Only a 
few minutes by bus, street car or taxi from 
either the Stevens or the Congress. 


All of the salesmen of the Tolchin field staff 
will be in Chicago to welcome their friends 
and customers. Come in and greet the Tolchin 
man “makes” your town. 


SEE THE TOLCHIN LINE 
in BOOTH 16, at the STEVENS 
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WATCH MATERIALS Main Springs 


Stafts, Stems, Crowns, jewels, 


etc. 
JEWELER’ : 
Spring Rings 
Bars, etc. 


6 SUPPLIES — e 
pate, et Locket, Pin Boxes, et¢ 
ing, . 


Hands, 


. le Sister Hooks, Bows: Spring 
wi * 


Trays, Displays- 


Neck Chains, Lockets, Crosses, 
e 


Pearls, etc- 


‘i Sets,’ 
LEATHER GOOPS 44, Bill Folds, Dresing 


Wotch straps ond © 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 





By MADELINE LOVE 


O we need so many gift shows? The great and ip. 
creasing number of small local shows appearing op 
this summer’s calendar add up to a rather confused Dic- 
ture, with one show tripping over the heels of its prede- 
cessor. There is no moment during this season when y 
group of wholesalers cannot be found opening up theip 
displays in some section or other of the country, ang 
there are many occasions when they are hard put to get 
their samples quickly enough from place to place. 
So—are there too many? If we knew the right answer, 


_.we would be delighted to give it. But even from buyers 


and sellers, the answer seems to be “Yes and No!” There 
is, apparently, good business to be had at all of the 
shows, big and little, and that would seem to be answer 
enough. But one wonders. Production of most giftware 
lines is still far from normal and it is a question whether 
too many orders accepted but unfilled do not offset the 
good accomplished by this flood of shows. 

The complete list of summer shows appears in another 
section of this issue. And don’t forget that the dates for 
the New York jewelry show have been advanced tp 


August 12-15. “ae 


A=" name in American china dinnerware has just 

put in an appearance on the market. The Iroquois 
China Co., of Syracuse, N. Y., long-time manufacturers 
of hotel china, has developed a dinnerware body for us 
in the home, and it is now being marketed through Gar 
rison Products, Inc., 15 East 26th Street, New York,a 
sales company organized for the purpose. Earl Crane, 
president of the company since 1939, says that the new 
Iroquois dinnerware is now in production and good de 
liveries are in prospect during the last half of the year, 


* * * 


oe VTAILERS who have been hoping that Czechoslo- 

vakian glassware would be returning to their shelves 
soon are in for a disappointment. An extreme shortage 
of workers is keeping production down to a mere frac 
tion of normal and the chances for a quick improvement 
are small. Prior to the war, the vast majority of work 
ers in the Czech glass factories were German, and these 
expert artisans are, of course, no longer welcome it 
Czechoslovakia. Denied citizenship and other privileges, 
they are going back to Germany in huge numbers, lear 
ing the factories to be manned by workers whose inet 
perience will greatly prolong the period of reconstruc 
tion in the Czech glass business. 


* * * 


A? a joint meeting held recently by the Los Angeles 
Ad Club and the Gift and Art Club of that city, 
James F. Bone, manager of the industrial department d 
the Los Angeles Chamber of Commerce, discussed the 
effect of the removal of OPA restrictions on the gift and 
art business in that area. Said he in part: “Our gift aml 
art industry has expanded production and lowered pritt 
levels and thus changed this market from a sellers’ to# 
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CERAMICS 








Artistry in design and decoration, 
combined with master craftsmanship, 
completes noteworthy pieces for jewelers 


MONTICELLO DINNERWARE 


—truly a tribute to the American Home 


REGAL VELLUM DINNERWARE 


—handsome patterns for promotion sales 


VONTURY ART PORCELAIN 


—masterpieces of the ceramic art 


CONCORDE FINE CHINA 
—decorative pieces—table service accessories 
and short lines—in distinctive designs 


"ORSAY" FINE CHINA FIGURES 


—true reproductions of Antiques 


OMEGA CERAMICS 
—American made Figurines and other decora- 
tive accessories ; 


We invite your inspection of these 


lines when in New York 


HERMAN C. KUPPER, INC. 


39-41 WEST 23rd STREET °¢ NEW YORK 10, N. Y. 


OO 














buyers’ market since price ceilings were removed on 
products. Products which remain under OPA restrictions 
are still hard to get and their prices have stayed up.” 


* * * 


EWSETTES: Sun Glo Studios, New York, whose 
western showrooms in the Brack Shops, Log Ay 
geles, were opened last January, have now opened ap. 
other new showroom, Room 1217, Merchandise 
Chicago, with Charles Potter in charge. Sun Glo yi} 
have displays there as well as at the Palmer House dy. 
ing the Chicago Gift Show . . . John Q. Goodman hie 
been appointed manager in charge of the recently reo, , 
ganized sales staff of Rubel & Co., New York . . , Fifty 
manufacturers’ representatives and wholesalers in th 
San Francisco giftware field have reorganized their 
Northern California Gift and Art Club, dormant during 
the war .. . Art-Glow Creations, New York, has a ney 
line of decorative glassware called ‘““Wondercraft” fe. 
turing tinted carved designs . . . Crownford China, Ine, 
New York, is now the distributing agency in this country 
for Crown Devon Ware, English earthenware acces. 
sories . . . Harold T. Christie, well-known in both the 
wholesale and retail ends of the giftware business, is out 
of the Army and has joined the M. Wille giftware house, 
New York, as a salesman . . . Eugene Fornari, of For. 
nari Craftware, New York, is in Italy looking into th 
situation in regard to Venetian glass and majolica ware, 


WIDE ATTENDANCE AT CALIFORNIA SHOW 
(From page 344) 


East—are becoming increasingly fond of California's 
distinctive modern designs in pottery. 

Many pottery firms added lamps to their lines, and 
some of them adapted patterns from dinnerware and 
vases to lamps. Ceramic figurines, vases, and smoker 
accessories continued as heavy sellers. Porcelains and 
semi-porcelains were lovely enough to rival those made 
in Dresden and Leipsig of old. Plastics took on a new 
tone when combined with wood and metal trims, whether 
in dinnerwares or in boudoir accessories. One of the 
most interesting new developments was in miniatures— 
porcelain cups and saucers, furniture, and _ holloware 

A few of the new designs which were displayed are 
illustrated on the following page of this issue. 


ANOTHER JEWELER-LEGISLATOR 


For the past 51 years “Sandy” MacKay has beens 
successful jeweler and optometrist in West Branch, 
Michigan. For the past eight years, however, he has 
been leading a double life: as Alexander MacKay le 
has been a member of the Michigan legislature, repre 
senting the Gladwin district. 

Naturally, being both a solon and a jeweler, Mt 
MacKay has been active in sponsoring legislation favor 
able to the trade. Both a Second-Hand Watch Lav 
and a Trade Diversion Act for Michigan were succest 
fully introduced and enacted through the jeweler-legit 
lator’s efforts, and although a Watchmaker Licensitg 
Bill which he sponsored last year was defeated, it vil 
be reintroduced in the next session. 
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out | ATLANTA ... . July 9-12 | 

Municipal Auditorium, Booth 168, Main Arena—Elizabeth Gill | 
$4 | CHICAGO- LAMP SHOW KANSAS CITY, MO. Beginning 
or- | July 8-19—1298 Mdse. Mart, July 21—Rms. 401-2-3, Mdse. Mart | 
the R. & B. Gelbard NEW YORK July 22-26—Rms. | 

| CHICAGO-GIFT SHOW July "814-815, Hotel New Yorker ; 
ire, l 29-August 10—1298 Mdse. Mart, SAN FRANCISCO Beginning 
R. & B. Gelbard August 3—Katherine Zipper (@ REATORS AND MANUFACTURERS 
L——— — — — —— — —_ _ —_ —_ 2 .* ie 
Kh UNM, 49 West 23rd St, New York 
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Bringing to you a host of attractive new merchandise never before previewed 
ft in ANY SHOW! We suggest that you arrange for hotel accommodations 
Le well in advance of the opening date. 
W 
$- EXHIBITORS! There is still space avail- MEMPHIS GIFT SHOW ASSOCIATION 
a able for showing your lines. Write or wire 136 N. Delaware Street 
: for information TODAY. INDIANAPOLIS INDIANA 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


Lean Fine English Earthenware 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 























Announcing 
The Yew Fall Line 


on Display in our Shop 


Additions to the always attractive Mirro line, 


designed by a 


Imported Cased Glass deep 
hand-cut shadow-box Frames 
and Trays. 

Porcelain floral designs on glass 
Frames and Trays. 


These highly original numbers are so new that photographs are 
not yet available and consequently not illustrated, but they, 
and our many other equally effective items are on view in our 
showroom, a visit to which will amply repay you. 


Prices range from 1.75 to 15.00 


Whrve Vovelty Ce 


Pioneers, Originators and Manufacturers Since 1925 
225 FIFTH AVE. Room 933 NEW YORK 10, N. Y. 
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Designed and Created 
by Bernard Bauer 





Pin No. 1798 
One from a Complete Line of Hand- 
Made Sterling Silver Costume Jewelry 
in the “Roses” Motif — Featured by 
Leading Jewelers and Department Stores. 
e®es 
On Display at 
Chicago Gift Show 
Palmer House ¢ July 29-Aug. 9 


AL WEINER : 
Room 881 


THE BAURING COMPANY 


303 Fifth Ave. New York 16 
FT 
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Informed sources believe that a com- 
promise, involving a 90.3 cent price with- 
out the rise after two years, will be 
effected in the joint conference. This 
is not what the silver users prefer, but 
at this stage, with so little silver avail- 
able to them, an unrestricted flow of 
| silver at 90.8 would be better than no 





silver at all. 


| NO EASY AGREEMENT 


However, no quick and easy agree- 
ment is expected when the two commit- 
tees get together since the members of 
the House committee have been almost 
solidly behind the silver users while the 
Senate group has identified itself with 
the Silver Bloc. 

It had been expected that the pressure 
by silver users—advertisements by re- 
tailers, letters and telegrams—would re- 
sult in a lengthy debate in the Senate but 
the bill whisked through without comment 
or discussion. Senator Pat McCarran, 
who had drafted an even more stringent 
bill, sat silent as this version was passed. 
Senator McCarran’s idea was to raise 
the immediate price an additional ten 
cents to $1.03. This was apparently 
merely a threat in case there might be 
debate on the almost equally unfair price 
of 90.3 cents. 





BOTTOM OF THE BARREL 


Several silver users visited members 
of the House committee and protested 
against any substantial increase in the 
price of silver. One silverware manu- 
facturer testified that his company has 
not added to its reserve of silver since 






For JuLy, 1946 





Hope Remains in Senate-House Appropriations Committee 
Meeting for More Equitable Price Since House Already 
Passed Bill Providing for Silver at 71.11 cents 


With only 15 members present, the Senate on June 21 passed unanimously 
the Treasury appropriations bill providing for an increase in the price of 
silver to 90.3 cents per ounce until June 30, 1946, thereafter to $1.29. 

The measure now goes to a joint conference of Senate and House Appro- 
priations Committee members, and it is there that hope lies for an equitable 
| settlement of the long-rankling question of the silver price. The House passed 

its version of the silver amendment last February, providing for a continua- 
tion of the present price of 71.11 cents. 








last December and that it would be un- 
able to meet production schedules unless 
additional stocks were obtained. 


JEWELRY NOT ALONE 


The jewelry industry isn’t alone in 
its fight for a fair silver price. The 
shortage has hit dozens of other fields, 
including automobiles and electrical ap- 
pliances. “The bottom of the reserve 
barrel was reached long ago,” said one 
industry spokesman. 


Silver Bloc Victorious in Senate: 
Vote $1.29 per oz. after Two Years 





The Treasury Department’s stock of 
free silver is reported at 436,000,000 
ounces, of which 183,000,000 has been 
authorized for monetization. When agree- 
ment is reached on price the balance 
would be available for industry. 


PUBLIC WITH USERS 


Public opinion has been on the side 
of the silver-using industries through- 
out the controversy. Typical of news- 
paper reactions was a recent editorial 
in the St. Louis, Mo., Dispatch which 
declared that “the Silver Bloc has con- 
trived a conspiracy in restraint of trade 
in the most vicious form, an economy 
_ scarcity with specific blessing of the 
aw.” 

Further complicating the silver prob- 
lem is the fact that silver production 
this year has fallen below the 1944 rate. 
In fact, April production dropped 18 
per cent below March and amounted to 
little more than half the average month- 
ly output for 1944, according to the 
Bureau of Mines. Strikes and shut 
downs in the copper and lead mines, in 
which ‘silver is mined as a by-product, 
have been the major reasons for the 
let-down. 
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Extra! Aug. 12-15 New Date of 
ANRJA Annual Convention in N. Y. 


The dates of the American National 
Retail Jewelers’ Association convention 
and jewelry show have been put for- 
ward from Aug. 26-29 to Aug. 12-15 as 
the result of the descent upon New York 
of United Nations workers arriving 
early for their meeting in September. 
Since the UN has priority reservations 
for hotel accommodations for eight thou- 
sand persons it was deemed advisable 
to hold the cdnvention at an earlier date. 

A letter was sent ANRJA members 
telling them of the change and immedi- 
ately following conferences with the 
management 
where the convention is to be held, 
Charles T. Evans, secretary, sent the 
following telegram to exhibitors: 

“United Nations coming into New 
York with State Department priority 


of the Waldorf Astoria, 


reservation for hotel accommodations 
for eight thousand persons starting Aug. 
26. Following numerous conferences 
with Waldorf and hotel association, it 
has been deemed absolutely necessary to 
move convention ahead two weeks to 
Aug. 12, 13, 14 and 15. This will enable 
jewelers to get in and out of New York 
before registration of United Nations 
delegates starts and should make avail- 
able more adequate accommodations in 
New York hotels. We regret exceedingly 
this change but there was no alternative 
and we feel sure we can count on your 
cooperation to relieve an impossible sit- 
uation.” 

Favorable responses to the telegram 
from many exhibitors were reported by 
Mr. Evans who anticipates no trouble or 
confusion as a result of the change. 








— 
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Publicity Campaign Starts Gathering Momentum 


Now shifting into second gear is the 
campaign for funds to underwrite the 
post-war program of the Jewelry Indus- 
try Publicity Board to keep retail 
jewelry sales at high levels, according to 
the Steering Committee. 

The initial stage of the campaign was 
designed to acquaint as many members 
of the numerous branches of the indus- 
try with the new program in as short a 
time as possible. Following a report on 
the results of this effort made to the 
publicity board’s Steering Committee at 
a New York meeting on May 1, it was 
announced that presentations of the 
Publicity Board’s Post-War Program 
had been made at 16 different industry 
meetings all over the U. S. and that, in 
every case, the program was unani- 
mously endorsed by vote from the floor. 

The unanimous endorsement by so 
many meetings plus the fact that more 
than 2,200 members of the industry have 
now made subscriptions in excess of 
$300,000 proved to the Steering Commit- 
tee that the industry genuinely wanted 
the Publicity Board’s program, and that 
the second phase of the campaign should 
be devoted to speeding up the receipt of 
pledges from all members to insure put- 
ting the program into action in the 
shortest possible time. 

The Steering Committee, according to 
Mr. W. Waters Schwab, chairman of the 
Publicity Board, is adopting several 
courses of action to bring this about. 
Organized groups in different branches 
of the industry are being asked to put 
intensive efforts behind the drive. Organ- 
izations which have received such re- 
quests include: 

The American Watch Assemblers As- 
sociation; The American National Retail 
Jewelers Association; the Chicago Jewel- 
ers Association; The National Associa- 
tion of Credit Jewelers; The Jewelry 
Crafts Association, and the Associate 
Jewelers, Inc. 

Some of these associations, such as the 
National Wholesale Jewelers Association 


(Please turn to page 389) 
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Right, Walter Eitelbach, 
chairman of the Pearls Di- 
vision; Hester M. Browne, 
chairman of the Costume 
Jewelry Division; and 
Jerome L. Grant, chairman 
of Wholesalers and Manu- 
facturers Agents. 


Louis Heyman of Oscgr 
Heyman & Bros., Inc.; June 
Hamilton Rhodes of the Bu- 
reau of Fashion Trends; and 
Victor Lambert, chairman 
of the Retail Division. 








All smiles over their concerted effort in behalf of the Jewelry Industry Publicity Board fund raising campaign are these committee members 

who met at the Henry Hudson in New York on June 18. Left to right: Leopold Nathan, chairman of the Colored Stones Division; Aaron 

Sverdlik, co-chairman of the drive; Max Jacoby, chairman of Gold Filled Jewelry and Watch Attachments Division; Oscar Lazrus, co-chair. 

man of the drive; Phineas Peters, co-chairman of the Retail Division; Herman L. Baskin, general chairman; G. H. Niemeyer, honorary chair. 
man; Henry |. Jacobson, chairman of the Diamond Division, and William B. Ogush, co-chairman of the drive. 


Left, Dave Kay and Aaron 
Sverdlik, two of the five co- 
chairmen of the drive. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














New York Diamond Men to Appeal to Syndicate 


Group Will Fly to 
London to Ask for — 
More Rough Diamonds 


The current shortage of rough 
diamonds has reached so critical a 
point that a delegation representing 
dealers, sawyers, cutters and manu- 
facturers plans to fly to London in 
August to request of the Diamond 
Trading Corp. more equitable distri- 
bution of rough. 


The four-man delegation includes Jack 
Sigman, president of the Diamond Deal- 
ers Club, Nicholas Ray, New York dia- 
mond dealer, Robert Herman, head of 
the Diamond Workers Union, Local 128, 
American Federation of Labor, and 
Michael F. Pinto, attorney. 


WORLD SHORTAGE 


The shortage stems from the fact that 
for the first time in generations the 
world’s stock of mined diamonds is be- 
coming short. It is aggravated by the 
fact that the dormant diamond cutting 
centers of Antwerp and Amsterdam are 
“being revived with the end of the war 
and that the American industry in- 
creased many times its pre-war size 
during the interim. 

“Our primary purpose is to maintain 
the diamond industry in the United 
States,” declared a spokesman for the 
group. “We are not trying to fight 
Belgium; in fact we encourage the re- 
vival of the Antwerp diamond cutting 
industry, but not to the detriment of the 
American trade.” He pointed out that 
the U. S. industry is justified in asking 
for more material because the United 
States buys more than 85 per cent of 
all finished diamonds. 

As a possible solution to the problem 
the American group plans to offer to 
give up melee cutting entirely and con- 
centrate on the larger stones. Since the 
Antwerp cutters have traditionally con- 
centrated on the small sizes, there is 
a chance that this proposal might prove 
satisfactory. 


MAY BE DOMESTIC 


Should the group learn that consider- 
ably more rough has been sent to the 
States by the syndicate than makes its 
appearance on the open market, the 
problem would reveal itself as a domes- 
tic one because it would indicate that 
brokers are purchasing rough and hold- 
ing it off in the expectation of higher 
prices. This leaves the cutters who deal 
on the open market at a disadvantage in 
relation to those who deal directly with 
the syndicate. It also works against the 
whole American trade since in other 
cutting centers the rough is controlled 
by the government and brokers are al- 
lowed a certain set mark-up on their 
sales, 

The committee’s trip has the backing 
of the State Department and the sup- 
port of a good proportion of the New 
York diamond industry. Interviews with 
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representatives of the syndicate will be 
arranged by U. S. commercial attaches 
in London. 

Meanwhile, working on another angle 
of the situation, the Diamond Manufac- 
turers Association is sending two mem- 
bers, Joseph Kipnis, secretary and Simon 
Barend, of the: Board of Directors, as 
well as its attorney, Louis Frankel, to 
the Second International Conference of 
Diamond Manufacturers. This confer- 
ence, which held its first meeting in 
September, 1945, is meeting again on 
July 6. Represented at the conference 
will be manufacturers from all the lead- 
ing diamond cutting centers of the world. 

The aim of the American representa- 
tives at the conference, as expressed by 
Mr. Kipnis, is “to attempt a comprehen- 





‘sive agreement with other manufacturing 


centers with respect to equitable world 
rough distribution and business ethics.” 
Such an accord, he added, would permit 
the United States diamiond manufactur- 
ing industry to maintain the importance 
it gained during the war years. 

How the shortage is affecting the re- 
tail jewelry business is indicated by Wil- 
liam Wagner of the National Associa- 
tion of Credit Jewelers that “prices. of 
all kinds of diamonds are too high for 
the good of the jewelry industry. There 
is nothing that the trade can do about 
it. Consumer resistance to high prices 
will develop some time. So long as the 
threat of inflation hangs over the world, 
no wide-scale decline in diamond prices 
is likely.” 





Confidence Is Keynote at Wholesale Jewelers’ Confab 
Held in June at the Edgewater Beach Hotel, Chicago 


(From page 210) 


Such production is now well under- 
way, yet prices of these small goods have 
gone up by 30 per cent. As the causes 
for this, Mr. Jacobson mentioned the in- 
creases in the prices of rough, the sharp 
upward swing of European wages in 
the cutting shops, the inflationary ten- 
dencies in Europe, the consumer demand 
for goods all over the world, and the 
strikes and reconversion troubles which 
have kept down the supply of compet- 
ing goods on the American market. 

“How soon will diamond prices come 
down and how much?” is the question, 
Mr. Jacobson said, which everyone in 
the trade wants to ask today. The 
answer, he declared is to be found only 
in the law of supply and demand and 
as long as demand continues at or near 
its present level any marked drop in 
prices is most unlikely in view of the 
current shortage of rough diamonds 
and the fact that consumption is out- 
running current production. 

The first indications of falling prices 
will come, in his opinion, when the re- 
tailer begins to find his sales slowing 
up and resistance to prices growing but 
no one can predict when that will occur. 

He recommended a conservative, mid- 
dle-of-the-road policy of neither over- 
buying nor under-buying, but of main- 
taining a reasonably balanced inventory 
and doing the best possible job of mer- 
chandising. “Don’t be a gambler—be a 
merchant,” Mr. Jacobson urged. 


PUBLICITY PLANS 


The session on Tuesday morning was 
opened with a _ presentation by W. 
Waters Schwab, chairman of the Jewelry 
Industry Publicity Board, on the pro- 
posed campaign of the jewelry industry, 
which was enthusiastically received by 
the group who pledged full support to 
the campaign. The program has been 
described in such detail in previous 
issues of this magazine that to repeat 
it here would be superflous. 

Mr. Schwab was followed by A. L. 
Zeitung, director of the flatware sales 
of International Silver Co., who dis- 
cussed the silverware situation. 





The present system of quotas and 
allotments will have to continue for at 
least this year and a good part of next, 
Mr. Zeitung believes. Demand both by 
retailers and by the consuming public 
continues high and inventories are al- 
most non-existent. 

His own company, he stated, hoped to 
increase its production by at least 20 
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per cent in the near future, resulting in 
a total output of from two to three 
times as much as in 1941. 

Howard L. Carpenter, The Albert 
Walker Co., discussed “The Value of 
Regularity,” especially in the jewelry 
trade, pointing out that many people 
think regularity is a fine thing for the 
other fellow provided the thinker him- 
self can be irregular. 

However, such irregularity, he said, 
carries its own penalties. Irregular 
manufacturers and wholesalers, for ex- 
ample, are already beginning to en- 
counter trouble with resistance by their 
dealers to inflated prices and inferior 
goods. 

The wholesaler can best depend on 
his old and tried sources, Mr. Carpenter 
believes, while the new ones may fade 
out of the picture—another reason why 
the wholesaler should be regular. 

On the subject of compensating 
wholesalers’ salesmen, Joseph P. Byrne, 
J. B. Byrne & Sons, Omaha, strongly 
recommended some incentive type of 
remuneration. 

Pay your men all you can, and pay 
them in relation to what they produce 

(Please turn to page 871) 
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U. &. Plan Restri 


indirect Curbs on 
Production Would Limit 
Industry for Many Years 


Of the many metals and minerals 
affected, gold and silver alone ap- 
pear to have escaped drastic produc- 
tion curtailment under the industrial 
disarmament plan proposed for Ja- 
pan now being studied by the State, 
War and Navy Departments. Pro- 
duction of these metals would be 
allowed to continue at about the nor- 
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mal rate prior to the war mobiliza- 
tion period. However, it is not likely 
that this rate will actually be at- 
tained. 


The explanation is simple. Although 
the Japanese empire was an important 
prewar source for these metals, inde- 
pendent production was of secondary 
importance, both being produced large- 
ly as a by-product of smelting non- 
precious metals. Thus, gold and silver 
production is not directly restricted, full 
scale prewar production will not be at- 
tained because of the limitations placed 
on output of other metals. 


Nevertheless, the government’s special 





$2.50 
retail 
($3.50 with 
initials or 
signature) 
others to 
$175 


ZIPPG, 


PLInTS - 


V4 
wicks 


Losing a genuine ZIPPO is tough, today it’s 
still a scarce item, as you dealers know. How- 
ever, production is rapidly increasing and new 
numbers are expected by fall. 











—Losing a ZIPPO is one thing you can’t guarantee it 
against. ZIPPO backs you up with a time honored life- 
time guarantee—no dealer or customer ever paid a cent 
to repair a ZIPPO. It will light every time, anywhere. 
When closed it is sealed tight against any evaporation 
—in fact it’s. practically water proof. The genuine 
asbestosized wick will last for years. The exclusive 
hinge-lever assures a wide open case (for pipe 
smokers) and a tight closing, and strong assembly. 


New silverlike case with the million dollar appear- 
ance, sells at the prewar price of $2.50 retail. 
ZIPPO IS NATIONALLY ADVERTISED and dealers 
may have point-of-sale material, mats, electros for 
the asking. 


ZIPPO MFG. CO. Dept. D Bradford, Pa. 


dpe" IGHTER 


Fit @& 











engineering committee which proposed 
the industrial demilitarization plan, be- 
lieves that postwar Japan should be 
able to produce from 15,000 to 20,000 
kilograms ‘of gold annually—worth a 
proximately $170,000,000 to $225,000,000 
in terms of American currency at Amer- 
ican prices. (A kilogram equals 32,15 
troy ounces.) 


FORMOSA WAS CENTER 


Historically, less than half of Japan's 
prewar gold output came from ore mines 
within Japan itself. Formosa yielded a 
small amount but more than half the 
supply came from Korea. In 1981, mines 
of the empire were producing about 21,- 
800 kilograms but with industrial expan- 
sion in preparation for war production 
rose steadily to a peak of 56,400 kilo- 
grams in 1939, declining to 51,800 in 
1941. 

A large portion of the supply was 
exported in exchange for other materials. 
In order to bring about increased pro- 
duction, the Imperial government passed 
on to the miners the world price increase 
brought about by action of the United 
States. In the case of Korea, however, 
the higher price was not paid until Ori- 
ental Consolidated, the last of the for- 
eign-owned mines, had been brought 
under Japanese ownership. This was 
followed by a marked increase in pro- 
duction. 

The increase in prices was followed by 
subsidies which were maintained until 
outbreak of war with the Allies cut off 
Japan’s market for her gold. Then the 
mines were stripped of machinery, equip- 
ment and manpower in favor of intensive 
iron, coal and copper mining as more 
essential to the war effort. The same 
policy was followed in the occupied 
regions as each fell to the Nipponese 
forces. 


SILVER IS BY-PRODUCT 


Japanese silver supplies have come 
mainly from the same sources as gold, 
that is, from ores mined and smelted 
mainly for their content of other non- 
ferrous metals. Like gold, the 10-year 
decade prior to war with the United 
States saw a tremendous increase in 
silver production, the output increasing 
from 167,000 kilograms for 1931 to 486,- 
100 in 1939. Still following the same 
pattern—as a result of more intensive 
copper mining—production of silver de- 
clined to 360,000 kilograms in 1941. 

While no specific plan for silver is 
mentioned in the industrial disarmament 
plan, it is reasonable to assume that 
silver will continue to be mined to the 
full extent that it may be extracted from 
permitted smelting of non-ferrous and 
other metals. 

Production of other metals touching 
the jewelry industry is placed under 
heavy restriction in the proposed plan. 
For instance, all aluminum production 
capacity and all tin smelting facilities 
are to be eliminated. Copper smelting 
facilities would be reduced from an an- 
nual 150,000 tons to 70,000 tons while 
lead output would be limited to 17,000 

(Please turn to page 366) 
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Jewelers Don't Charge 
Enough for Watch Repair 
Work, Survey Shows 


Most watchmakers charge much too 
little for their repair jobs, according to 
a survey made by R. H. Young, presi- 
dent of the Wisconsin Retail Jewelers 
Association. 

If conditions in Wisconsin are any in- 
dication, not only are horologists much 
too modest in their fees, but there is 
no uniformity in the charges made by 
different stores. Mr. Young who com- 
iled data by sending survey cards and 
tabulating the results, revealed his find- 
ings at the annual convention of the 
Wisconsin Watchmakers Association 
held June 9 at the Red Arrow Club. 

Because of the discrepancies in the 
charges made by watchmakers for their 
work Mr. Young was unable to set up 
a scale of suggested minimu:n prices as 
he had intended. Instead he advised 
jewelers to check the time they require 
to do a job in their own shop to see 
how much is actually spent on taking 
down the watch and determining its con- 
dition throuch examination. 


STARTLING FIGURE 


Predicting that jewelers would be 
startled to find how much time that 
simple operation takes, he proceeded to 
show what they should charge. “Consider 
the watchmaker’s time as worth $3.00 per 
hour,” he said. “Now take the average 
of between three and four watches and 
you will receive on an eight hour day 
$24 on the basis of four watches a day.” 

“The minimum average pay for a 
watchmaker,” he continued, “is $60 for 
a 40-hour week. That is $1.50 per hour, 
leaving you about the same mark-up as 
you would get on a watch.” The differ- 
ence there, he pointed out, is that out of 
that $1.50 the jeweler must pay for 
the cost of materials used. 

Mr. Young found that the costs as they 
appear for watch repair as against tlie 
gross from watch repairs runs to 20 per 
cent or, in dollars and cents, 60 cents 
of the original $1.50 left after the 
watchmaker’s salary. This leaves a net 
of 90 cents per hour from the $3.00 per 
hour charge. 


DISASSEMBLING IS COSTLY 


Mr. Young went on to show that, at 
the rate of $3.00 an hour or five cents 
a minute, the charge for a simple oper- 
ation such as disassembling and examin- 
Ing a watch should be 50 cents. Fur- 
thermore a real overhauling job, in- 
volving polishing balance pivots, truing 
the balance wheel, washing, cleaning and 
assembling balance jewels would take, 
on the average, 60 min. and be worth 
a charge of $3.00. However, at this point 
the watch is completely taken apart 
and, according to Mr. Young, should 
take about an hour more to put together 
again, thus boosting the charge to $6.00. 


MINIMUM $6.00 


“At that rate your minimum charge 
for an overhaul job where no part re- 
placements are necessary is going to 
have to be $6.00 if you want to show a 
$7.20 gross profit on your $16.80 invest- 
ment,” he. concluded. | 

The meeting also featured a talk hy 


(Please turn to page 378) 
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Atlantic City jeweler and a leader of 
Luella Koons Challenged the Atlantic City Sales Tax Repeal 
Right of City to Levy Association. The City Commission of 
S ‘al Sal T Atlantic City was named defendant. 
pecial sales 1ax The levy was imposed under authority 
In a suit brought by a jeweler, the of a law passed by the 1945 New Jersey 
New Jersey Supreme Court handed down Legislature. By authorizing shore re- 
a decision June 14 invalidating as spe- sorts whose population exceeded 50,000 
cial legislation Atlantic City’s 3 per cent to impose the tax, the Legislature made 
municipal sales tax, which yielded more Atlantic City the sole beneficiary of the 
than $2,000,000 since it went into effect law since no other municipalities fall 
May 30, 1945. in that category. The law was passed 
Atlantic City officials immediately an- on the plea that the city needed funds 
nounced an appeal would be taken to to repair damage caused by the hurri- 
the State Supreme Court of Errors and cane which hit the Jersey coast on Sept. 
Appeals from the decision, which was 14, 1944. Passed as emergency legisla- 
given in a suit brought by Luella Koons, tion, it was to have expired Jan. 1, 1948. 
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Atlantic City Jeweler Wins Fight Against Tax 
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In finding the enablin ‘ 
tutional, the Supreme yen “oe 
written by Justice Harry Hehes’ aa 
that smaller resorts suffered pro “ 
tionately equal damage and, in effect, 
should not be restrained from levy . 
a sales tax while Atlantic City is ae 
thorized to impose one. It denied that 
Atlantic City was “in a class by itselp 
because of great fluctuations in ‘its pon. 
ulation, and held that other resort com- 
munities, particularly Long Branch and 
Asbury Park, had equally vulnerable 
financial positions, suffered as much or 
greater hurricane damages, and were 
victims of beach erosion. 


VISITORS PAID BULK 


Atlantic City has 64,000 permanent 
residents but an estimated 300,000 per- 
sons vacation there each year. City of- 
ficials estimated that visitors paid the 
bulk of the sales tax. 

“The statute under review,” Justice 
Heher wrote, “plainly concerns more 
than the mere structure or machinery 
of local government. The legislation af- 
fects the citizen or taxpayer in other 
substantial respects. It inaugurates a 
radically new fiscal policy directly affect- 
ing most, if not all, of its inhabitants, not 
to mention those coming within its bor- 
ders for entertainment and _recrea- 
t1OM. « . « 

“It results that the question of the 
constitutional generality of tlie statute 
in the case at hand is open to judicial 
examination; and we find it to be de- 
ficient on its face. The classification is 
unreal and illusive. The special grant 
of taxing power is confined to the Atlan- 
tic Ocean resort cities having a popula- 
tion exceeding 50,000 inhabitants, and 
there is but one such. 


NOBODY WANTED TAX 


“It was manifestly the legislative de- 
sign to restrict this power to Atlantic 
City alone, for no other municipality 
can conceivably come within the class 
during the life of the act; and, while 
this circumstance is not necessarily con- 
clusive, we are not aware of any reason 
related to the object of the law for the 
exclusion of seaside resort cities of less 
population which have likewise suffered 
great damage from the hurricane (of 
1944) and each erosion. The distinction 
is purely arbitrary.” 

Opponents of the Atlantic City tax 
included the New Jersey State Taxpay- 
ers Association, which had expressed 
fear it might lead to other new local 
levies or to a statewide sales tax, such 
as was repealed in New Jersey after 
a brief life in 1936. 

While the ground on which the State 
Supreme Court invalidated the Atlantic 
City measure could be overcome through 
the enactment of a state enabling act 
broadening it to include other similarly 
situated cities, observers regard this as 
unlikely. When the issue was before the 
1945 Legislature other shore municipali- 
ties were asked if they wanted ~similar 
authority and they replied unanimously 
in the negative. 

As to the possibility of a new state- 
wide sales tax in New Jersey, this, too, 
is regarded as politically out of the 


(Please turn to page 390) 
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Netherlands Diamond Industry Slowly Revises 


Apprentice Training, 
Higher Syndicate Quotas 
Getting Trade on Feet 


The Netherlands diamond indus- 
try has been slowly and painfully 
getting back on its feet since V-E 
day, says Marion K. Tate in an arti- 
cle in Foreign Commerce Weekly. 
The process has not been an easy 
one, says the writer, who is on the 
commodity analysis staff of the Of- 
fice of International Trade, Depart- 
ment of Commerce, but the Dutch 


have set their sights high. 

The first postwar shipments of rough 
stones from the London Diamond Syndi- 
cate sent to Amsterdam proved insuf- 
ficient for the capacity of the industry 
and the quota was stepped up, he writes. 
By March, 1946, Amsterdam firms were 
receiving an average of £200,000 worth 
of diamonds every other month. Some 
of the increase, as explained by the 
trade, might be accounted for by a rise 
in prices—15 per cent higher for roughs 
suitable for large gems, approximately 
30 per cent for melees, used for smaller 
gem stones, and as much as 100 per cent 
for the chip gem stones—but there was 
also a definite increase in the volume 
of stones supplied. 

Assured regular shipments of roughs, 
Mr. Tate writes, the leaders of the dia- 
mond industry hastened to resume their 
foreign trade in polished stones. As a 
result, from September, 1945, to the end 
of February, 1946) according to figures 
from the Netherlands), $2,400,000 worth 
of diamonds were shipped to the United 
States and some small amounts to Great 
Britain and Sweden. 


GREAT OBSTACLES 


Dutch diamond firms suffered tremen- 
dous losses during the war. Forced 
sales and the confiscation by the Ger- 
mans of more than 50,000 carats of 
stones, taken from bank vaults and spir- 
ited away before the advancing Allies, 
were only part of the story. More than 
one diamond manufacturer found himself 
ready to go the limit in sacrificing his 
stones rather than have them fall into 
the hands of the enemy. 

However, the greatest loss probably 
came in the wholesale deportation of 
executives and skilled workers. Through 
the German persecution of Jews, who 
had been estimated in 1939 to constitute 
as much as 80 per cent of the Nether- 
lands diamond workers, the industry lost 
the major part of its highly skilled labor. 

me few were saved at great risk by 
neighbors, and many others, whose num- 
ber will never be known, fled to other 
countries, The majority, however, vic- 
tims of Nazi fanaticism, were dragged 
off to the almost certain death of con- 
centration camps in the Reich and in 
Poland. It is said that out of one mass 
deportation to Poland alone, only 50 
or 60 of the group of 1,500 to 2,000 
diamond workers survived. 

_As a result of persecution, deporta- 
tion and murder, of the 2,400 to 4,000 
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workers in the Netherlands before the 
war only 500 remained in 1945. The 
number increased since then to 1,000. 
Members of the trade have set up a 
program whereby workers teach classes 
of from 10 to 15 apprentices. Today 
the number of workers under such train- 
ing has reached nearly 500. Because the 
apprenticeship period covers at least 
two years, it will be some time before 
the program will have an appreciable 
effect on the available number of trained 
diamond workers. 

The rise in the weekly wage of skilled 
cutters to $38, ov about twice the pre- 
war level, is calculated to attract larger 
numbers of learners to the field. 

A second and almost equally serious 


problem confronting the Netherlands 
diamond trade at the end of the war 
was the difficulty experienced in obtain- 
ing rough stones for polishing. Several 
factors contributed to the gravity of the 
situation, the dominant one being that 
throughout the long war the cutters had 
to depend on stocks on hand and through 
confiscation and other means the stock 
dwindled to almost nothing by the time 
hostilities ceased. 


WARTIME FIRMS 


The willingness of the London dia- 
mond syndicate to supply its pre-1940 
customers in Amsterdam with rough did 
not wholly solve the problem because a 

(Please turn to page 388) 
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British Jewelers’ “Working Party" Visits U. S. to 


Study American Methods of Manufacturing, Retailing 


On the initiative of the President of © 


the Board of ‘Trade, London, Sir 
Stafford Cripps, “Working Parties” have 
been appointed to investigate a number 
of specified British industries, including 
that of jewelry and silverware. These 
“Working Parties” are non-political and 
tripartite, ie. they consist of represen- 
tatives of employers, trades-unions and 
Government or consumer interests, work- 
ing together under an independent and 
impartial Chairman. Their aims are “to 
examine the various schemes and sug- 
gestions put forward for improvement 
of organization, production and dis- 
tribution methods and processes in the 





industry and to report as to the steps 
which should be taken in the national 
interest to strengthen the industry and 
render it more stable and more capable 
of meeting competition in the home and 
foreign markets. 

In order to obtain a standard of com- 
parison against which to measure the 
United Kingdom industry, a delegation 
from the Jewelry and_ Silversmiths’ 
Working Party has been instructed to 
visit the United States to establish 
friendly personal contact with the 
American industry and to study its 
methods and results. This delegation is 
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expected to arrive on June 13 and 
planned to reman here for approxi- 
mately three weeks. It consists of the 
following members: 

Employers: Brigadier H. ¢. Howson, 
C.B.E., T.D., of Messrs. Harrison, How. 
son & Bros., silversmiths, sheffield; Mr 
Rk. M. Klean, of Messrs. H. A, Byworth 
& Co., Ltd., fine jewelers, London; Mr. 
S. Dawson Collins, of Messrs, CO'F 
Collins & Sons, Ltd., popular jewelers 
Birmingham. ’ 

Trade Unions: Mr. S. R. J. Rattey— 
member of the National Union of Gold, 
Silver and Allied Trades. 

Independent Members: Mr, G, R. 
Hughes, C.V.O., clerk of the Worship- 
ful Company of Goldsmiths and Silver. 
smiths, London; Mrs. J. W. Field, J, p. 
—member of the London County Council; 
Mr. W. O. Newsam, an official of the 
Board of Trade and Secretary of the 
Working Party. 

The delegation’s program was ar- 
ranged by the British Consulate General, 
New York, in conjunction with Manv- 
facturers’ Associations, Trades Union 
representatives and_ other _ interested 
American organizations and firms. The 
party’s itinerary included manufactur- 
ing centers in New York, New Jersey, 
Connecticut, Rhode Island and Massa- 
chusetts. The party was interested espe- 
cially in studying factory layout and 
general organization cooperation between 
manufacturers, relations between en- 
ployers and employees, arrangements for 
the training and welfare of workers, 
comparison of American with British 
productivity per man-hour and in ex- 
changing ideas on methods of produe- 
tion, costings and kindred subjects. 





Japanese Gold, Silver 

(From page 362) 
tons, regarded as sufficient for civilian 
needs. 

Aluminum production is a relatively 
new industry for Japan, little being made 
until 1935, after which production ex- 
panded to 312,000,000 pounds during the 
war, using considerable quantities of 
imported ingots to boltser alumina ores 
obtained from Korea and Manchuria. No 
aluminum products were exported, clear- 
ly indicating its importance in building 
up the war machine. ae 

Copper production would be strictly 
limited to the producing capacity of 
Japanese mines, estimated at about 10,- 
000 tons a year; of -the 150,000 tons 
produced during the war, more than half 
went directly into production of am- 
munition with only 15,000 tons allocated 
to uses other than power, communication 
and transportation. 

While the mines have been seriously 
depleted, industry is so organized that 
the Japanese can treat very low grade 
ores with profit. Use of a pyrite con- 
centrate containing 2 per cent of copper 
enables them to make high recovery 
of not only copper and iron but such 
accessory metals as gold, silver and 
nickel. 

Although,lead has been smelted from 
earliest times, neither lead nor zinc have 
ever been produced in large quantities 
in Japan and up until development of 
modern methods a considerable portion 
of home consumption was satisfied by 
imports. Modernization of a number 
of the ancient mines was brought about 

(Please turn to page 390) 
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Florida Jewelers Elect 
Lester Moon President 
At Annual Convention 


Eugene Mumpower, of Miami, presi- 
dent of the Florida Retail Jewelers 
Association, relinquished the gavel to 
Lester Moon, of Tallahassee, at the 
cldse of the twenty-sixth annual con- 
vention, May 26, 27 and 28, in the 
Columbus Hotel, Miami. 

Other officers elected are: Dale BD. 
Emsberger of Palatka, vice-president; 
Gus Lawton, Orlando, secretary ; Reade 
Tilley, Clearwater, treasurer. Named to 
the board of directors were John Fan- 
ning, H. R. Underwood, Sterling Smith, 
Charles Wells, all of Jacksonville; Earle 
Middleton, Fort Lauderdale; Hart 
Swalstead, Orlando; Alvin Magnon and 
William H. Deuber, Tampa; Bruce Wat- 
ters, St. Petersburg; George Gaines, 
Lakewood; William Putnam, Tallahassee ; 
R. L. Nickelson, Pensacola; Leslie Sold- 
well, Lake City; Harry Nickell, Fort 
Myers; Lawton and Mumpower. 


THREE WAY PROGRAM 


The three day program was a three 
way program as well, divided into en- 
tertainment, business and a series of 
addresses which might be regarded as 
educational, dealing with subjects of 
interest and importance to the jewelry 
business. This was in line with Presi- 
dent Mumpower's message of greeting 
in the official program, in which he said: 

“  . , it is essential that we all strive 
for greater service and courtesy to our 
customers, thereby building the good 
will so necessary for our place in the 
economic structure. Many more prob- 
lems face us today than at any time 
during the second world conflict, and 
with our deliberations here it is hoped 
that much value will come to us all 
that will go back to our individual lo- 
calities.” 

Interspersed with the formal schedule 
were numerous opportunities for open 
discussion, when various topics were in- 
troduced by the members. The operation 
of the personal property tax was con- 
sidered in this manner, as well as the 
workability of a plan of paying com- 
missions to jewelry salesmen on the out- 
side. 


STORE MODERNIZATION 


An address on “Accounting Problems 
Affecting Economic Stability” was de- 
livered by W. W. Arner, Miami. Mr. 
Watters talked on “The Importance of 
Your Store Name.” He made the point 
that it, is greatly to the advantage of 
the individual jeweler to build public 
confidence in the name of his firm, rather 
than in any nationally advertised brand 
of merchandise, no matter how well es- 
tablished. 

Charles S. Telchin, of New York City, 
well-known store architect, spoke Monday 
afternoon on the subject, “What’s New 
in Store Design,” prefacing his main 
address by a few remarks on the sub- 
ject of the problems facing progressive, 
wideawake merchants, which, serious as 
they are, seem to him to indicate no need 
for pessimism. 

Discussing the advisability of modern- 


‘ization of any store not already com- 


pletely up to date, the speaker quoted 
some interesting figures with regard to 
business increases noted by individual 
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stores after such a modernization pro- 
gram. He supported his theory that the 
store which looks successful is the one 
likely to get more business with the 
truism: “Nothing succeeds like sucess.” 


Mr. Telchin then’ presented’ with 
descriptive commentary a series of slides 
showing exactly what he meant by a 
modern jewelry store, the “before and 
after” ones being especially illustrative 
of his argument. 7 

Greetings from C. I. Josephson, presi- 
dent of the American National Retail 
Jewelers Association, were brought to 
the convention by Alvin Magnon of 
Tampa, regional vice president, who 
urged his fellow members in Florida to 
attend the ANRJA’s convention in New 
York in August. Mr. Magnon’s Tuesday 
morning address on “Activities of Na- 








tional Association” was informative and 
closely attended. 

The final address of the convention 
was made by Mr. Moon on “Gemology 
and Why.” He stated that a knowledge 
of Gemology was not only of great 
assistance to a jeweler in selecting mer- 
chandise for his store, but that the gen- 
eral public would be found to be very 
much interested as well. 


Social events in connection with the 
convention included a_ reception and 
buffet supper at the hotel on Sunday 
night; a boat trip on Biscayne Bay with 
dinner at the Quarter Deck Club on 
Monday night and a cocktail hour fol- 
lowed by a banquet and dinner dance 
with a floor show and numerous valu- 
able prices as the closing feature on 
fuesday night. 

























WHERE “GOOD ENOUGH” ENDS 
FULTON'S -Cosoremenc JUST BEGINS 


For in Fulton FIT-TITE Watch Crystals, you have 
thousands of items to choose from .. . crystals for all 
watch makes and styles. More than that, you have .. 
-- genuine glass, carefully and painstakingly 














selected . . 


. . the finest workmanship that skilled hands and 
modern equipment can produce. . 

. - assurance of perfect fit . . 

. - service based on first-hand knowledge of the 









market and its needs . . 


. . an exclusive system of numbering for error-proof 
identification, where every FIT-TITE Crystal carries 
not only Fulton’s number but competitors’ comparative 





numbers as well. 


NO WONDER THEY'RE FLOCKING TO FULTON! 
ASK YOUR WATCH MATERIAL WHOLESALER ABOUT 
























FULTON FIT-TITE REGULAR 
ASSORTMENTS. OR WRITE FOR CATALOG. 


CABINET 








AND ROCK CRYSTAL 









Pig Tin is Still in Short Supply: 


Situation Won’t Ease Till Late °47 


Continuation in effect of General 
Preference Order M-43, which provides 
for allocation of pig tin as well as re- 
stricting the tin content of various prod- 
ucts, appears certain to remain in effect 
for a number of months to come. 

This is the definite conclusion to be 
drawn from the CPA production report 
for May which presents a gloomy out- 
look for tin users for the remainder of 
1946 and at least the early part of 1947. 
The agency’s latest estimate for the new 
supply of tin in both metal and con- 
centrates for the United States during 


@ 








1946 is estimated at 42,000 long tons 
against the year’s restricted require- 
ments of 65,000 tons. 


In order to make up the difference for 
essential needs, it will be necessary to 
draw from the government’s stockpile 
at the rate of 2000 tons a month. When 
this is considered with such factors as 
the earmarking of 18,000 tons of ore 
stocks for the government-owned smelter 
and the freezing of 12,000 tons of pig 
tin in the Treasury-Navy Reserve, it is 





Small as a cigarette lighter . . 


high polished chromium . . 





. In 5 jewel-like colors and 


. sturdily engineered to stand up. 


PERFUMETTE is headed for sensational sales. 


Complete pro- 


motion program includes National Advertising * Mats * Dealer 


Helps * Modern Packaging. Delivery about June 15 (limited 


quantities) . 
$5.00 (Retail). 
RUSH Your Inquiry Today. 


Perfumette will be intro- 
duced to American women 
through such publications 
as Vocure, Harper’s Ba- 
ZAAR, MADEMOISELLE, 
CHARM—and strong point- 
of-sale promotion. The 
oval model is illustrated. 
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Fair Trade Priced for popular appeal at only 
Jobbers and Retailers— 
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agen So that the net re 
e reduced to as little as 
the end of the year. a 


In view of the tremendous backlogs of 


Serve stocks may 


ons by 


orders for such consume 
automobiles, refrigerators, —" 
phones and many others, much mo: bea 
will be absorbed this year des ite + 
greatly reduced take for militar ‘? 
It is expected that international ‘— 
tions will have to be retained oak 
port controls will also remain jn Bang 
_ It is hoped that the declining trend 
in tin stocks, which began in 194] Me 
the United States lost access to Mal z 
and the East Indies, can be halted Sin ; 
that time, the principal sources pe 
been Bolivia and the Belgian Congo It 
is now forecast that imports may amount 
to as much as 15,000 tons in concentrate, 
for the first half of 1946—some 11,000 
tons from Bolivia and the remaind 
from the Belgian Congo. ss 

In addition, it is expected that about 
6,800 tons will be allotted the United 
States by the Combined Tin Committee 
from supplies in the Far East. Most of 
this supply, however, comes from re- 
covered stocks and the outlook for new 
concentrate production is not good. Even 
the proposed elimination of primary 
smelting activity in Japan helps but 
little since Japanese production was only 
about 11,000 tons and a probably 3,000 
tons will have to be allocated for bare 
needs of that nation. 

A large part of America’s supply has 
come from secondary sources. While 
receipts of alloy scrap held up well last 
year, recovery of secondary pig tin de- 
clined 22 per cent, largely because of 
lighter coatings on cans and falling sal- 
vage collections. 

Officially, in view of the present situ- 
ation, little hope is held for supply to 
approach demand much before late 1947. 


GIA Schedules Three Resident 
Courses, Including One in 


New York, Two in California 


What may be the only Registered 
Jeweler’s Tutoring Class in 1946-47 will 
be held at the Monticello School in Los 
Angeles, July 15 to August 7, under the 
direction of the Gemological Institute of 
America. The class is planned to aid 
students striving for the R.J. title who 
may have found it necessary to ease up 
on their studies for business or personal 
reasons after completing Course No. 012. 
Registrants may enroll for all or any 
part of the scheduled period, depending 
on the assignments they have already 
completed. At the conclusion of the 
course both the written and diamond- 
grading examinations will be given s0 
that those eligible may secure the title 
of Registered Jeweler, A.G.S., before de- 
parting. 

Convening at the same time will be a 
class for Advanced Students who wish 
to familiarize themselves with instrument 
technique, diamond grading, and labora- 
tory practice. It will also afford oppor- 
tunity for either a review or preview 
of Course No. 1, depending on what as- 
signments the student has completed. 
The class will be given in Los Angeles, 
under the supervision of Richard T. 





-Liddicoat, G.I.A. Director of Research 


and Education. 

The third resident class will be held. 
in New York City, opening August 17 at 
the New Weston House, 39th and Madi- 
(Please turn to page 881) 
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Maryland Retailer Wins Suit Against 
Cut-Price Rival Under Fair Trade 


Affirming the right of a retailer to sue 
a cut-price competitor for infringement 
of fair trade laws, the Maryland Court 
of Appeals has ruled in favor of a 

rominent bookseller which sued another 
store for underselling a book over which 
both retailers were bound by a fair 
trade agreement with the publisher. 

The court stated that “a retailer may 
invoke the protection of a Fair Trade 
Act against his price-cutting competi- 
tors,” adding that “the right of a pro- 
ducer or retailer to an injunction against 
violators of a fair trade contract is not 
defeated by the fact that there may be 
some violators of the contract who have 
not yet been sued.” 

As explained by Isaac W. Digges, 
attorney of the American Fair Trade 
Council, the price of the book in ques- 
tion had been established by a fair trade 
contract between the suing retailer: and 
the publisher and notice of the contract 
had been received by the defendant. The 
defendant, however, sold the book at 
retail as far below the established mini- 
mum as 25 per cent, although profit on 
the book was only four and one-half per 
cent. 

When the defendant received notice 
of the established price from the pub- 
lisher, it wrote back stating that, since 
other retailers were selling the books 
at 15 per cent off list price, it was 
compelled to cut prices in order to meet 
competition. Actually, said Digges, they 
were selling at 25 per cent off the list 
price. 

The court ruled in favor of the firm 
bringing the suit and enjoined the de- 
fendant from continuing its illegal activi- 


ties. Said the court: “the right of a 
producer or retailer to an injunc- 
tion against a violator of a fair 


trade agreement is not defeated by 
the fact that there may be some viola- 
tors who have not been sued . . . it would 
often be impossible to enforce one’s 
rights under a fair trade agreement if, 
as a prerequisite to relief, it were neces- 
sary to institute a suit to enjoin all vio- 
lators simultaneously or show that com- 
plainant has forced all dealers to comply 
with the agreement. We hold that re- 
tailers . . . cannot take advantage of 
an alleged breach of a fair trade agree- 
ment by others as a defense to a suit 
against him unless the violations indicate 





Course in Engraving Supplements 
Watchmaking Courses at Bennet 
Street School in Boston, Mass. 


In addition to the watch making 
courses already established at the North 
Bennet Street Industrial School, Boston 
13, Mass., the school opening shortly 
under P.L. No. 346, G.I. Bill of Rights, 
& new course for Veterans in Jewelry 
Engraving. Both men and women will 
be eligible for this training which will 
be given under expert instruction. 

This will be a nine months’ course, 
particularly suitable for men who have 
had or are planning to take, at the same 
time, on-the-job training. It will be an 
afternoon and evening course beginning 
at 8 o’clock and extending into early eve- 
ning. The membership is limited to 15. 
Applications should be made by writing 
immediately to the school. 
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improper discrimination or unfair busi- 
ness practices, or an acquiesence in the 
unlawful cutting of prices or a waiver 
or abandonment of rights acquired under 
statute.” 

If it could have been proved that the 
publisher had discriminated unfairly 
against the defendant in favor of other 
retailers, closing its eyes to flagrant vio- 
lations and price cutting by the latter, 
while prosecuting the former, a dif- 
ferent case would have been presented. 
In such a situation, said Mr. Digges, it is 
more likely that the court would have 


| 
| 





ruled that the publisher had abandoned 
its fair trade policy, or that it had itself 
been guilty of discrimination in its 
treatment of its own customers and thus 
not entitled to the relief sued for. 

Of primary importance in this case is 
the fact that the right of court action 
does not rest exclusively with the manu- 
facturer or distributor. The courts 
have ruled that the provisions of the 
Fair Trade Act are broad enough to 
include a retailer as an aggrieved party 
and its protection may be envoked by 
him. 

The case demonstrates the strength 
of fair trade contracts and the protec- 
tion which both manufacturer and re- 
seller receive in making such an agrete 
ment if interested in supporting the 





contracts in court. 





AS SEEN IN 


HOLIDAY 


HARPER'S 
BAZAAR 


YACHTING 


BETTER HOMES 
AND GARDENS 


COLLIER’S 


NATIONAL 
GEOGRAPHIC 


FORTUNE 


TOWN AND 
COUNTRY 


MOTOR BOATING 


FIELD AND 
STREAM 


OUTDOOR LIFE 
SPORTS AFIELD 


SPORT AND 


VACATION VISTAS, scenic splendars, 
tense moments of sport leap to 
your eyes in thrillingly sharpened 
detail through the fine lenses of 
your Airguide Field Glasses 
Handsome, sturdy, precision-made 


At better stores from coast to coast. 


FIELD GLASSES 


FEE AND STEMWEDEL, INC. 
2210 WABANSIA AVE., CHICAGO 47, ILL. 














Canadian Jewelers Start Program to Train Craftsmen, 
Help Veterans, and Build Up Backlog of Skilled Workers 







































Hoping to train men to relieve the @— 
present shortage of jewelry designers 
and watchmakers, the Canadian Jewel- | 
lers’ Association has established a $100,- 
000 fund to endow the Canadian Jewel- 
lers’ Institute as a permanent training 
organization in Canada. 

The Institute will be located in 
Toronto, and will grant certificates to 
all Canadian watchmakers and jewelry 
craftsmen, and will train personnel for 
the trade. Training of war veterans will 
be undertaken first, Norman Leach, 
managing director, declared this week. | 


The Institute is to be entirely a non- 
profit organization, he said, and under 
provisions of the Parliamentary Act of 
Incorporation, no dividends shall be paid 
to any members. 

“There has been no national training 
centre to train men for the craft, and 
we have depended, in the past, on Swiss 
and English workmen. There has never 
been a_ recognizable certificate. The 
European countries now are trying to 
retain their trained men, and we want 
to train our own here,” Mr. Leach said. 









































CARETTE py. 


Sterling silver hand made cigarette box (tea caddy 


BOOST CANADIAN DESIGNS 
“Then, too, there is a definj ; 
to have a school of design hee 
seems rather silly to think that Dense: 
bought Canadian silver, took it to the 
Continent and became world-famous fo 
silver design. Canada is unknown 
throughout the world as a jewelry desi 
country, and we believe that out of the 
Institute there will come a distinet 

Canadian design in jewelry.” 

The association is supplying advisers 
to the various soldier rehabilitation 
schools in Canada, and courses are on 
the “approved trade standard,”  g 
graduates may receive certificates of the 
Institute when it has been established, 
he said. The $100,000 endowment fund 
will be collected from the 1,250 members 
of the, association, who during the war 
raised $109,000 for purchase of five Spit- 
fires. 

Board of governors for the Institute 
is: M. T. Ellis, chairman; R. E, Day, 
vice-chairman; J. S. Bliss, honorary 
treasurer, and Harvey Brown, Truro, 
N. S.; B. E. Enbald, S. Stillwell, B. M, 
Chapman, D. E. Hutchinson, Winnipeg, 
Man.; J. D. Valliere, Montreal; Walter 
Eilers, Regina, Adam Purves, Hamilton, 
Ontario; G. A. Young, London. Mr, 
Leach is bursar. 





George F. Johnson, Salesman, 
For Reed & Barton, Honored 
By Philadelphia Retailer 


George F. Johnson, Reed & Barton 
salesman, was the guest of honor at a 
dinner given by S. Kind & Sons of 
Philadelphia at the Ritz Carlton Hotel 
on April 23. Mr. Johnson recently re- 
linquished the Philadelphia territory 
which he has served for the past forty 
years and the dinner was a testimonial 
of appreciation for his friendship and 
service to his Philadelphia customers 
during the long period. 

Philip Kind presided and Herbert 
Wendler presented a silver cigarette 


box to the honored guest on behalf of 
all the guests. Charles Oakford, Wilson 
Streeter and J. H. Martin also spoke in 
praise of Mr. Johnson’s work. 


JOHNSON HONORED 











style). Superior workmanship, excellent weight. ‘For 
discriminating customers who appreciate the unusual. 
Price, $29.75 to rated retailers. Terms net 10 days. 








Sterling and Silver plated hol- 
low ware price list on request. 


‘Concord Merchandise Company 


Silverware 






































Guests at the testimonial to George F. 
Johnson were, left to right, Oscar Kind, S. 
Kind & Sons; N. E. Treet, Bailey, Banks & 
Biddle Co.; Peter Devine, Samuel Kind, Her- 
bert C. Wednler, Warren D. Fenner, all of 
S. Kind & Sons; George Moore, J. E. Cald- 
well & Co.; J. H. Martin, Reed & Barton; 


_Mr. Johnson; Philip Kind, S$. Kind & Sons; 


Charles Oakford and Joseph Rhoades, J. E. 
Caldwell & Co.; Aurele La France, Reed & 
Barton; Nathan B. Fisher, $. Kind & Sons; 
Wilson Streeter, Bailey, Banks & Biddle; 
Oscar Kind, Jr., S. Kind & Sons; Austin 
Homer, J. E. Caldwell & Co. 
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Wholesalers Convention 
(From page 361) 


such a way that they see and 
that their income is gauged di- 
aj y ssults, he urged. 
tly to their own results, 
Charles G. Brown, Vice-President, 
Stein & Ellbogen Co., Chicago, dealt 


and in 
realize 





Cc. G. BROWN 


THOS. FERNLEY 


with the question of what sort of in- 
formation wholesalers should obtain 
from manufacturers before taking on 
their line. 

If the manufacturer is a new outfit, 
he said, it is necessary to check up on 
his reliability and stability, as well as 
the quality of his line. Even the best 
line means little unless the wholesaler 
can continue to obtain it. 

Second, the wholesaler should ascer- 
tain whether the line is to be distributed 
exclusively through wholesalers, or direct 
to the retailer, or whether the manufac- 
turer is going to attempt to carry water 
on both shoulders. Every manufacturer 
should distribute either exclusively 
through the wholesaler or entirely direct 
to the retailer, and not attempt to do 
both simultaneously, Mr. Brown believes. 


REAGAN RE-ELECTED 


In the reports by officers, Acting 
Treasurer F. Clarke Bechtel reported a 
substantial increase in the funds in the 
treasury and stated that several new 
members had been added during the 
past year, with the result that the mem- 
bership list is now at the highest level 
it has ever attained. 


A detailed report from the secretary’s 
office relating its activities during the 
past year was distributed to members 
for further study and information. 

The resolutions adopted included ex- 
pressions of regret and sympathy in the 
deaths of D. C. Percival, D. C. Percival 
& Co., Boston; Emil Freyer; Joseph B. 
Bechtel, J. B. Bechtel & Co. and E. H. 
Kurt, Gleason Jewelry Co., all active 
members who had passed away during 
the past 12 months. A further resolu- 
tion endorsed the work of the Publicity 
Board and pledged the support of the 
wholesalers’ association; another ex- 
tended the appreciation of the organiza- 
tion to the members and speakers who 
participated in the program, and to 
President Silas B. Reagan and other 
officers and members of the Executive 
Committee and Advisory Board for their 
counsel in directing the activities of the 
association. 


The National Wholesale Jewelers’ 
Association also went on record as 
Opposing the attack made by the Fed- 
eral Trade Commission upon the time- 
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honored Keystone method of pricing on 
the part of legitimate wholesale jewelers 
—a reference to the recent FTC com- 
plaint against Benjamin Allen & Co., 
and A. C. Becken Co. (page 382, JC-K 
for June, 1946). 

All officers of the association were re- 
elected for another year as_ follows: 
President, Silas B. Reagan, Baldwin- 
Miller Co.,. Indianapolis; Vice-Presi- 
dents, R. Dix Edwards, Edwards & Co., 
Kansas City, Mo.; Leon J. Engel, J. 
Engel & Co., Inc., Baltimore, and A. C. 
Wallenstein, The Wallenstein-Mayer Co., 
Cincinnati; Treasurer, F. Clarke Bech- 
tel, Joseph B. Bechtel & Co., Inc., Phila- 
delphia, who takes the place of his 
father, the late Joseph B. Bechtel, who 
had been treasurer for many years. 

Thomas Fernley was elected secretary, 





succeeding his uncle, George A. Fernley, 
who has withdrawn to the position of 
advisory secretary. Tom Fernley thus 
becomes the fourth member of his 
family to hold the secretaryship, his 
grandfather having been the first to 
hold that office when the association was 
founded. H. A. Rinehart continues as 
assistant secretary. 

Named to the Executive Committee to 
serve for the next two years were the 
following: M. A. Callaway, Ewing 
Bros., Atlanta; William H. Ficken, A. 
H. Ficken Co., Cleveland; Walter B. 
Dorrer, Highbee & Dorrer, Los Angeles; 
Raymond Hall, Keil-Hall Co., Portland; 
Milton B. Freudenheim, Freudenheim 
Bros., Inc., New York; A. H. Halbeck, 
Ross-Beck Co., Kansas City; James H. 
Hetzel, Eisenstadt Mfg. Co., St. Louis. 





WE WILL PAY 


(wh 


OR YOUR 


JEWELRY. STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


%* We are expanding 


._We are not auctioneers. 


We'll buy your stock and fixtures as a going busi- 
ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 
confidential and our representative will call at your 


convenience. Bank references furnished on request. 


CHARLES SHANE Jr. 
and réssociates 


Pa 
ime 


Coast to Coast 
Operation 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AVE... CLEVELAND 14, OHIO 
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Outing Club Lives Up to its Name, Goes on Outing 


These happy, smiling faces (not yet realizing the morrow's painful sunburn and charleyhorse) attest to the success of the 194 i 
the Maiden Lane Outing Club. The usual number of pranksters took advantage of the panoramic camera and appeared on cod al 
the picture. But in fairness to those who had the will-power to "stay put" we've eliminated the duplication. 








a Captured in heavy cast sterling ies wae 
to adorn the Woman of the Western World 


May be worn as individual pins 
or complete chatelaine. 
Chatelaine set — will retail about $35 
Large Pin about $18 
Small Pin about $14 
Earrings to match © about $12 


rogtess | ewelry My Ce, 











7 BEVERLY STREET PROVIDENCE 3, R.L 


Let anil. elle ill 





With a whoop and a holler the mem. 
bers of the Maiden Lane Outing Cly) 
descended on Pine Grove, Amityvill 
L. I., on June 8, and devoted the day 
to the same sort of celebration as had 
been engaged in before the war. Hovw- 
ever, the wartime regulation “members 
only” still persisted, owing to food 
shortages and the national conservation 
program. 

The day’s festivities commenced jn 
mid-morning with the arrival of mem- 
bers, and by noontime, when the first 
food appeared, virtually everyone had 
lined up one form of strenuous activity 
or another. Many members contented 
themselves with beer drinking and card- 





The 1946 outing committee, above, included 
Arthur Tuveri, chairman; Andy Anderson, 
Harry Blasi, Ted Coordes, Julius Hurley, Ed 


| Schuster, Louis Nussbaum and Chris Staiger. 


playing in the grove, others choose soft- 
ball, and still others engaged in quoits, 
darts, golf, potato races, etc. 

In mid-afternoon the traditional 
frankfurters appeared, only to dis- 


| appear again in short order. The boys 
| returned to the muscular life. Then, in 


late afternoon, the group photograph 
was taken. For many this, too, involved 
the expenditure of considerable effort— 
what with running around the end in 
order to be photographed twice. 

A shore dinner, climaxed with a varied 
program of entertainment, rounded of 
the day’s activities. During the meal 
over 200 prizes were given out; the 
more valuable as awards for special 
contests held during the day, and the 
remainder as door-prizes. 

Winners of the various contests were 
as follows: 

“Race-track Guessing Contest” (esti- 
mating the take at Belmont Park on 
June 6), won by Gus Kamins. The 
booby-prize, for the wildest guess of all, 
went to Arthur C. Rohe. 

The winning baseball team was man- 
aged by Leo Asche. 

The horseshoe pitching contest was 

(Please turn to page 381) 
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Practice Already Discontinued 
Subject of FTC Complaint 


inst Jacques Kreisler Corp. 
ctice which the firm in question 

d already discontinued several months 
and ade the subject of a 
previo | vought deral Trade 
complaint brong™* by _ Feder ra 

ommission on June “a. 

Tbe quncor complained of is the 
Jacques Kreisler Manufacturing Corp., 
North Bergen, N. J., and the basis for 
the complaint is the practice formerly 
engaged in by Kreisler of allowing its 
customers a sliding scale of discounts 
based upon the quantity of goods pur- 
chased by that buyer within each calen- 
dar year. This, the Federal Trade Com- 
mission alleges, is an unfair trade prac- 
tice, tending to penalize the small or 
medium-sized independent merchant as 
against the chain store type of jeweler 
where the purchases for several retail 
outlets are lumped together as one unit 
in figuring the scale of discounts. 

However, Tobias Stern, Kreisler’s 
Vice-President, states that in response 
to an informal request by the FTC, 
about the first of this year, Kreisler had 
already discontinued the quantity dis- 
count arrangement, and since January 
has been selling at a flat uniform price 
as desired by the Commission. 

“In view of this fact,” said Mr. Stern, 
wheninterviewed by a JC-K reporter, “we 
are at a loss to understand why this 
complaint should have been issued at 
this time in view of the fact that we. 
have already complied and are comply- 
ing with the purpose which this FTC 
action appears to be designed to secure.” 
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COCKTAIL RINGS 





OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 


WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 


OLAND JEWELRY CO. 


87 Nassau St. New York City 7, N. Y. 
BARclay 7-6873 
pe Lu 


For JULY, 1946 














FOR THE MEMO PAD 


July 


14-17—Ohio State Gift Show, Deshler 
Wallick Hotel, Columbus. 

14—Indiana 24 Karat Club, French Lick 
Hotel, French Lick, Ind. 

14-18—Oklahoma Gift & Jewelry Show, 
Biltmore Hotel, Oklahoma City. 

21-25—Southwestern Merchandise Ex- 
hibitors, Municipal Auditorium, 
Kansas City, Mo. 

21-25—Detroit Gift Show, Hotel Stat- 
ler, Detroit, Mich. 

22-26—New York Lamp Show, Hotel 
New Yorker. 

25-29—-Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

29-Aug. 1—NACJ Annual Convention, 
Stevens Hotel, Chicago. 

29-Aug. 9—Chicago Gift Show, Palmer 
House. 

29-Aug. 9—Merchandise Mart Gift 
Show, Chicago. 


August 


4-7—New York State Gift & Art Show, 
Hotel Statler, Buffalo. 

4-8—San Francisco Market, Civic Audi- 
torium and Western Merchandise 
Mart. 

12-I5—ANRJA Annual Convention 
and Jewelry Show, Waldorf As- 
toria Hotel, New York City. 
(Note change in date.) 

25-28—St. Louis Jewelry & Silverware 
Show, St. Louis, Mo. 

26-30—New York Gift Show, Pennsy]- 
vania and New Yorker Hotels, New 
York City. 

26-30—Memphis Gift Show, Hotel Pea- 
body, Memphis, Tenn. 


September 


8-12—-Mid-South Gift and Housewares 
Show, Ellis Auditorium, Memphis, 
Tenn. 

9-13—Parker House Gift Show, Parker 
House, Boston. 

9-13—Boston Gift Show, Hotel Statler, 
Boston. 

30-Oct. 3—Philadelphia Gift Show, 
Hotel Adelphia. 


October 


20-25—All-South Florida Gift & Art 
Show, Hotel Hillsboro, Tampa, Fla. 








FTC Starts Taking Testimony 
In "Keystone Case Against 
A. C. Becken Co. of Chicago” 


The Federal Trade Commission be- 
gan on June 13 to take testimony in its 
case against A. C. Becken Co., Chicago 
wholesale firm accused of using “inflated 
prices”—actually legitimate Keystone 
listings—in their catalogs. 

Although the commission had also sub- 
poened witnesses to appear at Madison, 
Wis. on June 17 and 18, and at Osh- 
kosh on June 20, the retail jewelers 
called by the Commission were excused 
without taking of testimony. 

Upon the completion of the Commis- 
sion’s case, A. C. Becken Co. will pro- 
ceed at a later date to present testimony 
in defense of its use of the Keystone list 
price system in its catalog. 


GILBERT CLOCKS 


are 


COMING CLOSER 


Excellent alarm clocks are 
coming down the Gilbert produc- 
tion lines right now. So far, all are 
ear-marked for existing orders 
from customers whose patience dur- 
ing the long period of restrictions 
has been exceeded only by their 
urgent need for these clocks. 


Soon, such clocks will come 
faster... and in much greater 
variety . . . with more ample sup- 
plies for everyone, including the 
hundreds of newcomers in the 
wholesale and retail trade. In the 
meantime, established Gilbert dis- 
tributors are getting regular allo- 
cations which they are re-distribut- 
ing in the most equitable manner 
possible. 


THE WM. L. GILBERT CLOCK CORP. 
clock makers to the nation since 1807 
WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Bivd. 
Chicago 4, III. 
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signed for“ popular - nd, 
Mass Production Methods Asst 
pendoble Supply at Substen 
ings. Available # mu 


METALCAAET (ORPORATION 


B1i2-+820 N:. ORLEANS STREET 
CHICAGO 10, ILLINOIS 





The Tool that Industry 
rates “INDISPENSABLE” 


BURGESS vibro-tool 


MARKS, ENGRAVES, FILES, 
CHISELS, HAMMERS — on the 
hardest metals, glass and plastics. 


ENGRAVING JEWELRY is easy 
with the BURGESS vibro-tool. 
Extra engraving needles, cutting 
knives and hammers are available 
for this tool. 


$7.90 


with 20 engraving 
needles 


Jos. B. Bechtel & Co., Inc. 
729 Sansom St. Phila._6, Pa. 








Thirty Display Men 
Win Total of $16,000 in 
Reynolds Window Contest 


Thirty display designers in 19 states, 
selected from a field of more than 5,000 
entries, today received cash awards 
totalling $16,000 for their outstanding 
exhibits in the Reynolds Pen Company’s 
nation-wide $33,500 window display con- 


| test. 


Ten grand champions were awarded 


| checks for $1,000 each by Milton Rey- 


nolds, board chairman, for their inge- 
nuity in displaying the company’s ball- 
point pen which is guaranteed to write 
at least four years without refilling. 


Ten second-place winners receivéd $500 
| each, and an equal number received $100 


for third-place honors. A total of 750 
consolation awards also were made by 


| the company, and the ten distributor’s 
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salesmen throughout the country who 
stimulated the greatest number of en- 
tries are to receive $1,000 each. 

Both large and small chain stores were 
among the ten $1,000 winners named by 
a judging committee of 18 state officials 


One of the ten grand champions in the 
Reynolds window display contest was 

George T. Robey of Arthur A. Everts Co., 
Dallas, whose window is pictured above. 


and three nationally-known display ex- 
perts. They included Max J. Blythe, 
Woods Drug Store, Hopkinsville, Ky.; 
J. E. Berger, Eastern Columbia, Los 
Angeles; Arthur T. Stewart, Columbia 
Outfitting Co., San Francisco; George T. 
Robey, Arthur A. Everts Co., Dallas, 
Texas; C. Guy Kornegay, Zindler’s, Inc., 
Houston, Texas; A. R. Underdown, Jr., 
A. C. Underdown & Sons, Philadelphia; 
James V. Galloway, Megels Co., Tulsa, 
Okla.; P. J. Westland, The Hub, Steu- 
benville, O.; L. E. Gleim, Ryan Evans 
Drug, Phoenix, Ariz.; and A. J. Palm- 
quist, Sunrise Pharmacy, Enumclaw, 
Wash. 

The $500 second-prize winners included 
Ralph E. Ladd, Rockford, Ill.; Virginia 
Ewing, Henderson’s Jewelry Store, Wau- 
kegan, Ill.; Bert L. Cotton, B. L. Cotton 
Hardware, Kittitas, Wash.; Charles 
Newlan and Dale Letzer, Minear Dry 
Goods Co., Greensburg, Ind.; L. R. 
Michael, Desert Sport Spot, Spokane, 
Wash.; Robert A. Stein, Likly-Rockett, 
Cleveland, O.; E. F. Applestine, College 
Drug Store, Montgomery, W. Va.; E. C. 
Batchelor, Newman’s Department Store, 
Enid, Okla.; Frank D. Behrens, Alms & 


Doepke Co., Cincinnati, O.; and J. H.. 


Sandals, Weldon Drug Co., Manchester, 
Conn. 

Third-place awards of $100 cash went 
to E. H. Bowen, Law Drug Co., Steam- 
boat Springs, Colé.; H. A. Sevaried, F. 
A. Buttrey Co., Glasgow, Mont.; E. L. 


Westbrook, Webb's City, Inc., st Pet 
burg, Fla.; Andrew C., Pennig, no 
Cardoza & Bros., St. Paul, Mine. "ney 
& That Shop, Needham, Mass, ; Beisa 
Wurtlin, Liggett Drug Co., High] pe: 
Ve ie . » 

Park, Mich.; Bob Hansen, Dent’? Pe 
Diego, Calif.; James E. Renick, Fore 
Park Pharmacy, St. Louis, Mo.; 9 2 
Jenks, Ypsilanti, Mich., and Le Kei 
leuski, Moyer Drug Co., Ambridge Pa 

Every state was represented pate. 
the thousands of photographs submitted 
by leading department, jewelry and sta- 
tionery stores as well as chain and 
smaller retail outlets, showing their Rey. 
nolds Pen window displays betwen 
March 1 and April 15. 

“In my many years of merchandising 
experience, I have never seen so many 
clever ideas and attractive displays built 
around one product,” Chairman Reynolds 
said in announcing the 780 prize winners 
“And not all of the imagination was 
shown bythe display managers of big 
stores. Some of the outstanding ideas 
were planned and executed by small re- 
tailers. 

“In sponsoring this $33,500 contest, 
we were paying tribute to the merchan- 
dising ability of the more than 50,000 
retailers in this country who have shared 
in the $25,000,000 merchandising success 
of our product during the eight months 
it has been on the market.” 

Governor Dwight Griswold of Nebraska 
was chairman of the judging committee 
which also included high officials of 17 
other states and Reese Kash, of Display 
World Maga ine; C. H. Fadem, of the 
Ohio Display Association, and Henry A, 
Hawkins, display manager of Saks Fifth 
Avenue, Chicago. 








SEAMLESS AND SOLDERLESS! 


RING GUARD 


Ce 


IMPROVED 


Made of one piece. No solce 
No seams! Strong and durat 
Each one fully guarante: 
Made in 14K Gold and Stabrit 


Sold through the 
Wholesale Jeweler 


giving us 
ol l-laxtmalell-ielale mete le lasts: 


IMPROVED PRODUCTS MF'G. CO 


New York 32, N. 1 


or write, your 


21 Audubon Ave 
Sete Meoanuteactu Fa 
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Houston City Ordinance 
Against Night Auctions Is 
Upheld by the Court 


A Houston, Tex., city ordinance pro- 
hibiting night auctions was upheld as 
a reasonable one in a recent suit brought 
by an auctioneer na:ned Samuel Hart 
who claimed that it was aimed specifi- 
cally at him. 

Mr. Hart entered a plea to prevent 
the city of Houston from enforcing the 
ordinance which outlawed auctions held 
between 7 p.m. and 4 a.m. The auc- 
tioneer testified that night auctions were 
more suitable for buyers because hus- 
bands could then accompany their wives 
when the latter were spending the fain- 
ily income. On the other hand, three 
Houston merchants testified that “day- 
time hours are the only ones in which 
the true value of an article may be de- 
termined.” 

The decision was heartily approved 
py the jewelers of Houston, one of 
whom, Robert Slagle, wrote the follow- 


ing letter commending the court’s ac- | 


n: 

On behalf of fhe retail jewelers, 
I wish to express my sincere apprecia- 
tion for the very able and efficient man- 
ner in which our city attorney . .. rep- 
resented the city in the case of Samuel 
Hart vs. City of Houston. A marvelous 
amount of research was done, many 
cases and decisions presented. Mr. Eddy 
(the attorney) was powerful in presen- 
tation, smooth and persuasive in argu- 
ment, and his forceful conclusion left no | 
room in the mind of the judge for a 
doubtful decision.” 











Fine jewelry stores add 
to profits by featuring 
the nationally-known 
Marxman Pipe Line. 
Marxman Pipes move 
fast and pay handsome 
profits because 
they’re the choice 


THE | 
BENCH- 
MADE 


One of the 
many Marx- 






ee . man Pipe tri- 
of discriminating umphs.Attrac- | 
Pipe smokers every- tively priced | 
where. from $5.00 | 
to $25.00. | 
e 


Nationally adver- 
tised in Esquire, 
OutdoorLife,Time, 
Fortune — more 
than 30 national | 
magazines. 


ay 
Marxman Pipes 
offer a prestige- 
building, profit- 
making line for 


jewelry stores. Write today for catalog and 
details. Address Dept. C. 


»MARXMAN> 


31 W. 24TH STREET, NEW YORK 10,N.Y. 
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| An unusual window of double glazed plate 


| Youngstown, Ohio. 


| ments. 


break it. 


panel an alarm went off bringing pro- 
tection men _post-haste. 
| on the scene while the would-be burglar 


glass. 
crack the Duplate Safety glass, the pro- 
tective surface had not been broken and 
| the attempted burglary had been foiled. 


proved 100 per cent effective in its pur- 
| pose is three ply safety Duplate manu- 
factured by the Pittsburgh Plate Glass 
Company. 
nesses of 1% in. plate on the outer sur- 
faces and one thickness of 4 in. plate in 
| the center laminated by vinal plastic of 

extra heavy gauge. This glass has been 
| especially 


Graef Wins Suit to Prevent 
Use of "Girard Perregaux" 
By Another Watch Company 


Value of Safety Glass in Foiling 
Window Smashers Demonstrated in 


| Case of Youngstown, Ohio, Store | 





glass helped save the Brenner Store in 
Youngstown, ‘Ohio, from a serious theft last 
month. 


Value of safety glass for protection 
of jewelry stores was proven recently in 
an attempted robbery of the Brenner 
Jewelry Store, 200 West Federal Street, 


The store window is unusual in con- 
struction. It consists of a double glazed 
unit. The exterior is a sheet of standard 
plate glass. Four inches back from this 
is a unit of Duplate Safety glass. The 
transparency of both glasses is so per- 
fect that to the casual observer they 
seem to be only one plate. 

So they must have appeared to the 
miscreant attempting to burgle the Bren- 
ner shop. After using a large brick to 
smash the exterior plate glass panel he 
was stopped by the safety glass. Re- 
peated smashing on this glass did not 


When he broke the exterior plate glass 
They arrived 


was still vainly pounding the safety 


Although he had managed to 


The inner protective safety glass which 


It is composed of two thick- 





for 
similar 


protction of 
establish- 


designed 


jewelry stores and 


Jean R. Graef, Inc., last month won a 


suit against the Robot Watch Co. and 

Roth Bros. Jewelry Corp. in which they | 

sought to restrain Robot from using the 
trademark “Girard Perregaux” either on | 
their 
matter. 


watches or in their advertising 

































































@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 

°e RINGS 

e EARRINGS 
e BRACELETS 
e GADGETS 


























DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


TIGEREYE 
CAMEOS . 


— All Sizes — 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN zoo. 


Importers 


17-23 John St. New York 





Jewelry Men Active in Wartime Drives Receive Scro}j 
In Recognition of Their Efforts from the Industry 


Members of the jewelry and allied 
trades in New York who participated 
in war work were honored last month 
with a scroll acknowledging their efforts. 
Presented by the directors of the various 
drives, including the American Red 
Cross, the New York National War 
Fund and the eight war bond drives, 
the scroll listed over three hundred 
prominent business men. 

“The industry is proud,” reads the 
citation on the scroll, “of its record 
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This scroll was presented to over 300 New 

York jewelry men in recognition of their 

efforts on behalf of the Red Cross, War 
Fund and War Bond drives. 


throughout the war years in connection 
with the American Red Cross, New 
York National War Fund and War Bond 
drives. In appreciation of each indi- 
vidual whose name appears below, those 
who directed the drives present this 
scroll with profound gratitude for a 
fine job well done.” 

Through the efforts of those whose 
names appear on the scroll, said G. H. 
Niemeyer, the jewelry industry of 
Greater New York contributed $880,000 
to the American Red Cross, $720,000 to 
the New York National War Fund and 
purchased more than $100,000,000 worth 
of war bonds. 

Named on the scroll are: 


Abel, Irving Boschwitz, S. 
Adels, Louis Boynton, Howard W. 
Agate, Jerome T. Branton, L. 

Ansen, William Bregman, Adolph 
Anderson, Andy Breiterman, Herman 
April, J. Broder, Irving 
Arnstein, A. H. Bromley, Harry J. 
Astor, Henry Bronstein, William 
Aszkenas, M. Brookman, A. 
Auch, Adam Brown, Alan L. 
Ballard, John Brown, Harry 
Bara, A Bruner, Marvin J. 
Baskin, HermanL. Brust, J. 
Baumgold, Louis Bulova, Ardé 

Beer, Walter F. Burke, Robert 
Belgard, Milton Cartier, Pierre C. 
Belman, E. M. Cartoun, M. Fred 
Benedict, Thomas Casse, Alfred 
Berger, Morris Charah, S. 

Berger, Tobias N. hopak, William 
Berkman, Irving Clipper, J. 
Berman, P. Cohn, Sigmund 
Bernstein, J. L. Cole, Fred V. 

Betz, Albert H. Conrad, Harrison 
Bick, Jules G. Content, Jack 
Birnbaum, Michel Cooper, Irving 
Blitz, Saul Crohn, Josh 
Bookbinder, A. Cutler, Louis 
Boord, Etta Davidson, Sidney 





Davis, Sereno 
Deneroff, Edward 
De Palo, Michael 
Devery, Edward 
Diefendorf, John W. 
Dinstman, Harvey S. 
Ditesheim, Gaston J. 
Doreson, Leon 
Dorsky, Sam 
Dreiblatt, Herman 
Dresner, Jack 
Dubrowin, H. 
Edelman, Sidney 
Hitelbach, Walter 
Esh, Barnett 

Evers, Henry 
Fabricant, Benjamin 
Fannon, J 

Farber, Louis 

Fein, Benjamin 
Feinstein, Joseph 
Feith, Carl 
Fiddelman, Sidney 
Field, David 

Fina, Michael 

Fine, William 
Finkel, J. 

Finn, Fred 

Finn, George 
Fisher, H. 

Flyer, Louis 
Forbath, J. 

Fowlie, William 
Frachter, J. 

Frank, Charles 
Frankel, Joseph 
Freed, Edwin 
Frisch, Edmund E. 
Furie, William 
Gardner, Harold S. 
Geldzahler, Joseph 
Gershberg, Max 
Gershey, Simon C. 
Ginsburg, Marcel 
Goldblatt, William 
Goldmuntz, Leopold 
Goldschmidt, H. 
Gordon, Sol 

Grant, Jerome L. 
Green, Edward 
Greenberg, Seymour 
Gross, Edward J. 
Gross, E. Werner 
Gross, H. 

Gsell, Roland 
Guilden, Morris 
Gutwirth, Charles M. 
Haber, Mendel 
Hall, John 
Hanauer, Morris B. 
Harris, George 
Healy, H. 

Henschel, Jesse 
Henshel, H. D. 
Herman, Harry 
Herzl, Max 
Heyman, Louis 
Hicks, Alfred H. 
Hirsch, M. Fred 
Hirschhorn, T. 
Hirshberg, Elliott P. 
Hittner, Samson 
Hoffman, B. 
Hoffman, H. 
Hoffman, Morris 
Hofman, Stephen W. 
Hunken, Richard 
Hyman, Eli 
Hymans, J. 
Hymans, Maurice 
Tsaacs, A. 

Jackson, Myron 
Jacobs, Max 
Jacobs, N. 
Jacobson, Henry T. 
Jacobson, Samuel W. 
Jacoby, Max 

Jolis, Albert E. 
Jolis, Bernard 
Jolis, Jac 

Joseph. Percy A. 
Kahn, H. 

Kahn, Tsidore 
Kahn, Walter N. 
Kamfer, Dave 
Kamins, Gus 

Kane, Sidney 
Kaplan, David J. 
Kaplan, Harry 
Kaplan, Lazare 
Kaplan, Leo 
Karlan, Jacob 
Karsh, A. 
Katzman, I. A. 
Kaufman, Arthur 
Kaufman, Harry G. 
Kaufman, J. 


Kaufman, Jose 
Kaufman, Jules 
Kaufman, Sam 
Ea 
ipnis, Jose 
Klein, Car] Is 
Klinick 
Koe, S 


Krehbiel, Edwar 
Kunstlinger, rend 
Kwiat, David 
Laine, Harold 
Lambert, Victor A, 
Landau, Sidney 
Lassner, Isidor 
Lassner, Lloyd 
Lazrus, Benjamin 
Lazrus, Oscar M, 
Lebowitz, Henry 
Lehman, Herman 
Leredu, Andrew 
Lessner, Barney 
Levine, J. 
Levinson, Adolph 
Levy, David 

Leys, James D, 
Liebowitz, David 
Linker, Mark 
Linthicum, Royal C, 
Lipton, Julius 
Lipton, R. 

Lubin, Albert J. 
Ludel, William 
Luria, Joseph J. 
Mack, Joseph 
Magid, Joseph D. 
Malawista, Lawrence 
Mann, J. Byrd 
Maringer, David 
Martens, C. H. 
Mastaloni, Anthony 
Mautner, Jesse 
Max, Carl 

Max, Murry 
Maybaum, Maxwellf 
McTeigue, Walter 
Meade, Irving J. 
Mehrlust, Jacob 
Mele, Emdio 
Mennerich, George 
Miller, Henry 
Morris, Norman M. 
Muhlfeld, Edward 
Munn, Richard C. 
Nathan, Bernard F. 
Nathan, Leopold 
Nelkin, Julian 
Newman, Nathan 
Niemeyer, G. H. 
O’Brien, William 
Ogush, William B. 
Ollendorf, Herbert 
Orenstein, Jack 
Orgel, Benjamin 
Osborne, Alexander 
Ozaroff, Jack 
Packer, A. O. 
Parker, Charles A. 
Paskow, C. E. 
Penkower, Louis 
Peters, Phineas 
Peterson, Henry 
Pierce, Sidney 
Pitkin, S. 

Pogul, Allan 
Price, Daniel 
Proujansky, Solomon 
Pusrin, Adolph 
Rappaport, Frank 
Reichman, Reginald 
Reinhold, A. 
Richheimer, Jerome 
Ridel, Nicholas 
Rivkin, Morris 
Rose, Jack 

Rose, Louis 
Rosenberg, Milton 
Rosenblum, Jacques 
Rosenblum, L. 
Rosenthal, Benjamin 
Rosenthal, S. 
Rosier, Paul 
Rothenberg, Murry 
Rubel, John 
Rubin, T. 

Rubin, Morris. 
Salivar, C. J. 
Salzman, Nat 
Sarkin, David 
Schaeffer, Jacob H. 
Schaeffner, W. 
Schafier, I. 
Schapiro, David 
Schecter, Samuel 


(Please turn to page 378) 
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q George Roufberg, formerly with the 
Speidel Co., is now representing Tessler 
& Weiss, manufacturing jewelers, 9 
Franklin Street, Newark, in the eastern 
territory. 

(Ted Coords, well-known Maiden Lane 
salesman, is now covering the east coast 
for Brod & Co., manufacturing jewelers 
of 26 Beecher Street, Newark. He re- 
mains eastern representative of Alex 
Osborne & Co. 

¢ Shiman Manufacturing Co. of Newark 
has taken over 50 per cent additional 
space in their building at 113 Monroe 
Street. They have moved their executive 
offices to the second floor, installing new 
fixtures and equipment. 

q Henry A. Jacobi of Yonkers, N. Y., 
formerly located at 581 Central Park 
Ave. has secured a new store at 771A 
Yonkers Ave. The new quarters will 
offer three times the present space. Mr. 
Jacobi, a 1923 graduate watchmaker of 
the Bowman Technical School, opened 
his first store 13 years ago. He is as- 
sisted by his wife, Kathryn M. Jacobi. 

q Adolf Schwarez of the Doxa Watch 
Agency, Inc., 580 Fifth Ave., left June 
18 via airplane for Europe to visit the 
firm’s factory in Le Locle, Switzerland. 
q The New York Jewelers’ Golf Asso- 
ciation held a golf tournament at Pomo- 
nock Golf Club, Flushing, on June 17. 


q The Sterl-Art Novelty Co., manufac- 
turers of novelty and costume jewelry, 
has moved its factory to 1740 Park St., 
Peekskill, N. Y. Its executive offices will 
locate in New York City. 
q Mrs. Agnes Grogan recently returned 
from a successful six-weeks trip to 
France and Czechoslovakia in search of 
goods for J. Leo Grogan Co., 225 Fifth 
Ave. In spite of shortages and other 
difficulties, Mrs. Grogan was able to ob- 
tain shipments of crystal, high-grade 
costume jewelry and giftwares such as 
Dresden china, peasant pottery and por- 
celain. She reports that the major diffi- 
culty in Czechoslovakian jewelry indus- 
try is the lack of skilled workers. 
q Somers-Ernst Co., Inc., manufacturing 
jewelers at 42 West 48th St., announce 
the opening of an office in Los Angeles 
at 707 S. Broadway. 
q Alvin J. Brett, recently released 
from the U. S. Navy, now is associated 
with his father’s firm, Morris Brett & 
Co., 12 East 46th Street, New York. 
Prior to entering the Navy, he at- 
tended St. John’s University, majoring 
in business administration. During the 
course of his naval career, he attended 
Millsaps College in Jackson, Miss., and 
received his commission as Ensign in the 
Naval Supply Corps at Harvard Uni- 
versity. Mr. Brett has been on active 
duty in the Navy for four years and 
has served aboard the U.S.S. Newcomb 
and U.S.S. Saratoga. His position with 
the firm will be in the sales department. 
q John Gray of Gray-Kamsly, 607 Fifth 
Ave., sailed June 20 on the Queen Mary 
to visit his brother who was recently 
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elected chairman of the Antwerp Dia- 
mond Bourse. Mr. Gray will also visit 
the diamond markets in Amsterdam and 
Antwerp in the interest of Gray Kamsly, 
Inc. 


q New name: The Mastercraft Jewelry 
Products Co., 2 John St., is now con- 
ducting its business under the name of 
the Valjean Watch Co. 


q Thomas G. Bowker, formerly with 
Krementz & Co., is now associated with 
Harry C. Schick, Inc., of Newark, as 
New York Sales Representative, with 
office in 347 Fifth Avenue. Mr. Bowker 
will call on the trade in New York City, 
New York State and New Jersey. 


Jewelers Urged to Give to 
Police Athletic League of N. Y. 


As Aid in Crime Prevention 


“The Police Athletic League is as im- 
portant a function of the Police Depart- 
ment as the Detective Division.” This 
statement was made recently by Deputy 
Police Commissioner James B. Nolan, 
president of the Police Athletic League, 
in opening the organization’s campaign 
for $500,000 to meet its 1946 budget re- 
quirements and enlarge its program. 

“The prevention of crime among ju- 
veniles by the police department, through 
the Police Athletic League, is as valu- 
able to the entire community as any 
other function of a modern police de- 
partment. Every child saved from tak- 
ing the first small step in the wrong 
direction today means the building of a 
good citizen for tomorrew,” Commis- 
sioner Nolan declared. 

“The Police Athletic League is an arm 
of the Juvenile Aid Bureau, which dis- 
covered fifteen years ago that the basic 
reason for many of the complaints re- 
ceived was misdirected play. Boys and 
girls with nothing to do and no place to 
go sometimes get into some small trou- 
ble, and often bigger things follow. 

“The Police Athletic League, therefore, 
uses recreation as a means to an end,” 
Commissioner Nolan said. “It gives our 
children the proper things to do under 
proper supervision and it seeks to in- 
still in growing boys and girls good char- 
acter and a sense of _ responsibility. 
Further, it develops a friendly relation- 
ship between our youth and those who 
enforce the law so that more and more 
the police are looked upon as a protec- 
tive rather than merely a_ repressive 
agency.” 

The Police Athletic League in 1945 
sponsored recreational activities for 225,- 
000 of the city’s children, all under 18 
years of age. 

The Police Athletic League is depen- 
dent upon private contributions. Busi- 
ness executives, professional groups, 
unions and civil service have joined to- 
gether to fulfill this year’s obligations to 
the youth of New York City. With its 
associate Membership-Donation Drive 

(Please turn to page 891) 
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198 Broadway New York, N. Y. 
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Chicago Better Business Bureau Sets July Deadline 
For Improvement of Advertising Copy, Illustrations 


In an eifort to clean up advertising 
practices in the Chicago area, the Chi- 
cago Better Business Bureau, in covper- 
ation with the jewelers’ associations, has 
set up standards for proper jewelry il- 
lustrations and given until July 1 for 
a general improvement. 

The rules are: “l. The practice of 
using statements, illustrations or lay- 
outs in the advertising of jewelry, which 
are false, deceptive or misleading with 
respect to metal, substance, quality, 
grade, shape, size, color, guarantee, de- 
sign, origin, or mounting, or which in 
any other manner are misleading to the 
public shall not be employed. 

“2. The practice of using illustrations 
which depict a stone as having more sur- 
faces than is the fact, or which show 
any part of the article out of propor- 
tion to the balance thereof, or as having 
a different shape, is misleading and shall 
not be used.” 

The second rule is the vital one since 
it brings out into the open a long-flour- 
ishing abuse. Enormous blow-ups of 
drawings of rings “enlarged to show 
detail,” but actually distorted out of all 
proportion are aimed at in this rule. 

Said the Better Business Bureau: 
“Close examination of Chicago jewelry 
advertising will disclose many advertis- 
ers are meticulous regarding illustra- 
tions but that others use cuts of stones 


SPECIAL ‘ SPECIAL 


enlarged several times in propor} 
the size of the mounting. ‘Some a bg 
tisers, in type not too conspicuous 
a statement to the effect that th 
trations are enlarged to show desj n.” 
Another _misrepresentation aaa 
harmful, according to the bureay sth 
use of illustrations which show diamond 
as having more cut surfaces than jg the 
fact. For example, diamond wedgj 
rings selling around $15 were pletunes 
- having full cut diamonds whereas 
the stones had irregular ; i al 
cut surfaces. 4 = = 
From another quarter come 
vehement but more cheerful criticiew 4 
this type of advertising. In the “Twen¢ : 
four Karat Bugle,” organ of the Jewd. 
ers 24 Karat Club of Southern (aj. 
fornia appears a-reproduction of an aq 
offering “special . . . this gorgeous ri 
set with eight perfect diamonds , ’ 
$67.50, tax included.” Comments the 
Bugle: “It sho’ is a special . . . I often 
wonder who is kidding who. Granted 
that it attracts attention and brings in 
prospective buyers. How long do they 
remain prospective when they are shown 
the $67.50 set with a four pointer and 
seven rose cuts (or worse)? Or do they 
like being high pressured into a $295 
deal? ... My inner self tells me that we 
aren’t so smart as we think we are... 





> Carry 
illus. 
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810 — $36.00 
RUBY-DIAMOND GENTS’ RINGS 
ALL PRICES KEYSTONE 
HOUSE OF OLAND 


Manufacturing Jewelers 


65 NASSAU ST., N.Y. 7, N.Y. 
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PARCHMENT, ETC. 


Send for Catalcg 
HALSEY ST 
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REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 
M. J. STERN 
61 Beekman St. New York CHy 











not nearly so smart.” 





Honor Scroll 


(From page 376) 


Scheer, Otto 
Schliff, Jack 
Schliff, Joseph 
Schulman, L. 
Schwab, W. Maters 
Schwartz, B. 
Schwob, Louis 
Seale, Claude 
Selig, Seymour 
Sherry, Morris 
Shimansky, Molly 
Siegel, H. 
Sievering, H. 
Sievering, P. 
Sigman, Jack 
Silverstein, Blanche 
Simons, Louis 
Skalet, Philip 
Slesinger, Charles 
Smit, Pete 

Smolin, Harry 
Solow, Jack 
Spandel, H. R. 
Spellmeyer, George 
Sperling, Henry L. 
Speyer, Jacques 
Spier, I. 

Spira, Arnold 
Spira, Jacques 
Spodick, Harry 
Steiner, Samuel 


Sverdlik, Aaron 
Swartzberg, Ben 
Swerson, Benjamin 
Swezey, Edwin W. 
Teicher, Maxwell 
Tenen, Isidore 
Thiese, J. E. 
Trilsch, Louis 
Turner, Lee 
Ullman, Charles 
Untermeyer, Martin 
Van Berg, Bart 
Van Berg, Solomon 
Van Berg, William 
Van Dam, Carl 
Van Itallie, Dorus 
Van Moppes, M. L. 
Veit, Robert O. 
Waener, E. 
Wagner, William 
Walden, Al 
Warren, Fred 
Wasserman, H. 
Weill, Milton 
Weinberg, David 
Weissburger, David 
Wemple, Francis H. 
Wexler, M. 

Wiener, Edward 
Williams, H. Russell 
Williams, Leon 


Steinman, Herman M.Winston, Frank 


Stern, H. James 
Stern, J. Ernest 
Stern, Max 

Stern, Edward L. 
Stern, Nathan 
Stern, Milton W. 
Suderow, Morris 
Sumnick, Edward 


Winston, Harry 
Wolf, Abraham 
Wolf, Charles 
Wolf, Max 

Wyler, Seymour B. 
Yard, Raymond C. 
Young, Bert F. 
Zaslav, L. 


Towle Promotes Two Executives 


New York 24K Club Holds Annual 
Golf Outing at Essex County 
Country Club on June 26 


The annual golf outing of the Jewel- 
ers’ 24 Karat Club of New York City 
was held June 26 at the Essex County 
Country Club, West Orange, N. J,, Wil- 
liam B. Ogush, vice-president of the 
club, proved himself a worthy chairman 
of the entertainment committee. 

Prizes were awarded to the following 
winners in the golf tournament: B., F. 
Young, high gross; Edward L. Stern, 
low gross; A. H. Biggs, low net; H. H. 
Gibson, kickers prize, and A. C. Rutan, 
who was both runner up and nearest 
to pin on the ninth hole. 

Winners in the various field events 
were: Harold Alberts, bowling on the 
green; Julius Kaufman, short golf; 
Howard H. Hetherington, horseshoes; 
Julius Kaufman, putting contest. 

Robert Quayle won the President's 
Cup Trophy. 

Alpheus L. Brown, one of the oldest 
members of the club, was extended 4 
hearty welcome. 


—— 


Repair Prices 
(From page 363) 


Col. Harry D. Henshel, vice-president 
of the Bulova Watch Co. on the Bulova 
plan for rehabilitation of disabled vet- 
erans. 


The following were elected to office 
in the Wisconsin Watchmakers Associ 
tion: Richard R. Meissner, Racine, preé 
ident; Hans Jensen, Racine, vice-prest 
dent; C. G. Anderson, Milwaukee, se 
retary; Joseph Soltis, Milwaukee, tret 
surer; Mac Guretzke, Milwaukee, I® 
tional trustee; Warren Te Ronde, M 
waukee, technical director. 


The board of directors of the Towle 
Manufacturing Company of Newbury- 
port, Massachusetts, have appointed 
Charles C. Withers vice president and 
assistant general manager of that organ- 
ization. Mr. Blair Macomber, who has 
been with Towle for a year, has been 
elected to the position of assistant treas- 
urer in Mr. Withers’ place. 





WATCH REPAIRING 
FOR THE TRADE 
FAST GUARANTEED SERVICE 
WESTERN ELECTRIC TIMEMASTCR 
REASONABLE PRICES 
PRICE LIST AND REFERENCES 
UPON REQUEST 
PERFECT WATCH REPAIR SERVICE 
207 East 33rd Street, New York 16, N. Y. 
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The Track was Muddy but there was | 


Fun for All at Boston Club Outing | 





Here's a camera-eye view of the goings on at the Boston Jewelers Club outing at the New 
Ocean House, Swampscott, June 6. In photo | we have the boys lined up for the sack race, | 


not a sad sack among them. Herbert L. Thomae (right) of Charles Thomae, Inc., Attleboro, 
gave the starting signal. Participating in the finals of the potato race (picture 2), are, 
left to right, Jason Solomont, Boston; M. Cadoret, Woonsocket, R. |.; and Clarence Lund, 


also of Boston. Cadoret and Lund were the winners. Snapped as they watched the soft 


ball game (picture 3) were, left to right, James H. Parks, Albert Kerr, Carl F. Lawton, Roy 
Brooks, Roy Spring and Charles Thomae, Jr., in charge of the game. Fred Kunz, center 
(picture 3) registers disapproval as he loses the “tape race” to John Peterson, right. 


New England’s weather man, wholly 
unpredictable at all times, and an ex- 
treme “wet” during the last two months, 
was kindly disposed toward those at- 
tending the annual outing of the Boston 
Jewelers Club at the New Ocean House, 
Swampscott, Mass., on June 6. Slightly 
wet grounds, with accompanying slip- 
pery grass, made the soft-ball game all 
the more exciting, especially when it 
came to sliding the bases—frequently an 
unscheduled event as players slipped all 
over the place. Winning team com- 
prised Messrs. Salisbury, Solomont, 
Burque, Swenson, Lund, Schatz, Coburn, 
Noury, and two of the Cadoret boys 
from Woonsocket, R. I. The game was 
in charge of Charles Thomae, Jr. The 
golf tournament, in charge of J. Gould 
Cook, was won by the foursome of Cot- 
ter, Swanton, Cook, and Brown. The 
three-legged race, Fred T. Widmer in 
charge, was won by the teams of Her- 
bert Guiness and Sherman Schatz, and 
Roy and Roland Cadoret. The potato 
race, with Roy Brooks in charge, was 
won by M. Cadoret and Clarence Lund. 
Herbert Thomae had charge of the bag 
race, which was won by Robert Burque 
and John Swenson. Topping all for 
popular interest was the tape race, un- 
der the leadership of Gustav Hennings. 
Contestants in three heats had to tear 
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Wet grounds accounted for several ground- 


ings in the soft ball game. Above, Frank 
Stockinger, left, of A. Stowell Company, 


and Jason Solomont show what base sliding | 


does to one's base. 


12-foot lengths of paper ticker tape in 
two lengthwise. The final was won by 
John Peterson and Charles Thomae, 
Sr., came in second. Following a fine 
shore dinner, the entertainment features 
were in charge of Carl F. Lawton, Roy 
Brooks, and Ellsworth W. Read. 


— 








Earrings in various patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 
ve Knot Ring—14 Kt Red and Green 
lid Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line eof 
Geld, Platinum and Enam- 
eled Novelties, including 
Vanity. Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 


Manufacturers 
64 West 48th Street 
New Yort 











ENCRUSTERS 
STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York 7, N. Y. 




















(Before) 


Wa. HERTEL&CO., INC. 





GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 





(After ) 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“28 years at the same 
address” 











PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 


60 Branford Pi. Newerk 2, N. J. 
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Original 
Headquarters for ... 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 


Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Mlehigan 9966 TUcker 2968 














WITH THIS BIRTHSTONE AND 

WEDDING ANNIVERSARY 

POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 

Complete line of advertising gift items. 


VICTOR £—. LEDERER CO. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











OPA Cautions Manufacturers 
Against Applying for Changes 
In Conditions of Sale 


Manufacturers of consumer durable 
goods are being cautioned by the Office 
of Price Administration against apply- 
ing for unpermissible changes in their 
conditions of sale. 

Until recently, OPA regulations have 
required manufacturers to maintain the 
terms, discounts, price differentials or 
other conditions of sale they had in ef- 
fect March, 1942, or later properly cs- 
tablished under the applicable regula- 
tion. 

Under Amendment 78 to MPR 188, 
effective April 15, 1946, however, a man- 
ufacturer is permitted to apply to OPA 
for permission to change his condition 
of sale. The Price Administrator may 
grant permission to make the proposed 
changes when there will be no resultant 
increase in the general level of prices 
to each class of purchaser and when 
the changes will not interfere with the 
purposes of the Emergency Price Con- 
trol Act of 1942, as amended. 

For example, many manufacturers 
have indicated that certain proposed 
changes in their marketing procedure or 
discount structure would actually re- 
sult in a net saving to their purchasers 
and the ultimate consumers. 

However, OPA wants it well under- 
stood that, since credit terms are an 
integral part of a seller’s general price 
structure, the general rule is that any 
reduction in credit terms, whether a 
percentage reduction in discount or a re- 
duction of time in which payment jis 
made, is regarded as increasing the gen- 
eral level of a seller’s maximum prices. 
Consequently, applications for changes 
which would result in a tightening of 
credit terms, in general, cannot be 
granted. 

These applications will not necessarily 
be. granted merely on the showing that 
no increase in the general price level 
will result. For example, a manufavc- 
turer might want to increase his list 
price and correspondingly increase his 
discounts granted on such price. Even 
though net prices to his purchasers 
might remain the same or be reduced, 
it might be necessary to deny the ap- 
plication if it appeared that the pro- 
posed change would result in the de- 
velopment of inflationary tendencies. 
This is especially true in the case of 
certain industries, or in the case of the 
products of certain manufacturers, 
where a list price tends to become or 
to influence the price which the ulti- 
mate consumer pays. 

If manufacturers would keep these 
points in mind, they would be in a posi- 
tion to save themselves the trouble of 
filing applications which cannot be 
granted, and to lighten appreciably the 
administrative load borne by OPA. 


American Gem Society 
Announces Title Awards 


Announcement comes from the Ameri- 
can Gem Society that the title of Regis- 
tered Jewelers, A.G.S. has been awarded 
to the following: 

Miss Johnnie Byrd, G. W. Lawton Co., 
Orlando, Fla.; J. Richard Argo, Argo 
& Lehne, Columbus, O.; Richard N. Tal- 
cott, Talcott Bros., Olympia, Wash.; and 
Louis Lachicotte, P. H. Lachicotte & Co., 
Columbia, S. C. 





WINNING AWARDS 


Watches are still not too plentiful, byt 
when it comes to sports, D. C. Kelly Little. 
page will stop at nothing to supply the 
winning team with trophies. Above, Mr. 
Littlepage, manager of the Gem Jewelry 
Store in Orange, Tex., delivers 51 watches 
to the local Lions Club chairman, to be 
given to players in the all-star Texgs. 
Louisiana Bowl game. 


Swiss Watch Firm Head Visits U, S, 
To Get First Hand Picture of 
American Jewelers’ Watch Needs 


Leo Meyer, director-general of Meyer- 
Studeli of Soleur, Switzerland, makers 
of Roamer and Medana watches, has re- 
turned to Switzerland after visiting a 
number of important cities in this coun- 
try. The purpose of this visit was to 
talk directly with retailers of mass pro- 
duction watches with an eye to complete 
understanding of their merchandising 
problems and the American retail 
jeweler’s needs. 

With Mr. Meyer was his nephew, Max 
Meyer, who will remain in this country 
to keep in close touch with American 
mechanical requirements and American 
merchandising. Stanley, Moser, Vice- 
President of Louis Aisenstein & Bros, 
Inc., sole distributor in the United 
States of the Medana and Roamer 
watches made by the Meyer-Studeli firm, 
accompanied the Messrs. Meyer on their 
trip through America. 

Meyer-Studeli has been a leader in 
the mass production movement in 
Switzerland since 1888 and is one of the 
largest manufacturers of popular priced 
watches in the world. 


Waltham School of Watchmaking 
Catalog is Handsome, Informative 
Review of Training Program 


A handsome, fully illustrated catalog, 
outlining the work of the Waltham 
School of Watchmaking has been pub- 
lished by the Waltham Watch Co. A 
state aided vocational school, the insti- 
tution was founded in 1943 to trail 
watchmakers to fill the growing needs 
of the trade. 

In addition to giving details of the 
faculty, and curriculum of the school, 
the catalog also contains an interesting 
account of the place of Waltham in the 
watch industry. Photographs of 
factory and environs enhance the hook- 
let. 

Copies of the catalog and further in- 
formation about the school may be ob 
tained by writing to the Waltham Sc 
of Watchmaking, 55 School St. Wak 
tham 54, Mass. 
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U. S- Dismisses its Suit Against Elgin, 
other Anti-Trust Cases Still Stand 


The government has dismissed its anti- 
trust suit against the officers and em- 

loyes of Elgin National Watch Com- 
a With the consent of the company 
and the government, the company plead- 
ed nolo contendere and was fined $5,000 
without any testimony being taken. 

The suit, which was instituted in No- 
yember of 1941 when a grand jury in 
New York City returned an indictment 
against the company, was one of several 
brought against American watch firms. 
Similar suits were instituted against the 
Hamilton and Waltham watch companies 
and a number of wholesalers who were 
handling the products of the three com- 
panies. Suits are still pending against 
all except Elgin. 

Action in the cases was postponed dur- 
ing the war at the request of the armed 


services because of ‘the importance of 
the production of the three companies 
to the war effort. 

The suits revolve around a charge 
made by the government that the three 
companies conspired in restraint of trade 
against catalog houses, upstairs houses, 
sub-jobbers, etc. 

Said the original indictments: “The 
acts performed by the defendants .. . 
have had the effect . . . of preventing 
numerous catalog houses, sub-jobbers, 
upstairs houses, wholesalers and retail- 
ers from buying, selling, distributing or 
dealing in (Hamilton, Elgin or Wal- 
tham) products, and of thereby restrain- 
ing trade and commerce in said products 
among the several States of the United 
States.” 








Contributions in Fight 
Against Bigotry Reach 
New High Says Henshel 


Hitting a new high in contributions 
to aid the fight against religious bigotry, 


the Jewelry and Allied Industries raised: 


$75,000 in behalf ‘of the 1946 campaign 
of the Joint Defense Appeal, at a dinner 
held recently (Thursday, June 27) at 
the Waldorf-Astoria Hotel. 

Lt. Colonel Harry D. Henshel, of the 
Bulova Watch Company, is serving as 
chairman of the industry-wide effort to 
support the pro-democratic programs of 
the American Jewish Committee and the 
Anti-Defamation League of B’nai B’rith 
in defending the civil liberties of minor- 
ity groups. The activities of these two 
agencies are made possible by the annual 
Joint Defense Appeal campaign, Col. 
Henshel explained, adding that the JDA 
goal for 1946 is $5,000,000. 

Guest speaker Quentin Reynolds, not- 
ed foreign correspondent and radio com- 
mentator, pointed out to 250 trade execu- 
tives who were present at the affair, 
that “scapegoatism is an ancient trick” 
employed against minority groups by 
power seeking persons. 

“Today, the hooded knights of the Ku 
Klux Klan, the rabble-rousers and hate- 
mongers are using similar techniques 
against the Jewish people as a subter- 
fuge to destroy the democratic rights 
of all Americans,” he warned. “They are 
parasites nurtured by discrimination and 
bigotry. 

Col. Henshel hailed the $75,000 con- 
tributed by the trade “as an indication 
of the Jewelry and Allied Industries 
determination to help stamp out anti- 
Semitism in the United States.” He as- 
serted that the large turnout for the 
event was an expression of the indus- 
try’s sentiment to form a solid front 
against the peddlers of hate. 

Besides Colonel Henshel other officers 
of the Jewelry drive are: co-chairmen, 
Oscar M. Lazrus, of Benrus Watch Co., 
Aaron Sverdlik, of Robinson & Sverdlik, 
and Milton Weill, of Arrow Mfg. Co.; 
associate chairmen, Alexander E. Arn- 
stein of Arnstein Bros. & Co., Charles 
Barnett, M. Fred Cartoun, of Longines- 
Wittnauer Watch Co., Benjamin Fich- 
berg, of Eichberg & Co., and Oscar Hey- 
man, of Oscar Heyman & Bros. 
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Maiden Lane Outing 
(From page 372) 


won by Jack Carling and Art King. 
Runners-up: Sol Diston and Vince Chap- 
man. 


The darts contest, surprisingly not 
won by ex-GI’s with the benefit of prac- 
tice in England’s “pubs,” was won by 
Jerry Grant. Jack Goldenberg took sec- 
ond place and Charles Levine ranked 
third. 


The golf tournament was won by 
Larry Ludwig, with Charles Levine 
placing second and Norman Ullrich 
third. 


The potato race was won by Herbert 
Asche, with Jack Carling placing second. 

Irving Medney won the baseball 
throwing contest which involved tossing 
— home plate into a barrel at second 
ase. 


The winning softball team was cap- 
tained by Dave Weinberg. 


Members of the committee for the 
successful 1946 Maiden Lane Outing in- 
cluded Arthur J. Tuveri (JC-K), chair- 
man; Andy Anderson (Ripley & 
Gowan; Harry Blasi (Barasso & 
Blasi); Ted Coordes, (Alex Osborne & 
Co.); Julius Hurley (Hurley Watch 
Co.); Ed Schuster (M. J. Schuster); 
Louis Nussbaum and Chris Staiger 
(Longines-Wittnauer). The officers of 
the Maiden Lane Outing Society for 
1946 include: Dave Weinberg, president; 
Andy Anderson, vice-president, and 
Jerome L. Grant (American Jewelry 
Distributors), perennial secretary-treas- 
urer. 


ee 


GIA Courses 
(From page 368) 


son, and lasting two weeks. It is de- 
signed primarily for students enrolling 
in Course No. 012 who wish to complete 
it in a shorter period than would be pos- 
sible through home study. The cur- 
riculum will cover the first section of 
Course No. 012 and the diamond assign- 
ments, but does not include silverware 
or jewelry manufacturing. No examina- 
tion for titles is to be given. The course 
will be given by Dr. Ralph Holmes, who 
conducts Columbia University’s gem 
course, and Robert M. Shipley, Execu- 
tive Director of the G.I.A. 





WATCH REPAIRING 


A BETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers 
help you build a successful 
watch repair department. We 
are in a position to offer you 
excellent service and good 
workmanship at moderate 
prices. 


You have our personal assur- 
ance of a perfect repair for 
every job mailed to us, and we 
will assume the responsibility 
thereafter. 


Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion 
at earliest possible date. 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 











mw WATCHMAKING @ 


Construction, repair, adjustment 
New Complete Practical Course in Horology 
For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate- 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 

We supply tools, materials 
at lowes} cost 
FREE CATALOGUE 

4 MODERN TECHNICAL BOOK CO. 

Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
= <i Watchmaking, Jewelry, Metal. ~-— 
craft, Gems. Free catalogue. 




















eContracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave.. N.Y. 














ATTENTION 
MANUFACTURERS & JOBBERS 
—— on us to do your contracting 
ur jalty is Ladies’ & Gents" 
Cast Rings and Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 
170 East 51st S#. New York 22, N. Y. 




















WATCH PARTS 
— TOOLS — 
SUPPLIES 


[DEANS 


WAT CH Price List C 
ATERIALS DEAN waAtcH Cox] 


116 NASSAU ST, NEW YOR 
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K. NYGAARD 


Formeri: 
oe arg PARIS 


NEW YORK 
GENEVA 


Jeweler and Model Maker 

Platinum — Gold — Palladium 

High Class Hand Made and 
Mfg. Jewelry and Watch Cases 


for 
Retailers © Manufacturers 
Stone Dealers © Jobbers 


Waterbury, Conn. 














GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA. ine. 


Dept. J-7, 541 S. Alexandria, Los Angeles 5, Calif. 
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© NEW ENGLAND 


q In line with plans for hiring veterans 
whenever possible, the Nathaniel I. 
Goodman Company, Jewelers Building, 
Boston, has just taken on Edwin F. 
Hopfgarten, Jr., as part of its sales 
force. Edwin is the son of E. F. Senior, 
diamond-setter in the Jewelers Building, 
and is just back after three years in the 
Pacific with the U. S. Coast Guard. 

q Gilbert Ryder, for a number of years 
in the Washington Building, Boston, has 
sold out his business to Louis Lief & 
Son, formerly on the 7th floor of the 
Jewelers Building, who will now carry 
on the business. Mr. Ryder has gone 
to Sacramento, Calif., where he has 
joined the firm of Gensler-Lee, Inc. 

q A new firm has opened in the Provi- 
dence Building, Boston, under the name 
of Ferrguto-Frankel Company, Mr. 
Frankel formerly being associated with 
George Epstein, in the Jewelers Build- 
ing, and Mr. Ferrguto with Samuel 
Fagen, Providence Building. 

q Myer Kassner, of Laconia, N. H., has 
retired from business as of June 30, his 
business being taken over by “Jack” 
Cecil Sawyer, formerly associated with 
his father, Alexander Sawyer in the 
Jewelers Building. The firm will now 
be known as Jack C. Sawyer, Kassner’s 
Jewelry Store. 

q Mrs. Rose Marshall, of the Travis, 
Farber Company, Jewelers Building, 
Boston, is on an extended vacation trip 
to the Canadian Rockies in her new 
Chevrolet. 

q The Travis, Farner Company, estab- 
lished in Room 909 Jewelers Building in 
1916, will mark its 30th anniversary this 
fall by a complete renovation of the 
place and the installation. of new fix- 
tures. 

q Jason L. Solomont, diamond dealer, 
has moved from Room 910, Jewelers 
Building, Boston, to Room 903, where 
he has a newly partitioned office. 

q Out-of-town visitors noted in Boston 
jewelry circles recently included: Mr. 
and Mrs. Farl Wilson, of Springfield, 
Vt.; Mr. and Mrs. Monte, of Fall River, 
Mass.; E. W. Rogers, of New I.ondon, 
Conn., E. J. Daigle, of Winchendon, 
Mass.; Irving Moody, of Waterville, 
Maine; John Trask, of Ludlow, Vt.; and 
Mrs. Ella Darragh, of Claremont, N. H. 
q William A. M. Kenney, of Athol, 
Mass., is reported to have sold out his 
business to the Washington Jewelry 
Company of Boston. 

q Messrs. Couturier and Cummings, both 
formerly with Desjardines, jewelers, in 
Manchester, N. H., have opened up a 
new store there. 


| q I. L. Levine, with the Olympia Jewelry 


Co., New Bedford, Mass., is now con- 
valescing from a recent long illness. 

q Sandler’s jewelry store at Gloucester, 
Mass., opened a summer store at the 
exclusive Magnolia resort. 


q The Charles W. Alsterlund Company, 


Washington Building, Boston, is doing 
a complete job of renovation, installing 
new lighting fixtures, and generally un- 
dergoing a nice bit of face-lifting. 


| @ Several other firms also are doing ex- 





tensive renovating in both the Jewelers 
and the Washington Buildings. Amop, 
these, Nazarian Brothers, 815 Washing. 
ton Building, have just completed the 
redecorating of their new place of busj- 
ness. 

q The Gorham Manufacturing Company 
has granted a 10 per cent general Wage 
increase to all factory and office em. 
ployes, retroactive to June 3. The boost 
affects all day and piece work rates, 

q In one of the first promotions of low- 
priced watches in some time, Gerber’s 
of Providence advertised a well-known 
brand at $3.25 plus tax. The watches 
has leather straps and were restricted 
to one to a customer. 

q The Dinetz Block, one-story brick jp. 
dustrial building at 75 Gano ‘Street, 
Providence, has been purchased by Ed- 
ward W. Smith who will use the build 
ing to manufacture jewelry. The build- 
ing contains 6000 square feet of floor 
space and is being renovated and al- 
tered for jewelry use. The land area is 
approximately 15,000 square feet and 
extends to the Seekonk River. 

q Christopher L. Migliaccio, president of 
Hingeca Vanities, who was_ injured 
critically April 2 by an_ unidentified 
gunman who shot him twice in the ab- 
domen, has been discharged from the 
hospital and has returned to his home, 
The police are still investigating the 
shooting but have rejected the family’s 
theory that robbery was the motive. 

q William Pierannuzzi of Providence has 
taken out a permit to build a jewelry 
manufacturing plant in that city at an 
estimated cost of $4000. The American 
Standard Watch Case Company has re- 
ceived a permit for a one-story addition 
to their manufacturing building in 
Providence at an estimated cost of $1750. 
Still another permit was granted to the 
Arden Jewelry Manufacturing Co. for 
alterations to its building at an esti- 
mated cost of $5000. 

q Trifari, Krussman & Fishel, Inc., is 
moving its manufacturing plant from 
162 Clifford Street to 225 Chapman 
Street, Providence, where it will occupy 
two floors of the plant formerly occu- 
pied by the American Bosch Company. 
The Marner Jewelry Company is mov- 
ing from 51 Empire Street to 43 Hos- 
pital Street and the Gem Manufactur- 
ing Company is moving from 11 Ward 
Street to 901 Eddy Street. 

q The three daughters of Filippo Cala- 
bro have become members of his jewelry 
electroplating firm, the F. Calabro Co, 
Inc. The daughters will serve as vice 
president, secretary and treasurer, Te 
spectively. The firm is taking over the 
third floor of the Manufacturers’ Build- 
ing, Providence, as part of its expal- 
sion program. 

q The jewelry plant at the corner of 
Baker and Eddy Streets, Providence, 
has been sold by Mary F. Barker t 
J. Edward Mariano. The purchaser Te 
ceived a mortgage of $25,000 from 4 
local bank for the purchase. 

q Still another break in Providence 
jewelry plants was reported to police 
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This time it was the theft of 317 gross 
of pearl beads at the B. & D. Manufac- 
turing Co. on the second floor of the 
shop at 17 Byron Street. 

4 Joseph Migliori of Cranston and 
Daniel A. Scullian of Pawtucket were 
released under bail after they pleaded 
not guilty on charges of purchasing and 
using silver unlawfully in their work 
as officials of the Rainbow Jewelry Co., 
Inc. Both are under bail on charges 
brough previously as to certificates on 
the quota of silver to which their com- 
pany was entitled to use. They were 
accused of giving false estimates of the 
amount. 

q Coro, Inc., has filed with the Se- 
curities and Exchange Commission a 
registration statement covering 134,814 
shares of no par value common stock. 
Of the total, 59,814 shares will be 
offered stockholders at the rate of one 
new share for each seven held. The 
statement said certain stockholders have 
waived their rights to subscribe for 
45,600 shares and six shareholders have 
agreed to sell 75,000 shares. The shares 
will be offered publicly by an under- 
writing group headed by Emanuel, Deet- 
jen & Co. of New York. Proceeds from 


.the sale of the stock will be used to 


enlarge and rehabilitate the company’s 
manufacturing plant in Providence. 

q Cupid is on the rampage in Providence 
this year with the number of marriage 
licenses running approximately 50 per 
cent ahead of last year. According to 
Dr. Joseph Smith, first deputy superin- 
tendent of health, the total thus far this 
year is more than 500 ahead of last 
year. 


q The Providence jewelry stores clos- 
ing Mondays report that they are per- 
fectly satisfied with the arrangement and 
that business for the five-day week is 
running well ahead of last year’s six-day 
periods. One large store said that they 
are experiencing extremely busy Mon- 
days and Saturdays and, in addition, 
their help is more than content. Some 
of those jewelry stores open Mondays 
also are satisfied with their business 
volume on that day. 


q Jewelry factories in the Providence- 
Attleboro area continue to be hindered 
by shortages of materials and labor al- 
though the latter has ceased to be a 
problem with many of the companies. 
Inventories of silver are extremely low 
while brass deliveries are anything but 
ample. Illustrating the improvement in 
the labor supply is the report of the 
Rhode Island State Director of Labor 
which shows that the number of wage 
earners in Rhode Island jewelry and 
silverware plants have increased 31.3 
per cent over last year. Nevertheless, 
several of the plants continue to ad- 
vertise for help, particularly the skilled 
variety. Wages in the plants have 
shown steady increases over last year. 


q The place occupied by Alfred F. 
DeScenza and Douglas C. Woodman, 
also is undergoing special renovation, 
with new ceiling, new lighting fixtures, 
and new showcases and counters. Doug- 
las Woodman is on vacation during the 
alterations, 

4 When it comes to alterations and face- 
liftings, however, it has remained for the 
new firm of Mahar and Engstrom, suc- 
cessors to the Harkins & Murphy Com- 
Pany, to leave visitors astounded when 
they step out of the elevator opposite 
the new glass-brick doorway which has 





replaced the conventional type of en- | 
trances in the building. Stepping through | 


the all-glass door, visitors find the 
newest in zig-zag counters which afford 
comfort and convenience to customers 
and clerks alike. This rapidly growing 
concern, known as the East’s leading 
watchmakers and jewelers supply house, 
has installed new sound-proof ceilings, 
special rubber-tiled floor, new glass- 
brick partitions for private offices, new 
fluorescent lighting fixtures, and dozens 
of new drawers and cases for repair 
parts. A real transformation job which 
has left the place hardly recognizable 


| 


except for the familiar happy faces be- | 


hind the counters. 


q Following the annual custom, most of | 


the offices in both the Jewelers and the 
Washington Buildings have closed down 
on Saturdays during June, July, and 
August. 

q Earle H. Glidden, just honorably dis- 
charged from the Navy, has joined his 
father in the firm of L. S. Glidden Com- 
pany, Washington Building. 


4 Mrs. Gladys Peabody, of the Diamond 


Repair Department, 


Smith-Patterson | 


Company, is convalescing from a recent | 


operation. 

q Edward Sostek, son of. David Sostek, 
Washington Building, Boston, is home 
from service with Uncle Sam’s Navy 
in the Pacific. Son Allen returned from 
service, also, a couple of months ago. 

q Sigmund Barber, of S. Barber & Sons, 
Washington Building, Boston, is back on 
the job after several weeks’ illness. Dur- 
ing his absence, son Philip and daughter 
Jane carried on, the latter stringing 
beads, as usual, day in and day out. 





Journal of Commerce Publishes 
Booklet on New Products and 
Services Born of the War 


To keep the American business man 
posted on all innovations now being 
marketed by Industry, a new 32-page 
tabloid entitled “New Products and 
Services” has just been published by the 
N. Y. Journal of Commerce. More than 
500 new products—from warborn syn- 
thetic raw materials to the latest house- 
hold gadget—are described in this study. 
Copies may be had at 50 cents each from 
the N. Y. Journal of Commerce, 63 Park 
Row, New York 15, N. Y. 


Many of the products that have come | 
to market in recent weeks seemed fan- | 


tastic to even the post-war planners a 
few. short years ago. Plastics head the 


list, The Journal of Commerce finds. | 


They have come out of the gadget stage 
to replace metals in machine parts, ad- 
hesives in sporting equipment, to gain 
a place in textiles and household decora- 
tions, and to seek a large share of the 
hundred million dollar toy market. 

New uses of electronic equipment in 


industry, new hard surface wall cover- | 
ings, more single-storied factory plants | 
with lighter steel and more floor space, | 


far-reaching expansion in frozen foods, 
and rust preventing cutting lubricants 
are among the many developments dis- 
cussed in this “New Products” study. 
Other innovations described by The 
Journal of Commerce include golf balls 
made of molded nylon . . . draperies 
whose glow lights a room . . . dishes 
which may be hurled without breaking 
and Christmas tree ornaments that glow 
brightly but require no wiring. 


| 
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32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 
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Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 
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ON THE TRAIL OF 
FALL MERCHANDISE? 


Daily we're receiving new 
items necessary for your Fall 
Business. For results send 
your orders early. 


We have pledged 





Have you? 


INC. 
Baltimore |, Md. 
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q Houston Roberson, a graduate of 
Cedartown High School in 1943 and a 
recently returned veteran, has joined the 
sales force of the Jewel Box at Cedar- 
town, Georgia, and has been appointed 
assistant to Manager William Pardue. 
q Extensive renovations have been made 
on the store occupied by Gainesville 
Jewelers at Gainesville, Georgia, dou- 
bling the floor space. 

q Burt’s Jewelers, located at 750 Broad 
Street, Augusta, Georgia, believes in 
good lighting. 

The store is lighted by five shielded 
fluorescent units, each of which contains 
four 40-watt lamps, and recessed incan- 
descent flood lamps that are spaced be- 
tween the fluorescents and at the ends of 
the row. There are six of these incan- 
descent fixtures. After six months of 
use, the lighting system provides 76 foot- 
candles at counter-level in the center of 
the store. At the counters themselves 
light measures 46 footcandles. The gen- 
eral lighting averages 56 footcaridles. 

The ceiling of the jewelry store is 
painted ivory; the walls peach. The rear 
area over the office is cove-lighted by 
fluorescence. Street window displays are 
highlighted by spot lights. 

q A new jewelry store, Klausman 
Jewelry Co., opened in mid-May at 
Atlanta. It is owned by Nat F. Klaus- 
man, ex-Army, and Jerome A. Klaus- 
man. 

q Guerry Denson has returned to Brom- 
berg & Co. as manager of the company’s 
silverware and jewelry departments after 
46 months’ service in the Army. 

q A new Gift Gallery has been opened 
at Adler’s, New Orleans jewelry store. 
It features crockery, china, miscellaneous 
gifts, and is located on Adler’s second 
floor. 

q Leslie R. Davis, operator of a jewelry 
store in Valdosta, Ga., is planning to 
open a branch jewelry store in Homer- 
ville, Ga., in a building which is now 
undergoing $4,000 worth of renovation 
and remodeling. 

q Greenville, South Carolina’s newest 
jewelry store, made its debut June 13 at 
14 East Washington Street. Royal Jewel- 
ers, Inc., is the name and the firm is 
headed by Ned W. Cohen. 

q Dave and Barney Green have opened 
Green’s Quality Jewelers in Corpus 
Christi, Texas. Address is 301 N. Cha- 
parral. 

q The Baltimore Retail Jewelers’ Asso- 
ciation held a dinner meeting on June 26 
at the Emerson Hotel. A possible sum- 
mer outing was discussed at the confab 
of which Harry E, Baumohl of the U. S. 
Jewelry Co. was chairman. 

4q.S. Martin’s jewelry store at 84 Market 
Street, Clarksburg, W. Va., is being en- 
larged and modernized. 

q A. Halvin, veteran, has purchased the 
L. C. Shaffer store in Oakland, Md., and 
plans to remodel it in the near future. 
q Ward N. Haugen, 11 South Center 
Street, Cumberland, Md., has built a bal- 
cony in the rear of his jewelry store and 
moved the watchmaking, electrical and 
gift departments to it, leaving the lower 
floor exclusively to watches, diamonds 





and precious stones. 


THE SOUTH 





q Other modernizations include that of 
P. Michael Shirey of Front Royal, Va, 
and Robert E. Simmons, Lion, Pa. 


q.S. & N. Katz has leased the building 
at 2022 West Pratt Street, Baltimore, 
This retail chain operates six branches 
in various parts of the city in addition 
to the central store on North Charles 


Street. 


4 Extensive renovations have been 
made at the store of Gainesville Jewel- 
ers, located at 115 W. Spring Street in 
Gainesville, Georgia. The improvements 
provide the store with almost double the 
original space. 

q Summer jewelry store hours, for nine 
Atlanta, Ga., jewelers, were announced 
in a three-column newspaper ad recently. 
The hours from 9:30 a.m. to 5:30 pm, 
and the Atlanta jewelers will remain 
closed all day on Wednesdays. Stores 
subscribing to these hours are A&A 
Ash, Brodnax Jewelry Co., Bromberg 
and Co., Carter Jewelry Co., S. H. Han- 
over Jewelers, Jaffe Jewelry Co., Jobe- 
Rose, Lindy and Co., and Louis W. 
Perry, Jeweler. 


q The Russell Jewelry Company recently 
opened in Albany, Ga., at 115 Court 
Avenue in a newly renovated building 
which is painted white on the outside 
and ice-blue inside. The owners are 
W. E. Patstone and William E. Russell, 
experienced watchmakers and jewelers. 
The stock includes diamonds, electric 
clocks, silver, costume jewelry, men’s 
jewelry, watches, and many other lines. 
As soon as merchandise can be obtained, 
the owners will add a line of china, 
crystal and other gifts. The new store 
includes the only engraving service in 
Albany. L. H. Cash is the engraver. 
Mr. Patstone, who was in the jewelry 
business before going into military ser- 
vice, was in the Army for six years. 
Mr. Russell, a watchmaker for 33 years, 
was at one time connected with the 
Elgin watch factory. 
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Diamond Peacocks a Handsome Floek at 
First Dinner Dance at the Hotel Somerset 





Among the notables at the Diamond Peacock Club's first formal dinner-dance at the Hotel 
Somerset, Boston, were, left, seated: Mrs. Addie Fiske Goodell, Epping, N. H., of the New 
Hampshire Retail Jewelers Association, and Edgar E. Baker, president of the Jewelers Board 
of Trade. Back row, in the usual order, are: Vincent Chapman of the Jewelers Board of 
Trade; Robert Abbott of Wood-Abbott Co., Lowell, president of the Massachusetts & Rhode 
island Jewelers Association; Augustus Burque of Nashua, N. H., and Herbert Wood of 
Manchester, N. H., past president of the New Hampshire Jewelers Association. 
At the right is one of the well-filled tables at the dinner-dance. E. E. Baker, president of 
the Jewelers Board of Trade sits at the left front and Vincent Chapman of the same 
organization at the right. 











That old adage about fine feathers and 
fine birds seldom has been more fully 
exemplified than at the first diner-dance 
of the new Diamond Peacock Club at 
the Hotel Somerset, Boston, on the night 
of May 25. Many of the finest “birds” 
in New England jewelry circles were 
there along with their wives and lady 
friends in gay finery that lent a real 
air of distinction to the newly opened 
Somerset which, for several war years, 
has housed the Navy. 

The newly decorated ballroom was 





View of the ballroom at the Hotel Somerset 

where the fine-feathered Diamond Peacocks 

wined, dined and danced until the wee 
hours. 


attractively set for the occasion, with 
Ranny Weeks, popular radio band lead- 
er, there with his dance orchestra. There 
were fine gifts for all the ladies—Vo- 
lupte gold compacts with colored enam- 
eled animals and birds as part of the 
decoration, including, of course, a gay 
peacock, 

Many old acquaintances were renewed, 
and many new friendships were made. 
The Committee in charge of this first 
ormal event of the new Club certainly 
is to be congratulated on the smooth 
manner in which the whole affair was 
handled from the very first greetings 
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from Bill Selberg, John McNamara, 
Mike Mahar, Bob Abbott, Vin Chapman, 
Bob Brennan, Dave Percival, John Pet- 
erson, and other members of the Com- 
mittee, to the last cheery “Good night 
ladies !” 


Lecturer Gives Sample of Talks 
On Diamonds to Meeting of New 
Jersey Retail Jewelers Assoc. 


“Diamonds—their history and _fasci- 
nation” was the subject of a talk given | 
the New Jersey RJA by Mrs. Gladys | 
Hanaford at the organization’s regular 





| 
} 


meeting held at the Sheraton Hotel, 
Newark, on June 24. 

A well-known lecturer on the subject, | 
Mrs. Hanaford gave the jewelers a | 
sample of the diamond promotion lec- | 
tures she has been giving before college | 
classes, women’s clubs, businessmen’s | 
groups and at summer hotels. Pointing 
out that although diamonds are ad- 
mittedly glamorous to the modern girl, 
they should be made even more attrac- 
tive, Mrs. Hanaford explained how her 
lectures tend to instill in the minds of 
all a greater appreciation of the lasting 
qualities and extraordinary beauty of 
the gem. 

Slides, illustrating the processes of 
diamond-mining and cutting were also 
a feature of Mrs. Hanaford’s talk. In 
addition, replicas of some of the famous 
diamonds of history were exhibited, 
along with some rare diamond speci- 
mens owned and exhibited by Mr. King, 
of King Diamond Cutters. 

A dinner and short business session 
preceded the lecture by Mrs. Hanaford, 
and at the meeting Louis Haimann, New 
Jersey RJA president, brought the mem- 
bers up to date on such matters as the 
Swiss watch import situation, the silver 
situation, and the Jewelry Industry Pub- 
licity Board campaign. 

There was a record attendance of over 
150 jewelers and guests at the meeting. | 
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CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
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q On April 1 Walter Buffington began 
his sixty-first year of continuous service 
with C. D. Peacock, Inc., during which 
time he served in many capacities from 
messenger boy to vice-president and gen- 
eral manager and last year to chairman 
of the Executive Committee. On April 
1 he became semi-retired, no longer as- 
sociated in active management. He now 
serves in an advisory capacity, devoting 
about half his time to the store. Mr. 
Buffington, who has been the only one 
outside the Peacock family to hold stock 
in the company, retains his ownership 
interest.. Present officers of the company 
elected in April are: President, Walter 
Peacock; vice-president, Bernard Pea- 
cock Smith; treasurer, Charles D. Pea- 
cock, IIT; secretary, Stewart B. Pea- 
cock. 

q A. Bell, retail jeweler at East Chicago, 
Ind., for several years and recently lo- 
cated at 29 E. Madison St., Chicago, died 
suddenly late Friday afternoon, May 31, 
while driving from his office to his home 
in East Chicago. 

q Herman Hirsch and Herbert Winter- 
berg, of A. Hirsch Co., wholesalers at 
35 E. Wacker Drive, returned early last 
month after a month’s business trip most 
of which was spent in Switzerland and 
England. 

q Wahrer Bros., jewelers, formerly at 
31 N. Wabash Ave., are now located at 
17 N. State St. 

q The Tolchin Co., wholesale jewelry 
and material, have moved from _ the 
fourth floor of 5 N. Wabash Ave., to the 
17th floor of the same building where 
they have more working room. 

q Louis Zeiden spent the early part of 
June in Chicago selecting merchandise 
for a wholesale business which he and 
his brother Sam Zeiden gpened as Zeiden 
Bros. on July Ist at 197 E. Pennington 
St., Tucson, Ariz. They will specialize 
in Feinco Products: lines. 


q Jack 1. Goldman & Co., platinum and 
gold ring mountings, 29 E. Madison St., 
announced recently that Philip Holber 
has joined their sales organization. 

q Carteaux, Inc,, for the past few years 
located at 61 E. Washington St., have 
moved around the corner in the same 
building and are now at 31 N. Wabash 
Ave. 

q Bieler-Levine, wholesale jewelers, for- 
merly at 37 S. Wabash Ave., are now 
located on th 17th floor of 5 N. Wabash 
Ave., where they secured larger and 
more efficient space for offices, show 
rooms and stock rooms. 

q The all-day golf outing of the Chi- 
cago Jewelers Association at Westward- 
Ho Country Club on.June 18 was a golf- 
less one with rain pouring down through- 
out the day. The one hundred members 
who turned out, however managed to 
amuse themselves at the club—indoors. 
Charles Brown, the new president, pre- 
sided and announced that the play will 
be on Tuesday, September 10 at West- 
ward-Ho—if it doesn’t rain. 

q Stein & Ellbogen recently announced 
the appointment of Allen T. Green of 
Nashville, Tenn., as their new southern 
representative. Also at Stein & Ell- 
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Chicago Credit Jewelers Hear of 
Police Problems in Germany; 
Phil Martin Nominated for Pres, 


Members attending the regular dine 
meeting and election of officers of the 
Credit Jewelers Association of Chica 
at the Standard Club on June 5 wer 
privileged to listen to an interesting ang 
informative talk by Captain John Hove, 
of the Chicago Police Department, 
Captain Howe, who was selected by Gen- 
eral Eisenhower to reorganize the police 
force in Germany and served as lieutep. 
ant colonel, gave a very vivid picture of 
conditions in Berlin and how the crime 
problem is handled by the Allies, He 
says the crime rate is low, with prac. 
tically no juvenile problems. The prob. 
lems seem to be lack of real cooperation 
among the Allies. 

Lynn Jewelers (Herbert and Jo 
Cohn), 6500 W. Cermark Road, Berwyn, 
Ill., were elected to membership, Execu- 
tive Secretary Ben Sacks reported that 
the financial condition of the association 
is. the best in several years and as a 
result of their efforts there is a marked 
decrease in complaints, and most of 
those received are against jewelers other 
than members of the organization. Mem- 
bers and their wives will act as hosts 
and hostesses at the National Convention 
at the Stevens Hotel to assist visitors in 
every way possible. Details of an all 
day golf outing will be announced later, 

The nominating committee announced 
they had included some “younger blood” 
on their slate and several new names 
appear as officers. President, Phil Mar- 
tin, Martin Jewelers; vice-president, 
Joseph Hirtenstein, Federal Jewelers; 
secretary, Norman  Kernis, Norma 
Jewelers, were reelected. Max Wooi, 
Wood Jewelry Co., is succeeded as trea 
surer by his son Darwin. Val Jones, 
Jones & Baumrucker Co., continues e- 
officio honorary president. The board of 
directors consist of Harry Iglow, Lous 
Litt, Al Newmark, Al Braun, Ira Marks, 
Peter Schurheck and Victor Siegel. 



















bogen: Mr. and Mrs. Ernest Roseth (he 
is the firm’s Iowa representative) are 
spending a holiday in California, visit- 
ing friends and relatives. William L 
Little, their west coast man, is vate 
tioning at his home in Stamford, Conn. 
And Mr. and Mrs. Ralph Weekerle (bt 
is their Wisconsin man) are at theit 
summer cottage just north of Milwaukee 
4 Wahrer Bros., jewelers held a wetk- 
long. reception in honor of the opening 
of their new store in the Stevens Build- 
ing, 17 North State Street. Guests wert 
made welcome from June 8 to 15. 














Pearl Essence Factory to be 
Opened in New Brunswick, Canada 


A company was recently formed in 
New Brunswick, Canada, to manufae 
ture “pearl essence” from the scales 
herring caught in Canadian waters, 
foreign press reports. The product 
be used to make artificial jewelry: 
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The West Coast 
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Herbert Bridge, son of Ben Bridge, 
Seattle jeweler and president of the 
Washington State Retail Jewelers Asso- 
ciation, was discharged recently from the 
Navy after serving four years as an 
Ensign. He will rejoin his father in the 
store. 

Joe Michael, owner of Peter Michael 
iewelry store, Seattle, reports that a 
thief who threw a brick through a plate 
Jass window made off with jewelry val- 
ued at about $4,000. 

Cecil C. Muchmore, manager of Simon 
Golub, Seattle wholesale jewelers, and 
president of the Washington-Oregon 
Wholesale Jewelers 
nounces the annual meeting of the group 
will be held following the Pacific Coast 
wholesalers’ convention in San Fran- 
cisco. 
4A remodeling program costing about 
$2,000 has been completed by Vines 
Jewelers, Portland, Ore. 

4 William Crater, of the Crater Watch 
Shop, Pasco, Wash., is back at the store 
after serving in the Army during the 
war. 

q A new jewelry store has been opened 
at 1776 E. 103rd St., Watts, Calif., 
under the name of Stan’s Jewelers by 
Harry Stanoff. Mr. Stanoff was formerly 
at the Red Front Store on 19th St. in 
Bakersfield, Calif. 

q Herbert's Jewelry Store in Long 
Beach, Calif, has moved from 252 
Locust St. to 214 E. 3rd St. Irving 
Gaselick is the owner. 


q After 13 years in the retail jewelry 
business on Broadway, Los Angeles, 
William Bachelis has bought the Swan- 
son Jewelry Store at 3701 Main St., 
Riverside, Calif., and changed the name 
to Mission Jewelers. 


q A new jewelry store has been opened 
on Pacific Blvd., Huntington Park, 
Calif., by Ben Varon and Morgan Varon. 
Ben Varon has just returned from three 
years in the Air Corps and was con- 
=— with a Seattle, Wash., jewelry 
store. 


q Larson Jewelers, under the ownership 
of Les H. Larson, has recently pur- 
chased the jewelry store at 5706 Melrose 
Ave., Los Angeles, which was owned by 
the late Frederick H. Glyde. 


4 A new jewelry store has been opened 
at 3837 W. Main St., El Monte, Calif., 
by Lou Zeisel. Previously Mr. Zeisel 
was connected with the Highland Park 
Credit Jewelers of Los Angeles as & 
partner, then before that he was with 
8. N. DeRoy & Co. of Pittsburgh, Pa. 
4 Expanding into Longview, Wash., 
Weisfield & Goldberg, Seattle credit 
Jewelers, with stores in key communities 
of the Pacific Northwest, will shortly 
establish and equip a Longview store. 
This will be located in the new Oversby 
Building, being built in that lumber city 
by S. A. Oversby, on Commerce Avenue. 
¢ Thanking his customers for their busi- 
rye! the last quarter century, W. 
= Bill” Watkins of Watkins Jewelry 

ore, Renton, Wash., announced that 
Roy Boblet has recently taken over the 
rng management of this jewelry busi- 
4 Welcomed to Seattle by the jewelers 
of Puget Sound, William Wagner, secre- 
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tary of the National Association of 
Credit Jewelers, enlisted interest and at- 
tendance from the Northwest jewelry 
world in the forthcoming four-day con- 
vention to be held by the NACJ starting 
July 29 in the Congress 
Stevens Hotel, Chicago. 
q Well known as an outstanding trophy 
and loving cup designer, Carl Zappfe of 
Seattle, Wash., recently turned out a 
masterpiece as “America’s most beauti- 
ful ski trophy.” The silver skis in minia- 
ture have their racing bindings done to 
scale with a fine jeweler’s touch in every 
minute detail. The trophy was presented 
to the winner of the Mt. Rainier classic 
ski event. 
q Portland, Oregon, employees of Weis- 
field & Goldberg as well as their friends 
were guests at a dinner dance at the 
Tualatin Country Club of Portland. 
Highlight of this event was presenta- 
tion by Richard Weisfield of the Seattle 
headquarters of the retail jewelry store 
chain, of the special trophy for the 
Grow-a-Diamond April event, which was 
won by the sales prowess of the Port- 
landers. Arthur Cohen, manager of the 
Portland store, was host and accepted 
the trophy on behalf of the store’s staff 
which vied successfully in the merchan- 
dising of diamonds under the special 
sales plan of the stores with branches in 
Seattle, Bellingham, Tacoma, Spokane 
and Bremerton, which were outstripped 
in sales. 
q Offices of the California Retail Jewel- 
ers Association have been moved to 
larger and more conveniently located 
quarters at 46 Kearny St., San Francisco 
8. New telephone number is YUkon- 
0153. 
q Sam Kierski, 704 Market St., San 
Francisco, is representing David Pfeffer 
Co., Inc., manufacturers of gold rings. 
Somers Ernst Co., Ine., New York 
manufacturing jewelers, recently opened 
an office in Los Angeles at 707 South 
Broadway. 





Discrimination Against Cocktail 
Mixers Removed as OPA Takes 
Ceilings Off Lidless Utensils 


Removing items at a sensationally fast 
clip, the Office of Price Administration 
last month announced the removal of a 
tempting. array of jeweler’s items. The 
list included perfume atomizers and cock- 
tail mixers. A fine distinction for- 
merly had been drawn between cock- 
tail shakers equipped with lids, which 
were exempted some time ago, and cock- 
tail mixers, usually lidless and equipped 
with a spoon, which retained their ceil- 
ing. Now, however, both types are free 
from OPA restrictions. This does not 
automatically take all the imbiber’s 
necessary equipment out of the ceilinged 
goods category because cocktail sets, 
which include both mixer or shaker, 
drinking cups or glasses, and sometimes 
a tray, are still not exempted. 

Metal articles sold for household dec- 
oration only, also were added to the 
exempted list. However, the exemption 
does not extend to lamp bases, nor to 
any articles other than cocktail shakers 
and mixers, that are bought by house- 
holders for use in preparing, storing or 
serving food and beverages. This use 
test, says OPA, applies also to glass, 
china and pottery goods, which are ex- 
empt only if sold as decoration. 





Hotel and | 


EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


and 
COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 











































icine WATCH CO. 
5 S.WABASH AVE. CHICAGOILL. 

USED WATCH . 

m 

MATERIALS z 
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USED MOVEMENTS 1 9 

Good Condition co] 

O-sne Eigin 2 2 

‘ > 
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73915016), 92.00 | for all watches. 
rig Elgin, Wal- Send sample of 
tham, ng what you want! All 
74,$1.50-—184J, $2.00 Guaranteed! Remit 
6,82.00~15J,92.50 | OMY lf satisfactory. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 











WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


5 E. Third St. Cincinnati, Ohio 








DIAMOND-CUTTING 


EXPERT WORK 
-YMY 4.8414 3 


LITWIN & SONS 
est 6th Street. Cincinnets. Ohio 











KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 





Fie. 


q Robert Siefert of Albert & Siefert 
Co. was among the few to escape injury 
in the disastrous fire that took quite a 
toll at the LaSalle Hotel, Chicago. 
Siefert had checked out of the hotel just 
four hours before the fire broke out be- 
cause the Wholesale Jewelers Associa- 
tion Convention wound up earlier than 
had been expected. 

q You'll be glad to hear that the Jewel- 
ers’ Picnic held June 11 at Ryland 
Country Club was a huge success. In 
spite of the beer strike in Cincinnati, the 
entertainment committee managed to 
provide adequate liquid refreshments by 
contacting a Kentucky brewery. The 
day’s activities included a golf tourna- 
ment, tennis matches, and a _ baseball 
game between wholesalers and retailers. 
q Thomas J. Hummel, son of J. Charles 
Hummel is now on the sales force of 
Gerwe-Brown Co. and will assist his 
father in covering the Cincinnati area. 

q Tom Kuhns of Son & Prins, Chicago, 
filled in on the Carroll bowling team 
during a recent trip here. 

q Hal D. Tharp, formerly associated 
with the Robert L. Hummel jewelry 
concern, has accepted a position on the 
sales staff of Grassmuck Sons, Fourth 
St. jewelers. 

q George Brown, Jr., son of George 
Brown of Gerwe-Brown Co., has _ re- 
turned from Manila and is helping his 
father at the office during the summer. 
He served overseas fifteen months in 
the Navy Bomb Disposal Unit as a 
photographer. After spending 28 months 
in the service, young Brown plans to 
return to the University of Cincinnati 
im the fall. 

q Mr. and Mrs. Behr of Behr & Flas- 
pohler recently returned from a month’s 
vacation in Los Angeles, California, 
where they visited relatives. 

4q George Geers, formerly with A. Lit- 
win & Co., has now joined Lange, 
jewelers. He took over his position as 
salesman late in May. 


q George Menges recently returned 
from overseas and will soon join the 
Carl Wagner stores. 


q Carroll Seghers of Carroll’s Jewelers, 
recently returned from a business trip 
to Chicago. Incidentally, Mr. Seghers’ 
son completed a sailing trip from Miami 
to San Diego in his 60-foot yaw! in less 
than three months, establishing a record 
for that type of boat. 


q George Hovey, who formerly managed 
Oskamp Nolting Co.’s store for 17 years, 
is now connected with Carroll’s Jewelry 
Store. Mike Backman, McMillan St. 
Jeweler, is now showing customers 
through a completely remodeld store. 


q August Meyer is back with Motch 
Jewelers, Covington, Ky. Meyer is an 
overseas veteran who served with the 
infantry in France and Belgium for 
20 months. He is serving his apprentice- 
ship as a watchmaker. : 


q Walker Bleska, Gerwe-Brown, was 
host at a dance recently given by the 
Veterans of foreign Wars. Among those 
attending were Thomas Hummel, Charles 
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Hummel, Charles Wiebell, Mary Siebert, 
Pat Befiler, and Ruth Geiger. 





Netherlands Revives 
(From page 365) 


large number of new firms had spr 
up during the war and these had no 
claim on stones distributed on the quots 
basis. One prominent member of the 
trade indicated his belief that, despite 
current difficulties in obtaining workers, 
as much as 20 per cent more stones 
could be handled. Necessarily much de- 
pends on an increase in the world supply 
of rough stones. 

Whether the diamond industry of the 
Netherlands will be able to regain its 
pre-war status, says Mr. Tate, is still a 
matter of conjecture. Judged on the 
basis of its age and importance in the 
national economy there is much in its 
favor. Diamond cutting was brought 
to Amsterdam by refugees from Bel- 
gium in the 1580’s but it received its 
greatest impetus at the time of the open- 
ing of the South African diamond fields 
in 1867. 


U. S. CHIEF BUYER 


During its heyday in the ’20’s the Am 
sterdam diamond industry frequently 
exported more than $20,000,000 worth 
of cut stones to the United States alone 
and gave employment to almost 13,00 
workers. The depression made great 
inroads but even in the 1930’s the Neth- 
erlands still furnished the United States 
with as much as $7,000,000 worth of 
stones or 23 per cent of the total cut 
but unset diamonds imported into the 
country. 

For a number of years the United 
States has formed the principal market 
for diamonds polished in the Nether 
lands. Normally, nine-tenths of all the 
stones turned out there find their way 
to the United States. And the post wat 
flow of trade is not likely to be an excep 
tion. 

Some members of the industry, how- 
ever, are visualizing the need for cultt 
vating new markets—perhaps in South 
America, Australia, Egypt and India 
They desire to establish their industry 
on the firmest possible footing and point 
out the wisdom of diverse regions. 














DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Publicity Committee 
(From page 360) 
the New England Manufacturing 


d Silversmiths’ Association, 
tarted drives among their 


and 
Jewelers’ an 
have aad s 
emberships. 
Metropolitan New York, plans for 
the speed-up have been outlined by a 
committee composed of the following 
officers: Gustav H. Niemeyer of Handy 


& Harman, honorary chairman; Herman 


in of Baskin Bros., Inc., general 
ooo Oscar M. Lazrus of Benrus 
Watch Co.; Aaron Sverdlik, of Robinson 
& Sverdlik; William B. Ogush, of Wil- 
liam B. Ogush, Inc.; and Dave Kay are 
co-chairmen. 

Other members of the Metropolitan 
New York committee are: 

iamonds: Henry I. Jacobson, Jacob- 
i je, Div. Chairman; Alex H. 
Arnstein, Arnstein Bros. & Co.; and 
Steve Hofman. 

Manufacturing Jewelers (Gold and 
Platinum): Martin Untermeyer, Unter- 
meyer, Robbins & Co., Div. Chairman; 
Max Flyer, M. Flyer & Son, Co-Chair- 
man; Louis Heyman, Oscar Heyman & 
Bros.; and Ben Rosenthal, Rosenthal & 
Kaplan. 

Colored Stones: Leopold Nathan, S. 
Nathan & Sons, Div. Chairman; George 
Klinik, Heller-Hope Co.; and Saul Blitz, 
Kittay & Blitz. 

Pearls: Walter Eitelbach, Div. Chair- 
man. 

Wholesale & Mfrs. Agents: Jerome L. 
Grant, American Jewelry Distributors, 
Inc, Div. Chairman; and Hyman Cohen, 
A. Cohen & Son. 


WATCHES DISPLAY 


Watches: Harry D. Henshel, Bulova 
Watch Co., Div. Chairman; Morris Hoff- 
man, Invicta-Seeland, Inc., Co-Chairman ; 
Norman M. Morris, Norman M. Morris, 
Inc.; John Hall, Hamilton Watch; Sam 
Pearlman, Longines-Wittnauer; H. Rus- 
sell Williams, Waltham Watch Co.; 
Albert Bookbinder, Benrus Watch Co.; 
and Samson Hittner, Bulova Watch Co. 

Jewelry Box & Display: Milton Weill, 
Arrow Mfg. Co., Div. Chairman; Edwin 
Freed and Jesse Mautner, Wolfsheim & 
Sachs, Inc. 

Refiners: John Colgan, Handy & Har- 
man, Inc., Div. Chairman; and J. Stern, 
I, Stern & Co. 

Silverware: Louis Farber, Sheffield 
Silver Co., Div. Chairman. 

Costume Jewelry: Gerald Rosenberger, 
Coro, Inc., Div. Chairman; Miss Hester 
M. Browne, Coro, Inc.; and Milton Hel- 
ler, L. Heller & Son. 

Scholastic Jewelry: August Packer, 
Dieges & Clust, Div. Chairman. 

Gold Filled Jewelry and Watch At- 
tachments: Max Jacoby, Jacoby-Bender, 
Inc, Div. Chairman; and Max Gersh- 
berg, Lasko Strap Co. 

Retailers: Victor Lambert, Lambert 
Bros. Inc., Div. Chairman; Phineas 
Peters, President, Brooklyn Retail 
Jewelers Assn., Inc., Co-Chairman; Sey- 
mour Greenberg, Royal Diamond & 
Watch Co.; Sam M. Jacobson, F. Alpers, 
Inc.; Charles T. Evans, Secretary, 
American National Retail Jewelers 
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Assn.; William Wagner, Secretary, Na- 
tional Assn. of Credit Jewelers; E. M. 
Belman, President, Metropolitan Retail 
Jewelers Assn.; Benjamin H. Schwartz, 
President, Long Island Retail Jewelers 
Assn.; Harry Gross, President, Bronx 
Retail Jewelers Assn., Inc.; and Meyer 
Gordon, President, Westchester Associa- 
tion of Jewelers. 


Silver Shops: Seymour Wyler, S. 
Wyler, Inc., Div. Chairman. 

Electroplaters: Adolph Bregaman, 
Masters Electroplating Association, Div. 
Chairman. 


SPECIAL DRIVE 


Members of the Special Drive Commit- 
tee of the New England Manufacturing 
Jewelers’ and Silversmiths’ Association, 
in addition to Edward Otis, Executive 
Secretary, and William H. Blake, Asso- 
ciate Secretary, are—in Providence: Max 
Kestenman, Kestenman Brothers Mfg. 
Co.; B. Rossman, A. & Z. Chain Co.; 
W. E. Smith, Irons & Russell Co.; Irving 
J. Hopfenberg, Manleigh; Max Kotler, 
Kotler & Kopit, Inc., Frank R. Budlong, 
Budlong, Docherty & Armstrong; Arthur 
Reinherz, Uncas Manufacturing Co.; 
Joseph Lavan, Superb Case Mfg. Co.; 
Russell L. Rooney, Federal Chain Co.; 
Ray Curran, Campus Jewelry Products, 
Inc.; G. Armbrust, Armbrust Chain Co.; 
A. Del Sesto, Van Dell Co.; Bob Bren- 
nan, Speidel Corp.; S. B. Levy, Levy- 
Anderson Co.; and J. J. Collins, Clark 
& Coombs Co. 

Members in Attleboro and North 
Attleboro are W. G. Moon, W. E. Hay- 
ward Co.; Howard H. Sweet, Sweet 
Manufacturing Co.; Graham White, 
White Manufacturing Co.; Ray R. 
Sturdy, Cheever, Tweedy & Co.; R. L. 
Wells, Wells Manufacturing Co.; J. M. 
Stone, Jr., Marathon Co.; Hayward H. 
Sweet, R. F. Simmons Co.; Max Schwein- 
shaut, Jr., M. S. Co.; Herbert Thomae, 
Charles Thomae & Son, Inc.; and Lewis 
S. Chilson, J. M. Fisher Co. 


ALBERTS IS CHAIRMAN 


Members of the Special Drive Commit- 
tee of the National Wholesale Jewelers 
Association are: Harold Alberts, I. 
Alberts’ Sons, Inc., Boston, Chairman; 
William Ansen, Louis Aisenstein & Bros., 
New York; Leon J. Engel, J. Engel & 
Co., Inc., Baltimore; Henry Paulson, 
Henry Paulson & Co., Chicago; A. H. 
Ficken, The A. H. Ficken Co., Inc., 
Cleveland; A. Calloway, Ewing Brothers, 
Atlanta; Alphonse Hiller, Hiller Bros., 
New Orleans; H. A. Stier, Stier Ander- 
sen Co., Denver; Joseph P. Byrne, J. P. 
Byrne & Sons, Omaha; Arthur P. Care, 
E. W. Reynolds & Co., Los Angeles; H. 
L. Carpenter Albert Walker Co., Provi- 
dence; Charles A. Moore, Moore-DeGra- 
zier Co., Dallas; A. C. Wallenstein, The 
Wallenstein-Mayer Co., Cincinnati; L. G. 
Katzman, Geo. Katzman Co., Inc., Louis- 
ville; James H. Hetzel, Eisenstadt Mfg. 
Co., St. Louis; Markus Mayer, Mayer 
Bros., Seattle; T. W. Young, Butterfield 
Bros., Portland; P. A. Rowe, A. I. Hall 
& Sons, San Francisco; John Fisher, H. 
O. Hurlburt & Sons, Philadelphia; R. J. 
Peterson, Peterson, Max & Co., Buffalo; 
Louis Gautherat, E. H. Pudrith Co., 
Detroit; Lloyd G. Pattee, S. H. Clausin 
& Co., Minneapolis; A. H. Halbeck, 
Ross-Beck Co., Inc., Kansas City; and 


(Please turn to page 391) 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


8168 LIBERTY AVE. PITTSBURGH 








ATTENTION! 


WHOLESALERS 
and DISTRIBUTORS 


WATCHES AND MOVEMENTS 
ALWAYS ON HAND 


- 
Enquiries Solicited 


M. DAVIDOVITCH 
& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 











CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 








STAR GARNETS 
Of the better quality. Deep rich red, with 4 
rayed star. Quoted on request. 
CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 


Vv. D. HILL 
Complete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregon 














Sterling Rhinestone Jewelry 
Simulated Pearis — Costume Jewelry 
URIE F. MANDLE CO. 
411 Fifth Avonne 


NEW YORK 16, N. Y. 
MUrray Hil 3-9107 
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Where to Buy 
IMPORTED 
China and Glass 











ROYAL DOULTON 


English Bone China and Earthenware 


DOULTON and CO., Inc. 
Wi, 8. PITOAIRN CORPORATION 
wi2 Fifth Ave. 


New York, N. Y. 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
Emglish Staffordshire Ware 











PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Merray Hill 383-5460 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDQWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 








MADDOCK & MILLER, INC. 
English China and Earthenware 


ROYAL CA 
WELLINGTON Bone China Teaware 
129 Fifth Avenue, New York 3, N. Y. 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creemers, Individ- 
ual Breakfast Sety 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 








: Importers of 
Ces) ENGLISH CHINA 
©. and 
EARTHENWARE 
Steck and I 


mport 
FONDEVILLE & CO., 
149 Fifth Ave. 


Inc. 
New York 10, N. Y. 











AL. 4-0104 
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Canadian Jewelers Protest Move 
To Shift Tax from Retail 
To Manufacturing Level 


OTTAWA, ONTARIO—A suggestion that 
Ottawa might transfer collection of the 
25 per cent tax on jewelry store items 
from the point of retail sale to the 
manufacturers’ level is being strongly 
opposed by the Canadian Jewelers’ Asso- 
ciation, Inc. 

A delegation went to Ottawa a week 
ago to register its protest against the 
proposed move; and had the unanimous 
support of Canadian jewelers with the 
exception of a minority of about 100 in 
the Province of Quebec. 

No indication of what action might 
be taken was given the CJA group, but 
a spokesman for the Association indi- 
cated that it was clear the Government 
was convinced the trade does not want 
this tax hidden at the source. Retail 
jewelers would like to see it removed 
altogether or reduced, if any changes 
are to be made. 

“If this tax were put back at the 
source it would have to be much higher 
than 25 per cent, perhaps as much as 
40 per cent, to derive the same revenue 
for the government,” pointed out J. 
Bliss, CJA treasurer and general man- 
ager of Oneida Limited, Toronto. “If 
this applied for a year or so, until it 
represented a third or more of the in- 
dividual retailer’s inventory, and then 
were cut off, it would break about one- 
third the jewelers in business in Canada. 
It would be the same to him as having 
a third of his stock stolen and no in- 
surance covering it.” 


Another point made by CJA is the © 


difficulty of permitting tax-free pur- 
chases for shipment home by tourists 
in Canada. A _ system for refunding 
taxes already paid by the retailer of 
tourist merchandise is considered both 
complicated and slow. 


OPA Raises Ceiling on Some 
Industrial Diamond Tools 


In order to confer a measure of re- 
lief in a price situation brought about 
by greatly increased landed costs of 
industrial diamonds, the OPA issued 
Order No. 623, effective on May 10, 
1946, thereby permitting a price increase 
of 24.2 per cent over thé maximum prices 
of March, 1942, of diamond tools. This 
increase will not cover the higher cost 
of certain grades of diamonds that are 
required in the manufacture of core-bit 
and certain other industrial diamond 
tools, since the diamonds required for 
the latter have advanced as much as 
200 per cent to 300 per cent or more 
in price over last year’s levels. 


Atlantic City Tax 
(From page 364) 


question at this time. During his recent 
successful campaign for the Republican 
gubernatorial nomination, Alfred E. 
Driscoll charged that nomination of his 
opponent, former Gov. Harold G. Hoff- 
man, might lead to another sales tax 
such as Hoffman had sponsored in 1985. 
While Hoffman denied that he again 
contemplated a sales tax, the fact that 
he formerly espoused such a levy was 
regarded as contributing to his defeat in 
the campaign just concluded. 


Jap Metals 
(From page 366) 


during the World War I period, At 
the beginning of World War II, zine 
smelting production was estimated at 
55,000 tons plus some 33,000 tons fn im. 
ports. 

At the beginning of World War Il, 
zinc smelting capacity had risen to 55. 
000 tons in addition to which some 33. 
000 tons were being imported. At the 
same time, lead production had expanded - 
to 15,000 tons and imports amounted 
to 101,000 tons. Only a small portion 
was being shipped out as exports (1,309 
tons in 1940, for example); supplies 
not needed for war preparation were 
used to build up a stockpile. 


REFINING REDUCED 


It is recommended for demilitarization 
that the Japanese refining capacity be 
reduced to 40,000 tons for zine which 
would be in line with mine productive 
capacity of about 30,000 tons. Facili- 
ties for processing up to 20,000 tons of 
lead would be retained with actual pro- 
duction set tentatively at 17,000 tons, 

On the basis of the study by American 
engineers, it is doubtful if either lead 
or zinc imports would be required to 
provide legitimate civilian needs for 4 
peaceful Japan. Local mining of these 
metals are held important, however, 
since production of copper, gold, silver 
and a few other metals is dependent 
to a large degree upon lead and zine 
smelting. 

On the other hand, all primary smelt- 
ing capacity for tin ore is recommended, 
leaving a refinery capacity for about 
750 tons for production of secondary 
metal from tin dross. Imports would 
be restricted to about 2,000 to 3,000 
tons a year, slightly below the produc 
tion level before the war mobilization be- 
gan in 1931 (Japanese production, 1,015 
tons and imports 3,255 tons). 


A.G.S. Cancels Conclave; Schedules 
Mid-Year Conference in New York 


Due to unsettled travel conditions and 
uncertain hotel accommodations, the 
Board of Directors of the American Gem 
Society has deemed it expedient to i 
pone the Toronto Conclave until a later 
date, now tentatively set for March, 
1947, 

As a substitute more adapted to pres 
ent-day problems it has been decided to 
hold a one-day conference in the Ser 
Room, Waldorf-Astoria Hotel, New 
York City, Thursday, August 29. A 
streamlined program for the day wil 
combine business discussions and educs- 
tional features, and will mark the first 
of a series of annual mid-year confer 
ences for members of the A.G.S. 


———t 














SWEDISH CRYSTAL 


Alsterfors 
Bohlmarks 


Kosta 
Maleras 
D. Stanley Corcoran 


212 Fifth Avenue New York 10, N. % 
Marray Hill 3-8948 
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OBITUARY 


p. pBates, Of Calais, Me., 
ced away on June 4. He had recently 
returned from Florida. His son Arlo 
Bates is in the process of rebuilding 
the store and will carry on. 

Lp DALY, prominent jeweler in 
‘secmgnale Rapids. Wisconsin, died sud- 
denly of a heart attack on Sunday, June 
9. Mr. Daly operated the store since 
1930 after the death of his father, who 
established the store in 1888. 

EBERHARD FABER, 87, chairman of the 
poard and former president of the Eber- 
hard Faber Pencil Co., died May 16 at 
his home at 820 Fifth Ave., New York 
City. In 1879, at the age of 20, he be- 
came the head of the firm his father 
had founded. Under his direction the 
company developed into a world-wide 
business with subsidiaries throughout 
the world. In 1896 he founded the Eber- 
hard Faber Rubber Co. of which he 
was president, until his death. 

FREDERIC J. FLETCHER, 85, jeweler, and 
watchmaker for the past 34 years, died 
in a Seattle hospital last month after a 
brief illness. He had been with the 
jewelry firm of Alfred Hanson in 
Seattle for a number of years and more 
recently for 12 years with the watchmak- 
ing department of Sears, Roebuck & Co. 


LOUIS WEISSMAN, 55, a foreman for 
the Wolf, Shein & Sachs Jewelry Dis- 
play Co. in Buffalo, N. Y., died last 
month in his home after an illness of 
about five weeks. He joined the com- 
pany in New York City about 34 years 
ago and 14 years ago was transferred 
to the Buffalo branch. 


B. G. HARRISON, owner of the Harrison 
jewelry store, Childress, Texas, died at 
his home there May 24. He was a mem- 
ber of the Rotary Club and had served 
as chairman of the local draft board 
during the war. 


SIDNEY WILLIAMS, 82, a retired jewelry 
manufacturer of Providence, R. I., died 
recently in Syracuse, N. Y., where he 
had made his home for the past eight 
years. Founder of the Williams & An- 
derson Co., Pawtucket, in 1901, he had 
been associated with the jewelry manu- 
facturing business in Providence for 64 
years. 


FRANK A, KENNEDY, 74, head of the 
F, A. Kennedy jewelry store, 876 Main 
St., Rochester, N. Y., died June 3 at 
his home after an illness of several years. 
He succeeded his father, William A. 
Kennedy, as head of the business. His 
widow and three sons survive. 


_L. D, Mac caLLUM, Little Rock, Ark., 
Jeweler and World War I veteran, died 
June 6 at Baptist State Hospital after 
a short illness. His widow and daughter 
survive, 


JAMES F. H. MAGINN, 73, chairman of 
the board and former president of 
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FISHER, BRUCE 2 CoO. 
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Samuel Kirk & Son, Baltimore jewelers 
and silversmiths, died apparently of a 
stroke, in his apartment on June 13. Mr. 
Maginn was president of the Kirk Co. 
until his retirement several years ago, 
and he had been chairman of the board 
for the past four years. A native of 
Baltimore, he joined the Kirk firm 
shortly after his graduation from high 
school and worked his way, by successive 
stages, to the management of the store, 
and the vice-presidency of the company 
in 1924. As a collector and authority 
on antiques, his services were often re- 
quired by the United States Customs 
and other agencies to help in the ap- 
praisal of values. 

LEON MARK ROME, 43, manager of the 
United Jewelry Co., Buffalo, for the last 
six years, died of a heart attack recently. 
A native of Fitchburg, Mass., he came 
to Buffalo in 1935. 

CARL L. Rrost, 82, retired jeweler and 
former owner of Carl L. Rost, Diamond 
Merchants of Indianapolis, Ind., prede- 


cessor of the present Rost Jewelry Co.,, | 


died May 10. 


WALTER A. SHEAFFER, 78, founder and 
since 1938 chairman of the board of 
the W. A. Sheaffer Pen Company of 
Fort Madison, Iowa, died there on June 
19. Mr. Sheaffer was credited with mak- 
ing the first lever-operated self-filling 
fountain pen. His first patent was is- 
sued in 1908 and manufacture was 
started in 1912. Before founding the 
firm bearing his name, Mr. Sheaffer 
operated his own retail jewelry store, 
first in Bloomfield, then in Fort Madi- 
son, Iowa. It was in the back room of 
the Fort Madison store that the Sheaffer 
pens were first made. 


ABRAHAM SHIMAN, 69, owner and 


president of the Shiman Manufactur- | 
ing Co. of Newark, N. J., died June 8 | 


in Naples, Maine, where he had gone 
to open his summer home. Mr. Shiman, 
a native of Syracuse, N. Y., began his 
career on Maiden Lane and in 1906 
founded, with Simon Miller, Shiman- 
Miller Manufacturing Co. When Mr. 
Miller retired from the firm in 1925 the 
company assumed its present name. Mr. 
Shiman was a member of the Jewelers’ 
Vigilance Committee and the Twenty- 
four Karat Club of the City of New 
York. 


Publicity Board 
(From page 389) 


A. C. Possin, A. C. Possin Co., Milwau- 
kee. 

The Steering Committee confidently 
hopes, as a result of all these coordinated 
efforts, to be able to announce before the 
end of June that the Jewelry Industry, 
acting as a united industry, will be able 
to launch its program for keeping retail 
jewelry sales at high levels into vigorous 
action. 





New York PAL 
(From page 877) 


for 1946 now under way, P.A.L. wel- 
comes contributions from all public-spir- 
ited citizens who are asked to be a BIG 
PAL to some LITTLE PAL by becom- 
ing an associate member of the P.A.L. 
Write to the Police Athletic League, 
Inc., Police Headquarters, 240 Centre 
Street, New York 13, N. Y. 
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AMERICAN 
China and Glass 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
» MADE IN AMERICA-MADE OF AMERICA 


212 Fifth Ave., New York, N. Y. 





THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY 


wy LENOX 


America’s Finest 
MADE INU.S-& Trenton 5, New Jersey 








CHINA 








“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, 
Perfume Bottles and 
Smoking Accessories 


ENRIGHT-LE CARBOULEC, INC. 
160 Fifth Ave. New York City 
CHelsea 2-5558 


oe 


Giftware of Distinction + + 


NEW KENSINGTON, PA. 

















KENSINGTON, ING. 








HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth 


GIFTS Jor MEN 


comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS few York i0'N Y. 
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Fitting a Balanee Staff 


Third in a series of articles on how to remove and replace a 
damaged staff. Part five herewith, tells the procedure in 
removing a riveted type staft and use of tools in this work. 


by HENRY B. FRIED 
Executive Secretary, 
The Horological Society of N. Y. 


Part V: 


UBJECTING the balance to undue stresses while 
removing a riveted staff may cause the hole in the 
balance arms to spread, distorting the balance or split- 
ting it as shown in Fig. 16. Since this type of staff has 
been riveted to the balance, the most logical method of 
removing the staff without straining the balance would 





Fig. 16. Undue stresses in 
removing riveted staff may 
cause hold in balance arm 
to split as is shown here. 


be to cut away the retaining hub of the staff. This will 
permit the balance to be removed easily, coming off on 
the roller side of the staff. 

To remove a riveted staff by this method, the balance 
and staff are placed in a lathe chuck that fits over the 
hairspring shoulder. The chuck is tightened in the lathe 
and a sharpened, lozenge-shaped graver is pointed 
against the hub of the balance as shown in Fig. 17. 
Here the back of the hub is being cut away (Fig. 17A). 
When the graver has cut deeply enough into the hub, 
it will come to the inside corner of the balance shoulder 
and the hub. At this moment, the uncut portion of the 
hub will fall away (Fig. 18) as it now has no support 
from the rest of the staff. The balance may then be 
twisted off the staff. However, if it still seems tight 
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Removing a Riveted Staff 


upon the remainder of the staff, the balance may be 
separated by placing it over a stump in the staking set 
as shown in Fig. 19. 
Here the hairspring shoulder is fitted closely but not 
so snug that it may bind. The mouth-tapered punch is 
fitted over the pivot on the roller post and the cut staff 
will be ejected with a slight pressure. : 
This method of removing riveted staffs is recognized 
as the safest and will not distort or damage the balance, 
This facilitates the subsequent operations of truing and 
poising the balance. A little practice on old 18-siae 
balance wheels will soon give the feeling of skill and 
the “knack” of doing this job quickly and efficiently. 


Fig. 17. Cutting retaining hub to remove riveted staff. 


Sometimes the hub of the balance is rather hard and 
will resist the edge of the graver. Instead of the gravel” 
cutting the hub of the staff away, it will only seem @ 
polish it. This indicates that the metal is hard and that 
the graver is merely burnishing the staff, thus rendering 
it even harder and more resistant. In such a case the 
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AIRLUX ALARM .. . crystal-clear plastic case. Polished 
band with etched and filled numerals. To retail about $22.95. 


to COME soon 
...and SELL fast 


PHARAOH . .. desk model, with rich mahogany case. 
Polished brass center, Golden numerals on black band. 
To retail about $9.95. 


Wau that we could tell you when you 
can expect delivery on these handsome 
clocks. But, with manufacturing problems 
still plentiful, all we can say is that they're 
right up top on our production schedule 
... and they'll be coming soon. A few 


ac eae & mek sos 


at first . . . more later. 


Distinctive lines and modest prices give 
gp these clocks dramatic appeal . . . thle 
accurate Telechron motors are known for 
long years of the right time . . . without 
winding, oiling, or regulating. The com- 
bination is sure-fire for rapid sales. Plan 


now to stock all four. 


TELECHRON INC., ASHLAND, MASSACHUSETTS 


Telechron 


TALISMAN . , . electric alarm with control-a-tone. Smart 
as an occasional clock. Solid mahogany case, inlaid front. a Oe oS 
To retail about $6.95. 
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hub may be annealed (softened) by placing the roller USING THE STAFF EXTRACTOR 

post or the hairspring shoulder in a close-fitting hollow Some watchmakers use a staff extractor to 

brass tube of about three or four millimeters in diameter, riveted staffs. This method, while not as good as ; ; 

and heating this tube over an alcohol lamp (Fig. 20). off the hub, is better than just knocking out the aia 
without any support for the balance arms, Because of 


its wide appeal, instructions on its pro : 
Fig. 18. When graver has cut herve — Proper use are given 
deeply enough into hub, uncut ‘ 
portion will fall away freely. 


Fig. 21. Typical staff extractor, 


When the hub of the staff turns a blue color, similar to 
the blue of a watch hand, it is an indication that the 
hub is now soft enough to be cut with the re-sharpened 
graver. 
The claims for this tool are that it minimizes the 
a => chances of distortion of the balance wheel and prevents 
wy heels 9 oat Sha > the arms from splitting. The principle by which it 
aunt by pushing Spt \ | works is that it serves to clamp the balance tightly 
staking set as is shown here. \ down upon the staking die (table) while the staff is 
driven down and out. 
A typical staff extractor is shown in Fig. 21. To use 
this tool, the balance is placed on the staking set so that 


ad ell open wit 


‘lil? v ill 


! if il 


Sift 


teil nn Mag Sara: 


sary 
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Sometimes the hardened hub may be cut with special 
gravers made of carboloy steel or specially-shaped 
diamond-tipped tools, specifically made for such an 
operation. 
Fig. 22. First step in us 
staff remover is to place 


balance on staking set so the 
staff closely fits hole in diey” 


> ST 


the hub of the staff is fitted closely into a hole in tie 
staking die as shown in Fig. 22. The balance arms 
then lie flat against the staking table (Fig. 23G), Ti 
hole is then centered with the centering punch and the 
staking table is locked. The bottom part of the extractor 
(23C) is then placed over the top of the balance @ 
that the hole in this part of the tool fits over the hai 
spring shoulder of the staff. This is shown in an “Up 
Fig. 20. If hub is g ¥ side-down” view in Fig. 23C. The knurled nut (283) 
pa ie ae @ is screwed over the threaded portion of the clamp * fae 
The extracting punch (23E) is placed into the staking 


inside close-fitting 
brass tube over lamp. (Please turn to page 898) 
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For a 
INDIRECT LIGHT THAT’S 
. this is the lamp! 





G-E Silvered Bowl Lamps with their built-in 
reflectors give a wide-angle spread of indirect 
light. And the reflectors can’t tarnish, always 
stay clean! 














PRR a Se RR 


The standard li f 
a4 praia > ae G-E Silvered Bowl Lamps are forerunners of 


lamps inéhades the the many newer type lamps with sealed-in 
standard sueiiene reflectors, such as G-E Reflector and Projector 
from 60 to 1000 wets! ; lamps and other new lamps—all products of 
G-E Lamp research, always at work to make 
G-E Lamps Stay Brighter Longer. 


G-E LAM i 


GENERAL ¢2 ELECTRIC 


Sty Drighter nee 
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UST ON HANDS—(1) Is there something in the 

composition of unbreakable watch crystals that 
causes steel watch hands to rust? (2) Is it possible for a 
watchmaker to do something in putting mainsprings 
that would cause them to break? It is not uncommon for 
our watchmaker to put 6 to 10 springs in the same 
watch before one remains unbroken. (Question No. 


5846) W. L. 


Answer—(1) In the material used now by leading 
manufacturers of unbreakable crystals, there is nothing 
that could rust steel hands. Rust on hands may be caused 
by moisture condensed between dial and crystal or by 
contact with perspired fingers, etc. The earliest un- 
breakable crystals were made of celluloid, which did rust 
steel; but this material is not in customary use for the 
purpose now. 

(2) Yes; wrong ways of replacing mainsprings can 
cause an excessive rate of breakage: (a) a hook on ar- 
mor or barrel-wall that is too long; which would cause a 
bending strain at one point on the spring coils; (b) 
twisting the spring into the barrel with the fingers, in- 
stead of using a mainspring-winder; (c) incorrect se- 
lection of dimensions of a spring, too wide spring bind- 
ing in barrel, etc.; (d) damaged barrel, dents or humps 
in its inner wall surfaces, on sides or top and bottom. 


ORD-WATCHMAKER~—Is it true that Henry Ford 
started his business life as a watchmaker? (Ques- 


tion No. 5847) L. Y. S. 


Answer—Yes, from 1877 until about 1880. He next 
learned the machinist trade. Today, for pleasure and 
relaxation, Mr. Ford repairs some of the rare watches 
and clocks in his collection. For example, the famous 
clock in Wayside Inn, Sudbury, Mass., the scene of 
Longfellow’s “Tales of a Wayside Inn,’ which was 
bought for preservation by Mr. Ford. This clock is sent 
him at regular times for cleaning and needed repairs. 


396 





= 
mY 
© 
Oo 
ry 
a 
l 
v 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


LASS DOME—Do you know any place where we 
could buy a glass dome to place over an old 
skeleton-movement French clock? This would have to 
be made to order, because the glass fits on a shoulder 
on an ebony base of the clock. (Question No. 5848) F.¢, 


Answer—Glass domes of special forms and any size 
may be had from Demuth Glass Work, Inc., 79 N, 1th 
St., Brooklyn, N. Y.; The George Behm & Sons Co, 
24 McDonough St., Dayton 2, Ohio; The Rodefer Glass 
Co., Bellaire, Ohio, among leading specialists in this line, 


LEANING WATCH—In these shockproof Swiss 
watches, where balance hole and cap jewels are set 
together in one piece of metal, is there any way of clean- 
ing them? It seems as if putting fresh oil in, without 
cleaning, would gradually gather thicker and _ thicker 
dirt, or else we would have to replace the jewels with 
new ones every time the watch is cleaned. (Question No, 


5849) T. R. N. 


Answer—What makes it seem to you that jewels are 
set in one piece of metal is only that thickened oil holds 
the jewels together inside the metal housing that is fit- 
ted in the cock and plate. With the spring removed, dip 
the jewel-assembly in naphtha or alcohol. Usually as 
soon as this dissolves out the oil, the separate jewels will 
drop out of the housing; if not, push them out with a 
taper-filed brass wire thrust into the hole in housing 
through which the balance pivot goes. 


UTOMATIC CUTTING—A customer tells me he 
read in his newspaper that diamonds are ‘now cut 
by automatic machinery. Is this true? (Question No. 


5850) A. G. 


Answer—No. For cutting lower grades and the 
smaller sizes of diamonds, a very limited use is made 
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draws more customers .. . sells more goods 


BEFORE 

When you modernize your 
jewelry store with Pittsburgh 
Glass Products your attractive 
store front draws passers-by 
into the store, the bright, smart 
interior arrangement sells more 
goods. A new, modern front, like 
this one in Cleveland, Ohio, can 
increase your clientele—and your 
profits. Architect: Ernest Huberty. 


The Jewelry Store with 


Get an ample share of local business —and profits— by modernizing now 


ANY jewelers have learned 

the value of inviting store 
fronts — which draw passers-by 
into selling range — and smart, 
modern interior arrangements— 
which urge lookers to buy. And 
you too can build stronger cus- 
tomer-appeal into your store by 
modernizing your store front and 
interior — now — with Pittsburgh 


Glass and Pittco Store Front 
Metal. 


Prepare to do more business 
and make more money by giving 
your store this added sales-appeal 
and profit-pull. See your architect 
to assure a well-planned, economi- 
cal design. Our staff of experts will 
be glad to cooperate with you and 
with him. And—if you wish—con- 
venient terms can be arranged 
through the Pittsburgh Time 
Payment Plan. 

We have recently published a 


“PITTSBURGH” 


STORE FRONTS 


and INTERIORS 


booklet which can be of very prac- 
tical aid to you when you are con- 
sidering remodeling plans. It con- 
tains data and photographs of 
actual installations of Pittsburgh 
Glass and Pittco Store Front 
Metal. Send the convenient cou- 
pon today for your free copy. 


Pittsburgh Plate Glass Company 
2259-6 Grant Building, Pittsburgh 19, Pa 


Please send me, without obligation, 


illustrated booklet, “‘How Eye-Appeal—Inside and 


| 
| 
| 
| 
| Out—Increases Retail Sales.” 
| 
| 
! 
| 
| 


‘pirtsBuRGH’ stands for Zuality Glass and Crint 


PITTSBURGH 
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of mechanical means to save some time in the work. 
Even for these, however, there is nothing like “‘auto- 
matic” machinery of the mass-production kind used. 
For the finer grades and larger sizes of diamonds, reli- 
ance is still had on the judgment and skill possible only 
by use of personal craftsmanship. 


IRST CHRONOMETER—How long ago was the 
first chronometer used for navigating ships at sea? 
Where? (Question No. 5851) D. M. 


Answer—lIn 1761, when John Harrison’s timepiece 
known as his Number 4 was carried on the British Navy 
ship “Deptford” on a voyage to Jamaica, West Indies, 
from England. For the performance of this timepiece, 
Harrison was awarded the Parliament Board of Longi- 
tude prize amounting in present-day money value to 
about $100,000. 


ILLING BURR—In making a quantity of brass 
ferrules, to have a U-shaped groove cut in them, I 
tried using a milling burr made for a flexible shaft tool, 
but I used the burr in a lathe-chuck. The teeth would 
catch hold and tear the work out of my fingers. Is there 
any way to prevent this? (Question No. 5852) M. L. S. 


Answer—Probably you used a burr with straight 
teeth, their cutting edges parallel to the axis of the 
cutter. One with spirally-cut teeth would have less of 
the “tearing” effect; all manufacturers of these burrs 
make both types. But better yet would be to use a 
slide-rest, and contrive a holder in the tool-post, with 
the work clamped in it. Then feed the work into the 
cutter by operating the slide rest which would give it 
the action of a milling machine. This would give control 
of your work, enabling you to do it more quickly and 
with entire safety. One is apt to slip and cut his fingers 
on the burr, holding work in them without mechanical 
support. 


YLINDER ESCAPEMENTS—wWhat do you think 

of adopting a policy of refusing to take in any 
watches with cylinder escapements, for repairs? (Ques- 
tion No. 5853) C. D. 


Answer—tThe facts about the cylinder escapement, 
upon which our advice is based, are: (1) Nowadays this 
escapement is used only in Swiss watches of the lowest 
quality, made for “peddler” and other cheap class trade. 
(2) Between the periods when the verge escapement 
prevailed and the establishment of the lever escapement, 
the cylinder escapement was used in watches of the best 
grade. Some of the latter-named watches turn up occa- 
sionally, for repairs, used and treasured by descendants 
of earlier owners for sentimental reasons. Generally, 
these owners are willing to pay well and appreciate 
service on cylinder watches. Accepting them for repair- 
ing helps build good-will and reputation, especially be- 
cause many watchmakers refuse the work. So we think 
the better policy is to accept the older, well-made cyl- 
inder watches, and in cases of modern cheap cylinder 
watches, refuse them, with an explanation why it should 
be considered a waste of money to pay for repairs on 
watches that were of trashy quality originally, and 
cannot be made reliable, even if made to run again. 
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FITTING A BALANCE STAFF 
(From page 394) 


frame, going through “B” and clamp “C,” 
rest upon the pivot of the staff. 

The nut “B” is then turned upwards against the stak. 
ing frame arm “A.” This action forces the bottom of 
the clamp “C” down on the balance arms, pinning jt 
against the staking table “D.” To permit the extracto, 
to exert vise-like pressure on the balance, the knurled 
nut “B” is held firmly between the index finger and the 
thumb while the arm “F’”’ is turned in a clockwise direo. 
tion. This should be tightened just enough to permit the 
subsequent loosening of the tool without any strain, 


Coming to 
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Fig. 23. Close-up detail in use of staff remover. 


In this condition, the extracting punch is tapped with 
the hammer and the staff will be forced out of the bal- 
ance wheel through the hole in the die “H.” Since the | 
arms are held rigidly between ““D” and the bottom of 
“C,” they cannot bend nor (it is claimed) will the hole 
spread. 

In some cases the riveted portion of the staff will be 
sheared off by the sudden pressure and comes off the 
staff in the shape of a small ring or washer. 

The cross hole in “C” is used to permit examination 
and to observe if the staff has been extracted. How 
ever, a difference in metallic sounds as the punch 
being tapped will reveal that the staff is no longer im 
the balance wheel. 

To remove the balance from the staking set, the ex 
tractor is first removed by reversing the process of 
assembly. Examine the hole of the balance and remove 
all chipped pieces of the riveted part of the staf 
Retain the old staff as a model for comparison with the 


replacement staff. 
(To be continued) 
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PROFITS FOR YOU 
IN ULRICH CREATIONS 


Luminous statues of popular 
saints—on wooden base, sur- 
rounded with colored flowers 
under a glass dome. 


Beautiful Musical Powder Box 
—spun metal in Rose, Blue, 
Gold or Green with large en- 
ameled picture on cover. 





LUMINOUS 
STATUE 
These are only two of our 


many original and outstanding 
items—We carry an excep- 
tional line of Musical Novel- 
ties, Religious Articles, Cos- 
tume Jewelry. You will like 
MUSICAL , ‘ , , 
POWDER BOX doing business with Ulrich. 


ULRICH ASSOCIATES 


Office & Showroom 
32 West 46th St. New York City 19, N. Y. 
Tel. BRyant 9-0944 














“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HUOROLOGY 








Peoria, IH. 













ELECTRIC CLOCKS 


: And All Delicate Precision Instruments 





Among the specialized precision instrument oil pro- 
duced by Nye is one created especially for electric 
clock mechanisms. Like all Nye Oils it is of con- 
trolled quality, viz., exact viscosity; extremely low 
rate of oxidation; long life; adhering to the point 
of lubrication without spreading. For best results 
in lubricating electric clocks use the oil most manu- 




























facturers M ateriale 
standard- supplier 
ize on. for Nye 
Ask your ou. 
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WATCH CRYSTALS 









Styles, Colors Fitted. 
Write for Price List 


SPECIALIZING IN 
FANCY ROCS AND LUCITES 


ARTCRAFT 
CRYSTAL CO. 


542 So. B’way 
LOS ANGELES 13, 





CALIFORNIA 



































Manufactured by Ed. Hoffman, Switzerland 


@ Preferred by expert watchmakers since 1889. Extra super- 
fine quality. Hand-made of the finest Swedish steel. Ac- 
curately gauged, uniformly tempered. Individually packed 
in moisture-proof envelopes. Available only through recog- 
nized watch material jobbers. Write for latest stock sheet. 


Special springs for industrial uses, made to specifications 
Imported and distributed by 


SWISAM TRADING CORPORATION 


51 EAST 42nd STREET, NEW YORK 17, N. Y. 


A few choice territories available for commission repre- 
sentatives. Write for details. 





ainsprings 




































Special Notices 


Payable invariably in advanec. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 75e fer first 25 
words. Additional words, Se. a «ord. 

Heavy type, $3.00 fer first 25 words. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
eeunt as words, and are charged for as part 
ef the advertisement. 

If answers are to be forwarded, enclose 15e. 
extra to cover postage. 

All answers will be directed care Jewelers’ 


SALESMAN, retail, 25 years’ experience, 
desires permanent position with re- 
liable concern; thorough; at present 
employed; excellent references. Ad- 
dress “K., 4035,” care J C-K. 





SALES-manager ; neat appearing, fast 
moving man of crack selling ability; 
will consider position only in large 
active store. Address “R., 3423,” care 


C 





EXPERIENCED man, seeks position 
with watch importer; capable; full 
knowledge taking care accounts, watch- 
makers’ orders. Address “P., 41078,” 
care J C-K. 





Circular-Keystone, unless otherwise instructed. 
In answering ads, do not enclose original 


letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


ete ai lt rte em 
Situations Wanted 


7Se. for first 25 werds, Se. for each addi- 
tional word; minimum charge 75c. 





TOP notch salesman for lively credit 
store; real find for rapidly expanding 
chain. Address “N., 4023,” care J C-K. 


WATCHMAKER, will finish Bradley in 
August, would like position to work 
with experienced watchmaker, any place 
in United States; age 37; will furnish 
oy Address “O., 3958,” care 





OUTSTANDING salesman on diamonds 
and watches, seeks position prominent 
retail store Washington, Oregon or 
California; highest references; avail- 
ae Address “N., 3987,” care 





APPRAISER, salesman; practical execu- 
tive type individual of unusual capa- 
bilities, now available reputable loan 
office; location immaterial; very finest 
reference. Address “E., 4019,” care 
J C-K. 





ENGRAVER, high class lettering, wishes 
position; 38 years old; for New York 
City only; very best references. Address 
“N., 3956,” care J C-K. 





FIRST class jewelry jobber, stone-setter 
and engraver, desires permanent posi- 
tion Daytona, Fla., or vicinity. Address 
“P., 3912,” care J C-K. 





EXPERIENCED diamond polisher de- 
sires position as diamond assorter; 
would also like to learn diamond set- 
ting. Address “T., 3917,” care J C-K. 





POLISHER, lapper, first class, gold and 
platinum cases, attachments, bracelets, 
etc.; can take complete charge. Ad- 
dress “A., 3930,” care J C-K. 





ORDER and repair clerk, thoroughly ex- 
perienced with all details in wholesale 
jewelry firm; knowledge of colored 
stones. Address “R., 4084,” care J C-K. 





OPPORTUNITY for progressive West 
Coast enterprise, to acquire immediate 
services top flight store manager. Ad- 
dress “N., 3499,” care J C-K. 





IDEAL man for one of your stores: 
familiar most successful installment 
operation; salary first year $10,000; 
highest reference. Address ‘‘A., 4017,” 
care J C-K. 





DIAMOND expert salesman, desires posi- 
tion well established high grade retail 
establishment; enviable knowledge finer 
cash or charge methods. Address “L., 
4022,” care J C-K. 





A-1 salesman and window-trimmer, seeks 
position in well stocked jewelry store; 
minimum salary expected, $150 weekly; 
highest recommendations. Address “J., 
4021,” care J C-K. 





WATCHMAKER, salesman, 20 years’ ex- 
perience, Bowman graduate; best of 
references ; repair all makes and sizes; 
light jewelry repairs; best of refer- 
ences. Address “‘A., 3897,” care J C-K. 





POLISHING, lapping instructor; fine 
work gold and platinum; watch cases, 
bracelets, pins, etc.; training appren- 
tices; get your plant going right. Ad- 
dress “Y., 3929,” care J C-K. 





CAPABLE man, fully experienced, de- 
sires position in factory office ; complete 
knowledge production, taking care ac- 
counts,~ orders. Address “R., 4079,” 

~ care J C-K. 








SUCCESSFUL salesman, very admirably 
qualified, seeks lucrative position man- 
aging better class retail establishment ; 
Midwest or Southwest preference; high- 
est reference; bondable. Address “R., 
3989,” care J C-K. 





STORE manager; highly productive abil- 
ity, long, intensified experience, prime 
of life, desires profitable connection 
reputable chain or individual, within 
1000 miles of New York. Address “C., 
4018,"" care J C-K. 


YOUNG LADY, attractive, intelligent, 
thoroughly experienced all phases gold 
and platinum jewelry production, in- 
ventory, costs; executive ability, initia- 
tive; excellent references. Address “E., 
3980,” care J C-K. 


MANAGER, buyer, salesman, thoroughly 
experienced and responsible; veteran; 
married; good appearance and person- 
ality; excellent references; future im- 
portant; give full particulars. Address 
“*S., 3990,” care J C-K. 


MANAGER, very enviably qualified ; 
available prominent jewelry store 
handling better class trade; salary con- 
sidered $750 monthly, plus reasonable 
percentage; A-1 reference. Address 
“A,, 3935,” care J C-K. 


WATCHMAKER, over 40 years’ experi- 
ence on high grade watches; fine set 
of tools and timing machine; can han- 
dle fine clientele; Southern California 
preferred. Address “L., 4036,” care 
J 

















HIGHLY recommended young’ expert 
watchmaker, with 12 years’ experience, 
desires work anywhere, but preferably 
on West Coast; also experienced in 
jewelry selling. Address “A., 4052,” 
care J C-K 





RETAIL executive, management, buying, 
selling, merchandising, experienced de- 
partment, chain, independent stores: 
seeks new connection with highly rated, 
progressive firm anywhere. Address 
“T., 4048,” care J C-K. 


CERTIFIED watchmaker, 30 years’ 
perience on high grade work, w Nel 
position with reliable jewelers, or we 
consider handling any amount of a 
at my home; high grade workmanshie 
satisfaction guaranteed. Address Wg 
3999,” care J C-K. ” 





SALESMAN available prominent Midy 
store; peak production assureq pe 
diamond sales; young, personable. 
highest moral character; enviably = 
perienced; excellent background: min. 
imum salary, $150 a week, Address 
“Y., 4020,” care J C-K. = 





a 

DIAMOND man; young, five yearg’ x: 
perience in diamond line, presently em. 
ployed, desires responsible position with 
diamond establishment; interesteg in 
buying, selling, assorting; will travel: 
excellent references. Address “B’ 
3899,” eare J C-K. 7 





IMPORTERS, jobbers, case-manufac. 
turers; first class watchmaker an 
watchcaser, 35, married, many yeary’ 
experience with importers, tired of 
working at the bench, wants _ position 
with a future as salesman, adviser to 
boss, etc. Address “D., 3995,” care 
J C-K. 





DIAMOND expert, 30 years’ experi 
ence in assorting and buying dia- 
monds, mountings and jewelry, with 
present firm for 20 years, wishes to 
make new connections, preferably 
with diamond house; highest ref. 
oe Address “I., 4033,” care 





DIAMOND and precious stone man, thor- 
oughly experienced in assorting and 
picking stones for mountings, designs, 
etc., complete knowledge of manufac- 
turing and special order work, sales 
experience, desires connection with 
manufacturer or retailer in New York 
City ; excellent references. Address “B,, 
3993,” care J C-K. 





SALESMAN, 34, presently employed, 
thoroughly experienced, 15 years, all 
phases incidental retail jewelry busi- 
ness, merchandising, window and store 
trims, credits, estimate and do minor 
repair on watches and jewelry, desires 
change, New York City or vicinity; un- 
questionable references. Address “F, 
3998,” care J C-K. 





CAPABLE, experienced, progressive 
minded, credit jewelry store manager, 
buying, selling, jewelry and watch re- 
pair estimator, window trimmer, dis- 
play, advertising and promotion ideas; 
employed at present, desires connet- 
tion with progressive firm; willing to 
purchase part interest at present or 
near future. Address “M., 3953,” care 
J ‘ 





MANAGER, age 45, married, good ap- 
pearance, presently employed, desirous 
of making a change; qualifications, 
outstanding salesman with complete 
knowledge of modern methods of mer- 
chandising, credits, collections and 
dow trimming; competent to give le 
mates on diamond mountings and spe 
cial order work; manage store with 
maximum efficiency; minimum 
$125, plug bonus arrangement. Address 
*—., 3743,” care J C-K. 





WATCHMAKER, executive ability, very 
capable workman of wide experience, 
seeks an opening with a high class or- 
ganization; state salary and hours; 
also requirements, Address “L., 3815,’ 
care J C-K. 


MANAGER, salesman, retail, 20 year’s 
experience, wishes association with 
progressive organization; will con- 
sider position in or around New 
York City only. Address “D., 3908,” 
eare J. C-K. pels. 








EXPERT watchmaker having engineer 
ing background of 30 years’ experience, 
who can solve any problem involving 
intricate watches, would like to locate 
on the West Coast; only highest class 
store catering to the better class clien- 
tele and interested in increasing theif 
volume of business; this man is capa- 
ble of taking full charge of the de 
partment and training other personnel; 
top rate required but would consider 
straight commission; a go-getter you 
can’t afford to compete with so why 
not employ him. A. G.° Mestler, 115 
Congress Ave., Rochester 11, N. Y. 


— 
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—_—_—_———_— 
Lines Wanted 


Minimum eharge (25 words) $1.50 
Additional words, 5 eents a word 





wants lines, prefer specialty 
nny small manufacturer. Address 
“R, 4043,” care J C-K. 





—___—e— 


GRADE watch line sought by 
nen of outstanding ability; will 
consider any attractive territory; fin- 
est business, character reference. Ad- 
dress “P., 3988,” care J C-K. 








CALIFORNIA representative calling on 
retail trade, past nine years, excellent 
connections, requires ladies’ and gents’ 
ring line, 10 and 14K, also gold jewel- 
ry line. Address “O., 4010,” care J C-K. 








AGGRESSIVE salesman, with 20 years 
of successful road experience, will give 
intelligent and effective representation 
to quality line in the Midwest. Address 
“y,, 3951,” care J C-K. 





WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 





PROLIFIC salesman, highly regarded 
gentleman, wishes to concentrate ex- 
clusively on reputable diamond line in 
West Coast territory; strictly con- 
fidential. Address “B., 3936,” care 
J C-K. 





WE want additional sample lines of 
watches and jewelry, fast selling items 
only, to exhibit at the Waldorf-Astoria 
Hotel, for the week of August 26. 
Irving Sacks, Inc., 264 Fifth Ave., New 
York 1, N. Y. 





TOP notch salesman, excellent back- 
ground, has developed over $100,000 
volume, solid gold jewelry, in greater 
New York with best rated accounts, 
seeks change or producing side line. 
Address “D., 3938,” care J C-K. 





MANUFACTURERS’ representative, call- 
ing on wholesalers of Middle West, for 
years, wants high grade gold or silver 
costume jewelry line. Address “Circu- 
lar 1456," Room 1415, Heyworth Bldg., 
Chicago 2. 





SALESMAN, now traveling Southern 
California, would like to contact 
manufacturers of lines or items for 
jewelry trade; finest references; excel- 
lent following; commission basis. Ad- 
dress “M., 4096,” care J C-K. 





SALESMAN with large following among 
wholesalers of the Middle West for 
years, desires a line of gold, silver and 
filled lockets, crosses and earrings, Ad- 
dress “Circular 1457,” Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN calling on finest grade re- 
tail stores of Middle West, is open for 
very high grade line of gold and silver 
costume jewelry. Address “Circular 
1458,” Room 1415, Heyworth Bldg., 
Chicago 2. 





WATCH salesman, experienced, office 
and showroom San Francisco, trav- 
eling West Coast, desires good line 
of watches in 14K and GF; also 
fine jewelry; commission. Address 


. “T., 3991,” care J, C-K. 


PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
eee Address “C., 1448,” care 





SALESMAN top notch producer desires 
a fine mounted diamond ring line; sells 
only to the better jewelry trade, is 
covering Pennsylvania, New England 
and New Jersey; can furnish best of 
—' Address “K., 3985,” care 





SALESMAN desires a high priced jewel- 
ry line, such as diamond cocktail 
watches, diamond chokers, diamond 
bracelets, pins and earring sets with 
diamonds; has a high class clientele; 
has unquestionable reputation. Address 
“J., 3984,” care J C-K. 





MANUFACTURERS’ representative in 
Chicago, with 17 years’ experience, 
wants manufacturers line of quality 
jewelry, compacts, rings, key chains, or 
novelties priced for jobbers. Address 
“Circular 1454,” Room 1415, Heyworth 
Bldg., Chicago 2. 





MANUFACTURER’S_ representative, 
young, aggressive, with thorough jewel- 
ry experience and well-known jewelry 
name, desires additional lines for sale 
to manufacturers and wholesalers, on 
ii Address “F., 4060,” care 





MANUFACTURERS of wrist watches 
and accessories, electric and alarm 
clocks, specialty jewelry, druggist sun- 
dries, etc. Write Lloyd’s Wholesale 
Druggists, 117 E. Seneca St., Buffalo 
3, N. Y. For progressive Western New 
York distribution. 











Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





COSTUME jewelry; outstanding $1-$2 
line; manufacturer’s representative 
wanted. Address “J., 3603,” care J C-K. 





SIDE LINE salesman wanted for hand 


carved wedding rings, with following 
among retailers. Carira Co., 7 W. Madi- 
son St., Chicago, Ill. 





SALESMEN, all States, carry handmade 


sterling silver bracelets, also in stain- 
less steel; 20 to 25% commission; sel] 
= retail trade. Box 291, Upper Darby, 
a. 





SALESMAN wanted for Middle West and 


West Coast calling on chain stores 
and jobbers, with line of gents’ and 
ladies’ gold stone rings. Address “O., 
4039,” care J C-K. 





SALESMAN wanted to carry side line of 


jewelry in Texas, Arkansas, Tennessee 
and Louisiana; state age, experience 
and qualifications; give references. Ad- 
dress “D., 3681,” care J C-K. 





MANUFACTURER’S line, ladies’ and 


gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
*S., 1309,” care J C-K. 





SALESMEN, with following among re- 


tail jewelers in Midwestern States, to 
represent manufacturer of simulated 
pearl necklaces; commission basis. Ad- 
dress “Circular 1453," Room 1415, Hey- 
worth Bidg., Chicago 2. 





SAN FRANCISCO representative, open 
for manufacturers’ merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for 20 years. Chas. 
Grellmann, 704 Market St., Mutual 
~~ Room 814, San Francisco, 
alif. 





SILVER or plated hollowware or flat- 
ware or kindred article for Pacific 
Coast representative; many years ex- 
perience; good following; best ref- 
erences; resident office San Fran- 
cisco; commission. Address “E., 


3997,” care J. C-K. 





MANUFACTURERS’ representative, Chi- 
cago office, well known with following 
among wholesalers and large users of 
Mid West, desires high grade line of 
ring mountings and stone ‘rings. Ad- 
dress “Circular 1455,’”’ Room 1415, Hey- 
worth Bldg., Chicago 2. 





CALIFORNIA representative with 
large following among jewelry and 
department stores, desires manufac- 
turer’s line of quality merchandise; 
straight commission; excellent ref- 
erences. Address “H., 4031,” care 


J C-K. 





MANUFACTURER’S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
~— basis. Address “P., 1324,” care 


SIDE line salesman to carry general line 


popular priced sterling and gold filled 
jewelry to retailers, department stores 
and credit jewelers; commission basis; 
Eastern or Southern states; references. 
Address “C., 3994," care J C-K. 


SALESMAN with following among re- 
tail and department stores, to carry 
manufacturers’ line of ladies’ and 
gents’ fine birthstone rings, in 10 
and 14K gold. Address “W., 4050,” 


care J. C-K. 








REPRESENTATIVES wanted to sell 


nationally known line of simulated 
leather goods, promotional wedding 
books and baby books, as well as other 
smartly styled gift items; give all de- 
tails in first letter. Address “R., 3962,” 
care J C-K. 





QUALITY WEDDING ring and mount- 


ing manufacturer has covered Michi- 
gan, Wisconsin, Ohio, Indiana and 
Illinois with direct mail advertising; 
commission basis, non-conflicting line 
not objectionable ; state full particulars. 
Address “H., 3946,” care J C-K. 





WANTED, salesmen with following 


among retail jewelers, to carry new 
popular priced line of simulated pearl 
necklaces; immediate delivery; com- 
mission basis; all states West of Mis- 
sissippi River open. Address “H., 4091,” 
care J C-K. 





MIDWESTERN manufacturer of 10K 


onyx initial rings and 14K en- 
graved ladies’ and gents’ wedding 
rings, wishes to contact salesman for 
South and Southwest; quality mer- 
chandise; good delivery. Address 
“P., 4041,” care J. C-K. 








SALESMAN, Pacific Coast, to repre- 
sent diamonds and jewelry con- 
cerns; 25 years’ following; com- 
mission only; excellent reference 
from New York City; office Los 
— Address “J., 4093,” care 
J C-K. ; 


SALESMAN to carry manufacturer’s line 


of 10K and 14K solid gold rings; 
preferably one who has following 
among retail jewelers; all territories 
open; write full particulars in first 
letter; all replies held confidential. Ad- 
dress “H., 3838,” care J C-K. 








(Continued on page 404) 
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SIDE LINES—Continued 





(Continued from page 403) 





SALESMAN to cover Rock 

y Mountain 
territory, to carry manufacturer’s line 
of solid gold jewelry; prefer one who 
travels by car; established trade 
throughout this territory; write full 
particulars in first letter. Address “F., 
3837,” care J C-K. 





REPRESENTATIVES wanted for estab- 
lished territories in New York State 
and Middle West, to carry a fine line 
of sterling silver jewelry, calling on 
the better jewelers and department 
omen i —, ~“* full details and ref- 

s rs . 
ai” wom J —_— Address “C., 





REPRESENTATIVES wanted f 
or 

open territories, to sell nationally — 
and advertised line of shell Cordovan 
watch straps; should have following 
with _jewelry and department store 
trade; Protection given on repeat busi- 
ness and will cooperate with the right 
type of men 100%; please give all de- 
tails and reference in first letter. Ad- 
dress “N., 3932,” care J C-K. : 


_—_—_—— 
Help Wanted 


Minimum charge (25 words 
Additional words, 5 Pre : be 





WANTED, a first class engraver. The 


Harrington Co. i 
oan an o., 84 N. High St., Colum- 





WANTED, first class watchmaker; com- 


mission or salary. A. R. 
Independence, Iowa. a 





DIAMOND setters: good pa 
work; transportation; Fat aa vam 
Ohio. Address “C., 3229,” care J C-K. 





SPECIAL order man who can act as 


foreman, in trade sh 
_t x" 





WATCHMAKER wanted: experi : 
permanent position; salary yt ped 
week. Write, Bernard Livingston, 1423 
H St, N.W., Washington, D. C. 





SALESMAN, retail jewel 

’ ry experie : 

good paying position for qualified nee 
Le Rite Jewelers, Inc., 50 E. 14th St., 
New York City. Al 4.7636. “ 





WANTED traveling salesman 
} for Rock 
Mountain territory; general line jewel. 
7: headquarters Denever, Colo. Ad- 
dress “B., 4053,” care J C-K. 





JEWELER wanted who can d 
o 
and light manufacturing; good — 
ing conditions; work in Washington 
C. Address “M., 3911,” care J C-K’ 





PRODUCTION manager, experienced 
in the manufacturing of fine gold 
jewelry; splendid opportunity. Ad- 
dress “Q., 4072,” care J C-K 





MANAGER, retail jewelr 
y store, 
og ae opportunity aes 
alified. . " ag 
hig Py Address “V., 4049, 


WATCHMAKER, experienced, to take 
complete charge of watch repair de- 
partment; salary or commission. Rogers 
Jewelry Co., Fairmont, W. Va. 





DIAMOND man or woman, experi- 
enced in selecting stones for large 
manufacturer; confidential, Address 


Mss 4068,”’ care J Cc-K. 





SALESMEN wanted, in all territories, to 
sell staffs and stems, also watch at- 
tachments, from $4.50 a dozen to $72.50 
each. J. Ranz, 545 Fifth Ave. New 
York City. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care J C-K. 





WATCHMAKERS wanted; permanent 
positions; good working conditions 
and hours. Write Goff Jewelry Co., 
812 Franklin St., Tampa, Fla. 





POSITIONS open; watchmakers, en- 
gravers; highest salaries; permanent 
positions with New Orleans’ leading 
jewelers. Write Adler’s, 722 Canal St., 
New Orleans, La. 





SALESMAN with following to represent 
well known costume jewelry jobbers, 
in Southwest territory; liberal com- 
- Address “H., 4004,” care 





JEWELERS wanted on special order 
work; fine opportunity for good me- 
chanics; good wages and bonus; very 
fine shop in which to work. Address 
“MX., 3972,” care J C-K. 





WANTED; watchmaker, a good work- 
man, steady job, good salary; also 
jewelry repair man. Kahn-Oppen- 
om 917 F St. N.W., Washington, 





SALESMEN, with connections to manu- 
facturing jewelers, to carry a side line 
of synthetic rubies. Henry Schwab 
Lapidary, Inc., 100 W. 43rd St., New 
York 18, N. Y. 





COSTUME jewelry, wholesale firm, sales- 
men; various territories open to ex- 
perienced men with following for full 
time or side line. Address “C., 3978,” 
care J C-K. 





SALES manager for wholesale costume 
jewelry firm; thorough knowledge of 
every phase of costume jewelry job- 
bing; excellent position if capable. Ad- 
dress “D., 3979,” care J C-K. 

> 





JEWELRY stone setter who is accus- 
tomed to doing a general line of stone 
setting; an excellent position for the 
right man; a very fine city in which to 
live. Address “T., 3974,” care J C-K. 





WATCHMAKER, with experience; steady 
work in retail jewelry store; two weeks 
vacation; fine working conditions. 
Gurney Bros. Co., Est. 1841, Brockton, 
Mass. 





WANTED, watchmaker; must be excel- 
lent mechanic; good appearance; old 
established store; finest clientele; 
bright future. Write or wire, Mr. 
Johnson, Bigwood’s, Terre Haute, Ind. 





SALESMAN wanted, now carrying solid 
gold line, interested in selling addi- 
tional line of better costume jewelry; 
territories, Middle West and West 
Coast. Address “Y., 3933,” care J C-K. 





PROMINENT, active custom- 
pe O ge nn oa eee 
; com 
“Je. 3677,” care J CuK. a 





MANAGER with watch and jewelry ex- 
perience “ ee fine jewelry de- 
partment, in department store. oo 
dress “G., 3981,” care J. C-K. - 





SALESMEN ; one, North California; one, 
Oregon and Washington; one, Denver; 


to carry outstanding costume jewelry” 


line; must have following. Address 


“D., 4055,” care J C-K. 


WANTED, jeweler-watchmaker, first 
class experienced man; permanent; 
ideal working conditions in Southwest ; 
finest retail store. Frank Mindlin Co., 
Albuquerque, N. M. 








WATCHMAKER, capable of 
compte charge repair deparin 
and doing simple sizi 
ing; excellent calecy, er sn 
sion, or both. Sather’s, Craig, Colo, 





SALESMEN with following to 
New England, Pennsylvania bee 
Middle West; well known New York 
ex. Address Tn 4097,” care 





a , 


WOULD like to get in touch with a first 
class all around jeweler, with trade 
shop experience; a man who is inter. 
ested in going in for himself. Address 
“C., 3189,” care J C-K. 





WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
= Address “‘N., 1179,” care 





WATCHMAKER wanted; permanent 
position for capable man; pleasant 
working conditions; excellent salary, 
Kay Jewelry Co., 133 E. Market St, 
Warren, Ohio. 





WATCHMAKER, experienced, for per- 
manent position; ideal working con- 
ditions and hours, with old estab- 
lished firm. Rost Jewelry Co., 25 N, 
Illinois St., Indianapolis 4, Ind. 





MANUFACTURER’S __ representatives, 
with established territory, to han- 
dle fine costume jewelry line; all 
territories open; commission basis, 


Address “N., 4038,” care J C-K, 





JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 





WANTED first class watchmaker; state 
in first letter your qualifications, 
age and salary expected. Smithwick 
Jewelers, 203 N. Main St., Green- 
ville, S. C. 





WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once, Ad- 
dress “M., 4889,” care J C-K. 





WATCHMAKER wanted; small store; 
ideal working conditions; write stat- 
ing qualifications, references 4 
salary expected. Potts Jewelry Store, 
Kendallville, Ind. 





WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 





WATCHMAKER, a very desirable po 
sition is available to a first class 
watchmaker; five-day week; very 
liberal salary. Lux, Bond & Green, 
70 Pratt St., Hartford, Conn. 


—! 


WATCHMAKER, dependable and cap®& 
ble; excellent opportunity ; pleasant 
working conditions; permanent; 
age, qualifications and salary e 
Address “J., 4321,” care J C-K. 
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" 'BELP WANTED—Continued 


watchmaker to take complete 
Teco of watchmaking department 
in large New England jewelry store; 
please state pertinent details in let- 
ter. Address “N., 4009,” care J. C-K. 








ES 


: experienced and capable 

WAN Taker : $100 a week; leading 

store in a live town; state age and 

furnish references. Rell Jewelers, 
Aberdeen, Wash. 





SALESMEN, experienced, for popular 
priced ladies’ and gents’ stone rings, 
also wedding and diamond mount- 
ings, for the Coast and Midwest. Ad- 
dress “A., 3963,” care J. C-K. 





SALESMAN covering retail jewelry 
trade; new line ‘““Wythegate” imported 
briar pipes, hand-carved, custom 
built; $3.50-$10 list; commission. 
Creste-Andover Co., 205 E. 85th St., 
New York 28, N. Y. 





JEWELER on repair work; one who can 
assume responsibility for this depart- 
ment; fine opportunity for a young, 
married man who is looking for ad- 
vancement and a future. Address “L., 
3973,” care J C-K. 





MANAGER wanted for credit jewelry 
store in Pennsylvania town 20,000 
population; good proposition with ex- 
cellent future; state all qualifications 
in your first letter. Address “J., 3947,” 
care J C-K. 





WANTED, watchmaker to take complete 
charge of watch repair department; 
permanent position; $75 to $100 per 
week; largest jewelry store in town. 
S. S. Lipman, Parkers Jewelry Co., 840 
Fourth Ave., Huntington, W. Va. 





WANTED, expert watchmaker, at once, 
must have his own lathe and tools; 
steady position year around; give age, 
salary wanted, reference, when avail- 
able and full particulars in first letter. 
Address Box 207, St. Petersburg, Fla. 





JEWELER or combination, for special 
order work; modern air-conditioned 
store; state wages wanted, experience 
and reference first letter. Wire or 
Phone, 1100, collect. Cohenour Jewel- 
ers, 209 N 8rd St., Muskogee, Okla. 





WATCHMAKER wanted, or combination 
engraver, or jeweler and watchmaker; 
excellent working conditions in store; 
permanent position; $75 per week, plus 
overtime; by old established high grade 
store. Carl W. Rose, Fort Wayne, Ind. 





WANTED; experienced and capable 
watchmaker; good salary and working 
Conditions; air conditioned store; fine 
climate; state age and furnish refer- 
woe Crothers Jewelers, Yakima, 





WANTED by leading store in South- 
ern City, first class watchmaker for 
mchwork only; permanent posi- 
tion; good salary; give all informa- 
tion possible in first letter. Address 
X., 3967,” care J. C-K. 





WANTED, watchmaker and _ engraver, 
$75 week guaranteed and all overtime 
you want to make; plenty of 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WANTED BY leading jeweler in large 
Southern City, jeweler and stone set- 
ter; excellent working conditions; 
permanent basis; give all informa- 
tion possible in first letter. Address 
A., 3968,” care J. C-K. 





SALESMAN wanted; experienced selling 
retail jewelers, to carry a complete 
line of gold and gold-filled jewelry and 
novelties for a reputable, long estab- 
lished jobbing firm; car’ essential; 
drawing against commission. Address 
“R., 4098,” care J C-K. 





JEWELER of middle age who has had 
experience in the manufacturing of fine 
jewelry and also capable of assisting 
foreman; must come highly recom- 
mended; excellent opportunity for a 
man with ability; American. Address 
“Z., 3975,” care J C-K. 





SALESMAN for New England and New 
York State, with following among bet- 
ter retail stores, to carry line of ladies’ 
and men’s diamond rings, stone rings 
and engraved wedding rings; commis- 
~— basis. Address “V., 3918,” care 





WANTED a permanent first class. watch- 
maker, who is interested enough in his 
trade to turn out good work, to work 
in a first class established store; cor- 
respondence or personal inquiries in- 
vited. Joe Harling, 521 Main St., Wood- 
land, Calif. 





SALESMAN, resident of South or South- 
west; to represent manufacturer of 
outstanding line of gold-filled and 
stone-set brass jewelry to jobbers in 
that territory; kindly furnish refer- 
ences and other pertinent information. 
Address “R., 3913,” care J C-K. 





WANTED, all around jeweler and dia- 
mond setter; old established firm; 
must own tools; wages and working 
conditions good; experience in jewel- 
ry design helpful; Midwest city, with 
many favorable conditions, for right 
party. Address “K., 4007,” care J C-K. 





WATCHMAKER or combination, for 
special order work; modern air-condi- 
tioned store; state wages wanted, ex- 
perience and reference first letter. Wire 
or phone, 1100, collect. Cohenour 
— 209 N. 38rd St., Muskogee, 

a. 





WATCHMAKER; 75 year old store in 
town of 40,000 desires capable watch- 
maker; permanent position for right 
man; past employees have worked 20 
and 25 years for us; salary open; tim- 
ing and cleaning machines. Fred 
Frame, Danville, Ill. 





REPRESENTATIVE to cover Middle 
Western States, for old established con- 
cern with complete line of jewelry, in- 
cluding costume, on commission basis; 
give full particulars. Address “Circu- 
lar 1452,” Room 1415, Heyworth Blidg., 
Chicago 2. 





ASSISTANT to manager; jewelry store, 
southern West Virginia; fine opening 
for one with some store experience and 
interested in the future; write giving 
age, experience and salary expected; 
correspondence confidential. Address 
“V., 3925,” care J C-K. 





WANTED expert combination jeweler 
and engraver to work, in high class 
jewelry store; top salary or commis- 
sion; wonderful opportunity for right 
man; must have references; write im- 
mediately. Le Roy Jewelry Co., 323 
King St., Charleston, S. C. 





MANUFACTURER of very successful 
gold ring line; ladies’, gents’ stone 
and signets; wants active salesman, 
on commission, with large follow- 
ing of retail trade on West Coast 
and South. Address “CR., 3934,” 
care J. C-K. 





SALESMAN to call on costume jewelry 
jobbers; side lines permissible; advise 
territory you are now covering; com- 
mission basis only; state all details in 
first letter; information treated confi- 
se Address “G., 3684,” care 





LIVE wire salesman for a fast selling 
and promotional line of costume 
jewelry for retail trade; side lines per- 
missible; commission basis only; ad- 
vise territory interested in and all de- 
tails in first letter. Address “F., 3683,” 
care J C-K. 





JEWELER;; first class all around man, 
some setting; good opportunity in old 
established firm; enjoy living by the 
blue Pacific, in Sunny California; fast 
growing city with finest climate; write 
fully. J. Jessop & Sons, 1041 Fifth 
Ave., San Diego 1, Calif. 





WE HAVE an excellent opening for a 
diamond setter and jeweler in our 
repair department; if you are in- 
terested in a permanent position, 
with good salary and ideal working 
conditions, apply to “C., 3969,” 
eare J. C-K. 





WE would like to communicate with an 
experienced watchmaker who is capa- 
ble and dependable; must be able to 
do light jewelry work; we have a 
promising and well paying position 
open. Lipson’s Jewelry Store, Fair- 
mont, W. Va. 





FIRST class watchmaker for perma- 
nent position with old established 
and leading jewelry firm, in Texas 
city of 50,000 population; air-con- 
ditioned store; qualifications and 
full references 3 good sal- 

ary. Address “T., 3457,” care J C-K. 





WE have two, we want two more watch- 
makers; air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. Herbert’s, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





WATCHMAKER, wanted to take com- 
plete charge of the department; perma- 
nent position with a fine future; ex- 
cellent working conditions; write full 
details, age, experience, references and 
salary expected. Shrode Jewelers, 
Sarasota, Fla. 





SALESMAN, retail jewelry experience, 
window trimming not required, al- 
though would be appreciated; must be 
dependable; salary or commission; we 
have a surprising quick turnover; it is 
a splendid chance; air conditioned. Ad- 
dress “F., 3944,” care J C-K. 





(Continued on page 408% 
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(Continued from page 405) 





SALESMEN; progressive wholesaler, 
handling staple and novelty jewelry line 
has opening for traveling men with 
following; state territory; submit ref- 
erences; 10% commission. Crescent 
Novelty, Central National Bank Bldg., 
Richmond, Va. 





WANTED first class watchmaker, no 
second or third class worker; must 
be good mechanic; permanent posi- 
tion; starting salary $125 per week 
for 48 hours; pleasant conditions, 
in Memphis, Tennessee. Address 


“J., 4034,” care J C-K. 





JEWELRY repairer who can assist on 
some other work in retail store, take 
in, estimate on and deliver repairs; 
reply giving full particulars, age, ex- 
perience and salary desired for perma- 
nent position. Woods, 41 N. Broadway, 
Yonkers, N. Y 





WE HAVE the following openings in 
our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 





WATCHMAKER; experienced man _ to 
assume full charge of Repair Depart- 
ment, on a commission or salary basis; 
permanent position; excellent opportu- 
nity; in Middle West City of 85,000: 
state experience, salary or commission 
basis desired. Schindler’s Jewelry, 
Sioux City, Iowa. 





COSTUME jewelry; nationally known 
manufacturer of diversified and popu- 
lar priced costume jewelry line, has 
several territories open for experienced 
men with following, calling on jewel- 
ers, department stores, specialty shops, 
etc.; commission. Write fully “D., 
3553,” care J C-K. 





OPPORTUNITY for an ambitious young 
man, with jewelry background, to join 
a fast growing chain organization lo- 
cated in New York State; must show 
initiative and be able, with capable 
training, to fit himself into a responsi- 
ble position within a short time. Ad- 
dress “K., 3690,” care J C-K. 





JEWELER; production manager for es- 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; state fully 
experience and references. Address “G., 
1518,” care J C-K. 





WATCHMAKERS: we are located in the 
best and fastest growing town in West 
Texas; our position offers a good sal- 
ary, pleasant working conditions and 
permanency; requirements are capabil- 
ity, honesty and a willingness to work; 
if interested write, Vosatkos, Box 183, 
Midland, Tex. 





ASSISTANT to the manager in fine 
jewelry store; splendid opening for 
one who has had jewelry store ex- 
perience; located in Ohio; this. is 
not a chain; in first letter give back- 
ground of experience, age, etc.; cor- 
respondence confidential. Address 


“G., 4061,” care J C-K. 





WANTED, watchmaker and plain en- 
graver, must be A-1 mechanic, un- 
derstanding close rating of railroad 
work; permanent year around posi- 
tion with old established concern; 
ideal working conditions; refer- 
ences, etc.; salary $75 per week. 
J. W. Kirkpatrick, el Dorado, Kan. 





WANTED, buyer and manager, _ thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





WANTED, assistant manager; must be 
excellent salesman, experienced in 
eash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 
Jewelers, Charlotte, N. C. 





SALESMEN, wanted to sell to retail 
stores a fast selling jewelry line con- 
sisting of gold filled, solid gold and 
costume; commission basis; territories 
open, New England, Mid-Atlantic, West 
Coast and South; give fuli details and 
ae Address “K., 4094,” care 





YOUNG LADY, thoroughly experi- 
enced, to take complete charge of 
merchandise production department 
for large diamond ring house; good 
future; write stating full particu- 
lars; information will be held 
strictly confidential. Address ‘M., 


4037,” care J. C-K. 





WANTED; first class diamond setter 
and jewelry repair man; permanent 
position with one of oldest and largest 
concerns in the South; shop on fifth 
floor of new modern fireproof build- 
ing, air-conditioned year around; give 
references and salary expected in first 
_ Bromberg & Co., Birmingham, 

a. 





AN exceptional opportunity for an am- 
bitious young lady to join a growing 
diamond ring house; must have knowl- 
edge of diamond bunch ring business 
and must know how to manage an 
office in all detail; good salary; all 
correspondence will be kept in con- 
ae. Address “E., 4056,” care 
J C-K. 





HEAD watchmaker wanted at once for 
finest store in North Texas, city of 
25,000, only six miles from famous fifty 
million dollar Red River Dam; healthy 
climate; present head leaving after 
seven years to enter business for self; 
top salary; best working conditions; 
investigate at once. Tappan’s Jewel- 
ers, Sherman, Tex. 





WANTED, experienced jewelry salesman, 
thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandise, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address ‘“G., 4090,” care J C-K. 





MANUFACTURER of an important 
line of platinum diamond watches, 
diamond _ attachments, platinum 
diamond rings, and ring sets, dia- 
mond wedding rings, wants sales- 
man with good retail following on 
the West Coast; a money making 
chance for the right man. Address 
“K., 4069,” care J C-K. 





WATCHMAKER wanted; first Class 
home owned store; would like w 
capable assuming responsibility ine 
pair department and eventually manag. 
ing same; diamond setter and engra re 
preferred, but not necessary, it g pa 
workman; state starting sa er. 
pected. Kirkman’s Jewelry §tom 
Anderson, Ind. ~ 





$100 k f rent oak 

a wee or competent combj 

tion watchmaker and engraver; ll 
applications held strictly co 
tial; mild climate ; pleasant work; 
conditions with the oldest jewelry 
firm in El Paso, established in 19g, 
this is a permanent position, W, T. 
Hixson Co., 118 Mills St., El Paso, 
Texas. 





MANAGER; store manager with experi. 
ence in all phases of selling, fy} 
knowledge of credit department ang 
window trimming for a retail credit 
jewelry store; wonderful opportunity 
for the right person; salary plus per- 
centage; state full particulars and jp. 
clude an inexpensive photograph jp 
first letter. Frank B. Bush, 12 Arcade, 
Nashville, Tenn. 





CHICAGO manufacturer, high grade 
line of sterling, intaglio and 10K 
emblem and men’s stone set rings, 
has several territories open for com- 
mission men with following with 
better class of wholesalers; state 
lines carried and full details first 
letter. Address “Circular, G., 3945,” 
Room 1415, Heyworth Bldg., Chi- 


eago 2, Ill. 





WANTED, salesman, assistant manager 
who is thoroughly experienced in in- 
stallment jewelry selling; good oppor- 
tunity for advancement for capable 
man as this company has several jewel- 
ry stores located in this community; 
give full particulars in first letter, en- 
closing an inexpensive photograph. 
Frank B. Bush, 12 Arcade,. Nashville, 
Tenn. 





JEWELER to make samples and act 
as production manager for well 
established costume jewelry factory; 
prefer one acquainted with tools 
and castings; fine opportunity; 
good salary and bonus arrangement 
offered to the right person; replies 
held strictly confidential; state fully 
experience and references. Address 


a ee 3937,” care J. C-K. 





SALESMEN wanted for high grade gold 
filled and sterling silver costume jewel- 
ry line, for New York City, New Jer- 
sey and surroundings; also for New 
England and Michigan, Indiana, Ohio, 
Illinois, Far West; line well known in 
above territories; liberal commission 
basis: state full particulars first let 
ter; all replies confidential. Address 
“H., 3861,” care J C-K. 





PROMINENT manufacturer of fine 
medium priced gold rings, desires 
Eastern representative with estab- 
lished following among well rated 
wholesalers; please include all per- 
tinent details including past and 
present associations, accounts 
references and experience, when re 
plying. Address “H., 3983,” care 
J. C-K. 





WANTED; the following mechanics in & 


new, clean, well ventilated shop, 
equipped with the latest type equip- 
ment; positions permanent, with good 
salaries and liberal bonus arrange 
ments; one fine diamond setter, one 
fine platinum worker, one experien 
polisher, one fine engraver and carver. 
BE. W. Vick & Sons, 205 E. Broadway 
Long Beach, Calif. 
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” gELP WANTED—Continued 


| ll 


; watchmaker, or combination 

HE naker and engraver; good steady 
ition; salary $100 per week, plus 
liberal bonus; bonus unlimited, depend- 
ing upon your ability; this position 
offers an unusual opportunity; ex- 
s paid to investigate this posi- 

tion in Green Bay, Wis. ; all replies 
will be strictly confidential. Address 


“C,, 3287,” care J C-K. 
ee _ 
IN clock repairer and en- 
yn emg who can repair all kinds 
of clocks, spring and electric, grand- 
father and mantel, and who can also 
do presentable engraving, identifica- 
tion bracelets, flat silver, compacts ; 
good salary to the right man; we have 
cod working conditions; air-condi- 
tioned shop; our engraver died _ re- 
cently. Dunbar, Jewelers, Yakima, 


Wash. 














SALESMEN, watch materials, for old es- 
tablished aggressive Pacific Northwest 
material house; salary and commis- 
sions, based on sales, plus traveling 
expenses; excellent opportunity in this 
expanding trade territory, for aggres- 
sive man with previous material sales 
experience; write giving references, 
previous connections and salary. Ber- 
nard Italie, Inc., Box 710, Portland 7, 


Ore. 











MANUFACTURER of outstanding line 
of popular priced gold filled and 
gold lockets, crosses, chains, brace- 
lets and other gold filled jewelry 
items has several territories open 
for salesmen with experience and 
following; this is an excellent op- 
portunity for the right man who 
may continue to handle any non- 
conflicting side lines. Address “S., 
3736,” care J C-K. 





SALESMEN, for high grade sterling 
silver and gold-filled costume jewelry 
line; resident men in territory pre- 
ferred, with car; experienced men only 
with following retail jewelers, depart- 
ment stores, specialty and gift shops, 
etc.; generous commission basis; 
prominent house; give full details, ter- 
ritory covered, etc.; no objection to 
non-conflicting _lines. Address “G., 
3860,” care J C-K. 





SALESMAN with a good retail follow- 
ing in the Middle West wanted by 
manufacturer of an extensive and 
fast selling line of platinum dia- 
mond watches, diamond attach- 
ments, platinum diamond rings, 
ring sets and wedding rings; also 
bunch rings for delivery; good 
chance for the right man; no ob- 
jection to non-conflicting side line. 
address “L., 4070,” care J C-K. 





WATCHMAKER wanted to take complete 
charge of the department; permanent 
Position for the right man; pleasant 
working conditions; established 1913; 
wonderful climate in the heart of fish- 
ing, hunting and summer resort coun- 
try; owner wishes to retire from watch 
bench; write full details, age, experi- 
ence, references and salary expected. 
qaylor-Raymond Jewelry Co., Durango, 

0. 








FRONT man: we have one man taking in 


repair work and need another; man 
must be able to take in and sell all 
types of jewelry-repair service and 
make adjustments; we have a heavy 
trade; shop and store, air-conditioned : 
g00d quality work and congenial; per- 
manent to right man; you name the 
Salary but don’t forget to tell us what 
wa do. Dunbar Jewelers, Yakima, 








OUR optometrist who has been with us 
for 21 years left to go into practice 
for himsel in this city; the store owns 
all equipment to properly conduct an 
optical department; an exceptional op- 
portunity for the right man who wants 
to engage in business in Dayton, Ohio 
and who is a _ licensed optometrist; 
satisfactory arrangements for percent- 
age rent basis can be worked out; all 
inquiries strictly confidential. Address 
“A., 4066,” care J C-K. 





SALESMEN — unusual opportunity, 
importer of one of thé world’s lead- 
ing Swiss watches seeks salesmen 
for open territories in Middle West, 
Southwest and Far West selling only 
to exclusive cash stores; excellent 
opportunity for permanent, lucra- 
tive association; write complete de- 
tails, past experience and territories 
covered. Address “A., 4063,” care 
J C-K. 





WANTED; first class watchmaker, 
benchwork only; air-conditioned shop; 
plenty of natural light; well equipped, 
with modern cleaning machines and 
dust collecting buffers; guaranteed 
salary $100 per week; also, opening 
for combination branch store manager- 
watchmaker; good salary and share of 
profits; inquire in person, or by letter, 
giving full particulars, about your ex- 
periences to Pugh Bros., Youngstown’s 
Largest Jewelers, 15 W. Federal St., 
Youngstown, Ohio. 





EXPERIENCED jewelry saleslady sought 
by long-established Pacific Northwest 
retail jewelry firm; must be capable 
of selling all jewelry items, as well as 
heading silver department; an _ out- 
standing opportunity to better your 
present position and earnings, work in 
a metropolitan downtown store serving 
the finest trade, and live in the Wonder- 
land of America; state experience, sal- 
ary desired, age. Write today; all 
correspondence treated in strict con- 
fidence. Address “R., 3961,” care J C-K. 





TRAVELING salesman, experienced 
and with good following; must have 
ear; calling on retail jewelers in 
Tennessee, Alabama, Mississippi and 

rgia, representing wholesale 
jeweler 40 years in business, selling 
best lines of goods such as R. F. 
Simmons, Hadley, Gemex and other 
top lines; straight commission on 
sales and mail orders; splendid op- 
Portunity for aggressive man to 
earn upward of $10,000 year. Ad- 
dress “C., 3680,” care J C-K. 





EXPERIENCED jewelry salesman 
needed by leading Pacific Northwest 
retail jewelers; here’s an opportunity 
to work with a firm that believes in 
selling jewelry, diamonds, precious 
gems, fine watches and silver; in- 
vestigate this exceptional offer of a 
better position and better earnings in 
a Metropolitan downtown store, serv- 
ing the finest clientele; write today; 
state experience, salary desired and 
age; all correspondence treated in strict 
—— Address “P., 3960,” care 
F CE. 





RETAIL jewelry salesman; we are in- 
terested in obtaining the services of 
a high grade experienced jewelry 
salesman; this is an excellent op- 
portunity for a man who is aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work ; our store hours are 9 to 5:15 
daily, including Saturday; give com- 
plete information in first letter. Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 





DIAMOND salesman, Southern States, 
established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ac- 
counts, to travel in the states of 
Texas, Louisiana, Oklahoma, Kan- 
sas, Arkansas, Mississippi, Alabama, 
Tennessee and Georgia; require 
man who has following among re- 
tailer jewelers in this territory, to 
carry only this line; 10% commis- 
sion paid; drawing account given ; 
all replies will be confidential. Mack 
M. Burnstine, 220 West Fifth St., 
Los Angeles 13, California. 





COME work and enjoy living in the 
Capitol City, different, Santa Fe, 
New Mexico, located at the foot of 
a picturesque and scenic mountain 
range; excellent hunting, fishing 
and Winter mountain sports; Sum- 
mer average temperature 70°; 
Winter 30°, and most enjoyable of 
all, cool Summer nights in which to 
relax and sleep comfortably; this 
climate is specific for lung and 
throat trouble; we need four ex- 
perienced men for the following po- 
sitions; watchmakers, two first class 
experienced watchmakers, can each 
earn $135, or more a week repair- 
ing only six watches a day; clean, 
pleasant surroundings in which to 
work with no interruptions; must 
have own tools; new bench, clean- 
ing machine and all watch material 
furnished; position permanent with 
paid vacation; combination jewelry 
repair man and engraver, must be 
experienced in all phases of jewelry 
repair and capable of assuming 
complete charge of department; 
your earnings will be dependent 
upon your efficiency and amount 
of work produced; 50% commis- 
sion on local repairs; 60% com- 
mission on outside trade work; po- 
sition permanent with paid vaca- 
tion; clockmaker, we are refusing 
clocks for repair because we are 
waiting for you; there will be plenty 
of work when you arrive, including 
service calls on grandfather clocks, 
ete.; position permanent with paid 
vacation; give references, age, con- 
dition of health and if possible, send 
recent snapshot in first letter. Ad- 
dress, P. O. Box 1555, Santa Fe, 


New Mexico. 


For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








COMPLETE jewelry stock to be sold at 
sacrifice; jeweler established 75 years; 
New York City: retiring. Address “S., 
4047,” care J C-K. 





FINE rebuilt watches, in attractive new 
cases, ready to sell: order with con- 
fidence from F. Stern, Box 43, Station 
W, New York 24/4. 


SMALL jewelry store with good watch, 
clock and jewelry repair trade: estab- 
lished 40 years: in Cleveland, Ohio; 
price $3,000. Address “T., 3920,” care 
J C-K. 








(Continued on page 408) 
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FOR SALE—Continued 
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SMALL jewelry store and good watch 
repairing department; low rent; in In- 
diana, 100,000 population, on main 
street of town; you must see the place. 
Address “‘S., 3916,” care J C-K. 





WELL established jewelry and _ gift 
store; large select stock of merchan- 
dise; good steady watch and clock re- 
pair trade; near New York City. Ad- 
dress “A., 3887,” care J C-K. 





FULLY equipped jewelry trade shop for 
sale; established 25 years; located in 
Central New York; more work than 
can be handled by four men; reason 
for selling, ill health. Address “P., 
4013,” care J C-K. 





JEWELRY store, excellent watch repair 
business; ideal location for loan office ; 
stock and fixtures; I own building and 
will give long lease; I am going West. 
Katz Credit Jewelers, 4814 W. Warren, 
Detroit 10, Mich. 





GREAT opportunity to acquire jewelry 
manufacturing plant and accounts of 
successful manufacturer, 35 years in 
business, who must retire on account 
of ill health; principals only; profits 
yearly $35,000 to $50,000. Address “K., 
3909,” care J C-K. 





SELLING first class jewelry store be- 
cause of ill health; all stock very clean ; 
approximate inventory $14,500; five 
year lease, option to seven; choice loca- 
tion in Long Beach, California. M. 
go 4117 Jacinto Way, Long Beach 

, Calif. 





FOR SALE: old established jewelry 
store, modern and complete with 
air condition; best location in Jack- 


sonville, Florida; price about $90,- 
000, all cash; bad health, reason 
for selling. Write, A. L. Layton, 
608 Consolidated Bldg., Jackson- 
ville, Fla. 





FOR SALE jewelry store; new satin 
finish fixtures, clean stock, more repair 
work than one man can handle; good 
opportunity for ex-service man; the 
largest gold mines and lumber camps 
in the world here; reason for selling, 
ill health; cash $3,500. Smisor’s Jewel- 
A = 147% Mill St., Grass Valley, 

alif. 





RARE opportunity; for sale, a fine mod- 
ern jewelry store in Pennsylvania 
town of 20,000 population with 35,000 
drawing; long established; 100% loca- 
tion, low rent, excellent lease; recently 
renovated outside and inside; leading 
jewelry store in town; $30,000 full pur- 
chase price includes inventory, accounts 
receivable, fixtures, improvements, 
etc.; principals’ only. Address “K., 
3948,” care J C-K. 





COMBINATION retail and manufactur- 
ing jewelry shop; agency class rings; 
fine location watchmaker, optician; 
population 283,000; annual volume, 
$11,000, merchandise $2,300; price 
$5,334; established 1881; tiled floors; 
display windows; heat, lights, janitor 
service, included in rent of $26 month; 
located bank building arcade; attrac- 
tive shops; heart business district. Clif- 
ton Herrick, 327 Bremer Arcade, St. 
Paul i, Minn. 


ESTABLISHED jewelry store in San 


Diego, Calif.; 100% location; doing 
over $100,000 gross yearly with only 
four employees; clean stock; allot- 
ments from all nationally advertised 
brands; modern, up-to-date maple fix- 
tures; doing nearly all cash business; 
total price approximately $50,000 
cash; can reduce inventory if neces- 
sary; substantial reason for selling; 
for particulars write Phil Gershon, 
3938 El Cajon Blvd., San Diego, Calif. 





FOR SALE, jewelry and silverware re- 


tail, combined with jewelry repair 
store, in heart of Central Florida; 
wonderful opportunity for ex-ser- 
vice man or civilian; fully equipped; 
new fixtures; more work than one 
man can do; good location in center 
of business district; low rent; well 
established; must sell due to_ ill- 
ness; $8,500. Address “J., 4067,” 
eare J. C-K. 





FOR SALE, new, all modern jewelry 


store in small eastern Pennsylvania 
town of 4000 population, 15,000 people 
to draw from; steady railroad, farm- 
ing and industrial workers; ideal loca- 
tion and living; only jeweler in town; 
complete new stock and fixtures; large 
store room in brick building; low rent; 
agency for all nationally known lines; 
doing $25,000 annual cash business; 
can be increased 50% by credit; more 
watch repairing than can be handled; 
price $14,000 cash only; give refer- 
ences in first letter; buyer can step in 
without loss or interruption of busi- 
ness; ill health reason for selling. Ad- 
dress “E., 3940,” care J C-K. 





MANUFACTURER of many years’ ex- 


perience, having an excellent estab- 
lished business and producing the 
better kind of jewelry to the trade 
at large, is offering his plant for 
sale to someone who is energetic 
and desirous of continuing this busi- 
ness in its present location; this 
business is well worth looking into; 
a wonderful future and a g 
profit maker; a fine city and a fine 
location for such a business; will re- 
quire approximately $160,000, with 
a down payment of omnes ;_ terms 
can be arranged for balance; only 
those financially responsible will be 
considered. Address “J., 3971,” 
care J. C-K. 








ONE of San Francisco’s older, conser- 


vative jewelry stores, dealing in cash 
trade only, established 60 years, lo- 
cated in heart of the pioneer dist- 
rict; diamond wares, special order 
work in all metals, antique restora- 
tion, lapidary work, regular jewelry 
repair work; enough fine watch re- 
pairing to keep three watchmakers; 
very advantageous, long term lease ; 
store newly remodeled; price $30,- 
000 cash, plus inventory; will sell 
only to principal, absolutely no 
brokers or dealers; this is an oppor- 
tunity for a sincere jeweler who is 
looking for a bonafide location, 
who knows the business from every 
angle, one who wants to become an 
integral part of San _ Francisco’s 
jewelry world; present owner will 
retain proportionate share, if agree- 
able, or advisable; reason for sell- 
ing, I am tired. Address “L., 3986,” 
eare J. C-K. 





—_—_—_. 
For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, S cents a word 





—— 


OWING to the death of my husband | 
have watchmakers’ tools, bench, lathe, 
etc., for sale. Mrs. Lawrence Becker 
Newhall, Iowa. : 





FOR hard-to-get materials, or parts, op 
watch cases, and for any problem, 
send movements to F. Stern, Box 43 
Station W, New York 24/4. r 





SAFETY catches, joints, nickel-silver 
brass fold-over clasps; decent work. 
manship; quantity consumers; best 
price. Address “F., 3437,” care J C-K, 





DIAMONDS, antique jewelry, from auc. 
tion sales; trays, with covers, holding 
1-2-3 dozen rings; second hand wrist 
and pocket watches. Pollack, 95 Bow- 
ery, New York. 





MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 98 Nassau St., New York 
City. 





WATCHMAKERS’ benches for sale; 
immediate delivery; photo and spe- 
cifications on request. Standard 
Woodcraft Co., 7 Old Savings Bank 
Bldg., Royal Oak, Mich. 





ARCH CROWN celluloid and pareh 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and office moved to 277 Halsey St. 
Newark 2, N. J. 





SAFES—jewelers, with and _ without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245 Canal St., New York 13, N. Y. 





NEW polishing machine’s top motor 
or spindle head, AC or DC; two 
weeks delivery. Francis E. Lavallee, 
Room 426, 333 Washington St. 
Boston 8, Mass. 





FOR SALE, in excellent condition, watch- 
makers’ and jewelers’ outfits, including 
engraving block and lathe complete; 
also tools; list sent on request. Mrs. 
J. A. Menard, 12 McIntyre St., Saranac 
Lake, N. Y. 





TEN Swiss wrist watch movements, for 
material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 


ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir 
ing some repairing, $15; in yellow 
cases, $25. Lowe, Holland Bldg, 
St. Louis 1, Mo. ‘ 


MANUFACTURERS of assembled 14K 
yellow gold pierced ear wires, and 10K 
and 14K yellow gold assembled French 
screw back ear wires, for unpierced 
ears; immediate delivery. Joseph Ring 
Co., Inc., 93 Nassau St., New York City. 


KUM-Kleen price labels for jewelry, sil- 
verware, gifts; easily peeled off; popu- 
lar sizes in round, oval and oblong; 
$1 to $1.60 per box of 1000. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 


NEW AND USED wheel cutters; slide 
rests; lathes and attachments; 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick 
Gallien, 220 W. 5th St., Los Am 
geles, Cal. 














— 
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FOR SALE—Cont. 





ivy-FIVE American movements, 
TWENTY valtham, Hampden, etc., brace- 
let, to 18 size $50; 25 Swiss bracelet 
movements, $50, for repairs or parts ; 
four dozen American and Swiss main- 
springs, in 20 drawer oak cabinet, $10. 
Ralph Simpson, Boone, Iowa. 





ALE, six jeweler’s wall cases, 

- : 16” x 8’, mahogany, Grand 

Rapids manufacturer, one horse- 

shoe and four showcases, a complete 

fixture setup; the best offer gets 

them, F.0.B. Jordens, Inc., Kings- 
port, Tenn. 








ES and safes; eight, 8 foot wall 
oy two, 6-foot glass top floor cases; 
one, circular front floor case; two, 8- 
foot counters; above all walnut and 
with drawers; one large jewelers safe 
with burglar proof chest; one larger 
jeweler:’ safe, with burglar proof in- 
ner doors. M. Meyer-Jeweler, Marion, 


Ind. 








RHINESTONES, finest quality white or 
colored, all sizes; special package, 
one gross assorted sizes, only $1.50; 
enclose. check or money order; im- 
mediate delivery. Sasson Jewelry 
Co., 144 W. 49th St., New York 19, 
N. Y. 





SPECIAL combination offer; one-quarter 
dozen keys for key winding watches; 
one dozen standard mainsprings; one 
dozen round gold filled bows, assorted, 
and one dozen assorted gold-filled 
antique crowns, all for $9; prompt de- 
livery postpaid upon receipt of check 
or money order. Dept. BH., Sawco 
Watch Co., 11 W. 42nd St., New York. 





KEY assortment for key winding 
watches; limit one-half dozen to a cus- 
tomer, $2.50; New York standard main- 
springs, $2.50 dozen, assorted antique 
gold-filled pocket watch crowns, $4 
dozen; assorted round gold-filled bows, 
$2.95 dozen; prompt delivery postpaid 
upon receipt of check or money order. 
Dept. B.H., Sawco Watch Co., 11 W. 
42nd St., New York. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, iavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
xs get acquainted; write for sam- 
es, 





JEWELRY gem cutting, metalcraft; 
new, complete illustrated book cov- 
ering cutting, polishing, mounting 
gems, metal, jewelry work, etc.; 
many fascinating modern designs; 
287 pages, $2.75 postpaid: money 
ack guarantee; we supply tools, 
materials at lowest cost. Modern 
Technical Book Co., Dept. M2CK, 
55 W. 42nd St., New York 18. 


SWISS mainsprings, $2.45 dozen; staffs, 
$2.45 dozen; stems, $1.98 dozen; most 
Popular sizes now available; sleeves 
$1.08 dozen; D.E. 8-day clock keys, 
$1.19 dozen: 48 different sizes convex 
Clock glass, $6.63; three dozen, 1/10 
14K yellow, pink or white gold filled 
bracelet crowns, $3.97; 100 Geneva 
crystals, $1.98; 100 case screws, 0 to 
18 size, 79¢: send for bargain bulletin 
of round and fancy unbreakable and 
4 crystals, hands, staffs, stems, 
Screws, tools, supplies, etc.; hundreds 
of items. Beck Bros., 715 W. Wild- 
wood, Fort Wayne, Ind. 








WATCH materials, Swiss staffs and 
stems, four for $1; buy Swiss main- 
springs only, four for $1, doz. $2.60; 
balance jewels, finest, 100 assorted, 
$12; genuine Dumont tweezers $3.50, 
others $2; E-Z pivot polishers, $1 for 
four; B & M hairspring vise, $4.50; 
pallets with arbors, escape wheels, bal- 
ance wheels, complete, $1.50 to $4.60; 
mail orders promptly; we also take on 
a limited number of customers for hair- 
spring vibrating; staffs made to order; 
new and used staking tools sold for 
$58.50, $75 and higher. F. S. Horo- 
logical Co., Box 43, Station W, New 
York 24/4. 





JEWELERS! read carefully; this is im- 
Portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business. stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description; 31 E. 22nd 
St. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
Post delivery service makes us your 
—_, a a neighbor. Phones Algonquin 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps, 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 








Business Opportunities 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT te made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, eto., 
must furnish trade references. An- 
nouncements must pase the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





I HAVE ability to produce and $10,000; 
desire profitable connection; retail or 
a :< Address “V., 3965,” care 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





JEWELRY store wanted, cash or credit, 
doing a good volume of business; in- 
dividual will pay cash for established, 
reputable store. Address “B., 3977,” 
care J C-K. 





YOUNG MAN, 33, experienced; invest 
and services; gift, jewelry, wholesale 
jobbing, manufacturing or retail; what 
ice Address “W., 3927,” care 





MANUFACTURER wishes to establish 
an exclusive distributor to supply local 
dealers with genuine Lightmaster 
cigarette lighters; must carry own ac- 
counts. Box 9, Tarzana, Calif. 


THOROUGHLY experienced retail man 
will invest $5,000 with watchmaker 
possessing similar sum to open store; 
Philadelphia or vicinity preferred. Ad- 
dress “W., 3966,” care J C-K. 


QUALIFIED retail manager will pur- 
chase for cash, established business, 
consider partnership in same or under- 
take new venture with reputable party. 
Address “T., 3964,” care J C-K. 











ATTENTION jobbers: have openings for 
the sale of very attractive high qual- 
ity pearl jewelry, as chokers and brace- 
lets; entirely new patterns. Address 
“C., 3901,” care J C-K. 


PROVIDENCE jewelry jobber, reliable, 
efficient, would like to act as agent, 
buying and selling jewelry and kindred 
lines; salary or commission basis. Ad- 
dress “S., 3924,” care J C-K. 








CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, Ill. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





WANTED to buy small jewelry manufac- 
turing plant with casting, stamping 
and plating equipment; Eastern loca- 
tion preferred; acting for client. Gosta 
R. Truedsson, Consulting Engineer, 
311 S. Main St., Holden, Mass. 





AMERICAN with responsible government 
experience is about to take up resi- 
dence in Vienna, Austria; will be avail- 
able for business assignments, in Aus- 
tria. T. A. Richman, 1730 P St., N.W., 
Washington, D. C. 


WANTED by veteran, jewelry store in 
city of 50,000 to 100,000 East of Mis- 
sissippi River, excluding New England ; 
replies held in strictest confidence. M. 
maa 602 Day Ave., S.W., Roanoke, 

a. 








WE have specialized in photographing 
jewelry for the past 12 years; black 
and white, or color; complete cata- 
logues or single illustrations. Don 
Bryan Studios, 53 W. Jackson Blvd., 
Chicago 2. 


WILL pay cash for established jewelry 
store with volume of $50,000 to $100,- 
000, located in Texas, Oklahoma or 
Louisiana; information exchanged con- 
fidential. Address “Y., 4051,” care 
J C-K. 


WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370,’ 
care J C-K. 











WANTED to buy, jewelry store in Penn- 
sylvania or Ohio: have capital of $30,- 
be? 2 invest. Address “B., 4026,” care 





WANTED to buy, jewelry store; will 
pay cash; all information confidential. 
Paul Vermillion, 121 N. Harrison St., 
Alexandria, Ind. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures: we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 


(Continued on page 410) 
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BUSINESS OPPORTUNITIES—Cont. 








(Continued from page 409) 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
es New York. Telephone, Rector 
2-5928. 


JACK M. WERST will pay you spot 
for your surplus or entire 
stock of jewelry, diamonds, estates 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


WATCHMAKER, exporter, established in 
Switzerland, seeks connection with im- 
porting house for the placing and fill- 
ing of orders for watches, or parts; 
regulation and expedition of shipments 
under best possible conditions ; absolute 
confidence; large experience; initiative. 
Write, Dr. Jack MRubins, Bellevue 
Hospital, New York, for details. 


JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis ‘Rifkin, 81 Bowery, New York 
City. Phqne Walker 5-3936. 


BRITISH manufacturer of leather 
watch straps, renowned throughout 
Europe for the quality and variety 
of their lines, wishes to appoint 
agents in all parts of the United 
States; wholesalers and manufac- 
turers agents interested are invited 
to apply to B. Prince & Co., Ltd., 
Treforest Trading Estate, Ponty- 
pridd Glam, S. Wales. 














WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details; you will 
not be obligated; references from 
many jewelers who have had us 
liquidate their business recently will 

sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to MeRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, IIl. 


Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


en ene 
Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





———S 


WATCH repairing for the trade; pricg 
list and reference upon request. M. J, 
Gallo, 922 N. Plum St., Lancaster, Pa 





SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W. 48th St, 
New York 19, N. Y. 





WATCH repairing for the trade; fast 
and guaranteed service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, N. Y. 





WM. Morales, expert watch repairer for 
the trade; prompt and reliable service; 
price list sent upon request. 35 Maiden 
Lane, Room 709A, New York 7, N. Y. 





WANT TO BUY jewelry store for cash, 


in small town up to 50,000 population. 
Address “L., 2513,” care J C-K. 





WANTED; Western Electric Regulating 


machine; must be in good condition; 
will pay cash. Ernest Burk, 614 13th 
St., N.W., Washington 5, D. C. 





WANTED, instruction book “Art of En- 


graving’ by Fred H. Rees, Elmira, 
N. Y. Robert’s, 6 Warren St., Glens 
Falls, N. Y. 





PRESSURE casting; I have a few 
thousand dollars and I would like 
to contact a partner with an equal 
amount who is interested in manu- 
facturing pressure casting merchan- 
dise in gold; this is a wonderful op- 
portunity for a man who is a me- 
chanic and has ideas, and is also a 
wonderful location for this class of 
business; confidential. Address “B., 


3970,” care J. C-K. 


ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
 _—r 5 S. Wabash Ave., Chicago, 








TO a wholesale jewelry salesman; I 
am a manufacturer and importer of 
quality diamonds; I am interested 
in expanding my sales market by 
selling goods set in engagement 
rings and wedding bands; I have the 
knowledge, experience and facilities 
to produce outstanding values; if 
you are a top-flight road salesman, 
able to take charge of sales on a 
partnership basis, reply in confi- 
dence; references will naturally, be 
exchanged prior to detailed discus- 
sion. Address “M., 4071,” care 
J. C-K, 


WANTED, E. F. Hornikel’s Engravers’ 


Textbook, size 12” x 91%”, 75 pages; 
must be in good condition; pay $5. 
Ralph F. Geeslin, Kernaghan, Inc., 
Jewelers, Macon, Ga. 





WILL pay up to $1.50 per ounce for 


Towles Canterbury and/or Old Colonial 
sterling patterns; advise amount and 
price. O. H. Gholstron, Jeweler, 4329 
S. Vermont Ave., Los Angeles 37, Calif. 





WANTED, watchmakers’ lathes, attach- 


ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, II. 





JEWELRY store doing cash or credit 
business of $70,000 or more yearly in 
Pennsylvania, Ohio and West Virginia; 
good location; good lease; replies con- 


fidential. 
J C-K. 


Address “S., 3919,” care 





CREDIT jewelry store, preferably on the 


Eastern Seaboard; give complete de- 
tails accounts receivable, inventory, 
fixtures, etc.; city population not to 
exceed 100,000. Address “L., 3910,” 
care J C-K. 





CASH for 





surplus’ stock; 
watches, mevements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval; bank references. B. 
Lowe, Holland Bldg., St. Louis 1, 


jewelry, 





WATCH repairing to the trade; reliable, 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es 
planade 2-2963. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





HIGH grade watch repairing for the 
trade, the factory way; fast and 
guaranteed service at low cost. Watch 
craft Co., 132 Nassau St., New York 7, 
Beekman 3-5541. 





CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, III. 





RELIABLE watch repairing for the 
trade since 1921; efficient, depend- 
able mail service: Standard Watch 
Service, 949 Broadway, New York 
10, N. Y. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 





REPUTABLE watch repairer for the 
trade; reasonable prices; repairs 
completed within 14 days. Reliance 
Watch Repair Co., 5 Beekman St, 
New York City. 





EXPERT watch repairing for the trade; 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264, 





CLOCK making to the trade; specialist 
in heavier horological work; wheels 
and pinions cut on order; clock e& 
capements constructed or repaired; 
antique clocks restored. Stanley Pro 
kop, 2680 Dahlia St., Denver, Colo. 
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repairing for the trade; 
prota wah courteous service; all 
work fully guaranteed; repairs com- 
pleted within 10 days; special at- 
tention given to mail orders. Soloff, 
165 Ross St., Brooklyn 11, N. Y. 





i 


clock repairing for the trade; 
9 reliable service on Telechron, 
General Electric, Hammond, Seth 
Thomas, Session; work guaranteed; we 
ecialize in mail order work. Acme 
Clock Repair Service, 4611 Clinton St., 
Los Angeles 4, Calif. 





WATCH repairing for the trade; fast 
guaranteed service, Western Elec- 
tric Timemaster ; reasonable prices; 
price list and references upon re- 
quest. Perfect Watch Repair Ser- 
vice, 207 E. 33rd St., New York 16, 
N. Y. 





RT watch repairing; we specialize 
4 ot orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; 
all workmanship guaranteed; have 
satisfied customers throughout the 
country for the past 24 years; service 
within five days; postage prepaid one 
way; prices sent upon request. Josiah 
Odence, Inc., 215 Fourth Ave., New 
York 3, N. Y. 





CRYSTAL fitting for the trade, special- 
izing in Ross lentille crystals, in the 
clear blue, green, amber and rose 
colors; all fittings are dust-tight, with 
lentilled edges and highly polished 
surfaces; prompt, guaranteed service; 
price list on request. Ross Watch 
Crystals, 15 E. Washington St., Room 
Pity Chicago 2, Ill. Tel. Franklin 





EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers ; 
jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; all watches 
are precision timed on our Watch- 
master; there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 545 Fifth 
Ave., New York. 





WHY do hundreds of jewelers prefer to 
send their watch repair work to us; 
they like our skilled precision crafts- 
manship and tests for accuracy; they 
like our proven integrity and reliabil- 
ity, as attested by satisfied customers; 
they like our speedy and efficient ser- 
vice; write us; you'll find our prices 
low and our work satisfactory. Matt- 
hews Watch Repair Co., 154 Nassau 
St, New York 7, N. Y. 





WE specialize in repairing all types of 
watches, both American and foreign: 
in cleaning, movements are entirely 

tled and thoroughly cleaned, 

Piece receiving individual atten- 

tion, thus assuring you of the finest 
Job possible; all jobs are 

against defective workmanship and 

; in addition, our jewelry re- 

Dair department is ready to help you 

with all jewelry repairs, including spe- 

cial order work of all kinds. H. Win- 

folk, 1548 Belmont Ave., Chicago 13, 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St., New 
York 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








ALL type of jewelry repairing, diamond 
setting and special order work; three 
day service. Paul Rudolph, 2 N. Broad- 
way, Aurora, III. 





MAIL order engraving; master dies by 
machine; prompt service. John W. 
Payne Engraving Co., 38 Peachtree 
Arcade, Atlanta 3, Ga. 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





JEWELRY repairing, specializing in ex- 
pansion bands; fast service, all work 
guaranteed; factory method; write for 
price list. Parkers, 124 W. 6th St., 
Los Angeles 13, Calif. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, 
Tex. 





CASTING for the trade; gold and silver 
jewelry; experienced and trustworthy: 
prompt service. Castcraft, 15 Ward 
St., Bloomfield, N. J. Telephone Bloom- 
field 2-2971. 





PLATING; gold, rhodium and silver 
jewelry; any color or finish; prompt 
mail order service; 28 years’ of ex- 
pert plating. Allied Plating Co., 430 
S. Broadway, Los Angeles 13, Calif. 





WATCH, clock, costume jewelry, pearl 
repairs for the trade; specialize in odd 
items; prompt and guaranteed senwice ; 
inquiries and estimates solicited. John 
M. Wise, 108 W. Fayette St., Balti- 
more 1, Md. 


EXPANSION bands repaired and pol- 
ished; all types trade work; no riv- 
ets punched through caps; prompt 
mail order service. Shermans Brace- 
let Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif. 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 





DIAMOND setter wishes work from 
out of town trade; finest i 
workmanship; prompt service; ref- 
erences furnished; write today for 
yee list. Address “B., 2361,” care 





ENGRAVING for the retail jeweler; a 
complete organization established 26 
years, at the same address, assures 
you of prompt and efficient service and 
excellent workmanship; mail service a 
specialty. O. F. Swensen, 198 Broad- 
way, New York 7, N. Y. 





JEWELRY tool and diemaker, estab- 
lished tool and die shop, wants work 
of any kind of jewelry dies, piercing, 
tool cutters, also experimental work; 
40 years’ experience; very best refer- 
ences. Albert Boll, 7315 Lansdowne, 
St. Louis 19, Mo. 





ATTENTION jewelers; jewelry repairing 
and engraving should not be any prob- 
lem for your store; we are pleased to 
announce we have an excellent staff 
of trained former service men and 
women who can handle your work 
promptly, efficiently and reasonably; 
24 to 48 hour service to any part of 
the nation; work finished like new at 
attractive prices; return. shipping 
charges prepaid by us; why not send 
us a trial package. A. W. Thacker 
Co., 2005-2007 Jenkins Arcade, Pitts- 
burgh, Pa. 


Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 
a 


PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 





| accom teen tnmansinwmtncte 
Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a wore 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS;; increase your ability 
through the highly recommended books; 
“Rules and ice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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Display Case for Lampl Charms 


The blonde polished wood, glass-top- 
ped display case pictured above is being 
currently offered by Walter Lampl, New 
York, complete with a selection of 134 
sterling silver charms and 24 sterling 
charm bracelets, at a price of $126.00 for 
the complete package. 

The charms, many of which are me- 
chanical, are displayed on a black velvet 
pad, which is glass-covered for protec- 
tion. Behind the pad, at the back of 
the case, is a generous sized drawer 
with divisions for a reserve supply of 
both charms and bracelets. 

The case is suitable for either counter 
or window and is 15%, inches wide, 7%4 
high and 13 inches deep. It will be on 
display in the Lampl booth at the 
ANRJA Show at the Waldorf in New 
York, August 12 to 15. 


Chicago Ring House Enlarges 


Strat-O-Line Ring Co., 31 North State 
St. in Chicago, has recently enlarged its 
office salesrooms, which have been mod- 
ernized and decorated in pastel colors. 
The company, operated by J. Arthur 
Rogers and Edward S. Rogers, has 
added a number of new designs to their 
already varied line of ladies’ and men’s 
mings in both synthetic and genuine 
stones, with special emphasis on Tiger 
Eye stone rings. 


Precision Vise for Jewelers 


Newly introduced to the market is the 
Nelson jewelers precision vise, especial- 
ly designed for the mechanic who works 
to a fine degree of accuracy. Weighing 
only one pound its ways are precision 
milled, and it has hardened steel jaws, 
1 3/16 inches wide which open three- 
fourths of an inch. The vise is. manu- 
factured and distributed by Fortune 
Mfg. & Sales Co., 4221 Beverly Bilvd., 
Los Angeles, Calif. 
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Leading Universities Cooperating 
With Academy of Time 


The Academy of Time, a foundation 
for the study of time in all its phases, 
announces that several of the foremost 
universities in the country have agreed 
to cooperate with it to encourage re- 
search in the field of time and timing. 

A public-service project sponsored by 
the Benrus Watch Co., the Academy 
will award scholarships and fellowships 
at such institutions of higher learning 
as, American University, Bradley Poly- 
tech, Chicago University, Fordham, Har- 
vard, Oklahoma A. & M., Stanford, Uni- 
versity of Minnesota and University of 
Vermont. 

The funds for these awards, subscribed 
by Benrus, will be administered by the 
Academy. However, the grants them- 
selves will be made by college officials, 
who will also guide the researchers along 
promising lines of study. 

According to Julian Lazrus, who rep- 
resents the Benrus Watch Co., on the 
Academy’s Board of Trustees, the Acad- 
emy of Time hopes to discover either an 
entirely new mechanical approach to 
time-keeping, or else a timing computa- 
tion based on a purely physical phenom- 
enon such as the speed of light or the 
velocity of electrons. 


Miller Heads Silver Sales 
Of Diamond Instrument Co. 


J. O. MILLER 


J. Q. Miller, better known as “Jack,” 
is’ now heading up the sales activities of 
the Silver Division of the Diamond In- 
strument Co., Wakefield, Mass. For sev- 
eral years prior to the recent war, Mr. 
Miller traveled for the Alvin Division 
of the Gorham Silver Co. He will cover 
the same territory for the Diamond In- 
strument Co. 


Wesgo Resumes Manufacture 
Of Electro-Plating Outfits 


The Western Gold & Platinum Works, 
manufacturers of the Wesgo crucibles, 
plating outfits and solutions, announce 
that they have resumed manufacture of 
the Wesgo plating outfits which were 
unavailable during the war. The new 
unit is said to’ incorporate many im- 
provements made possible by new, war- 
developed materials. The plating outfits 
are supplied completely equipped, ready 
for use and are available in 5 and 15 
ampere capacities. 





-Manufaeturers’ N ews 


Ad Campaign for Park Lighters 


SE 


"The Park Lighter Department", Park-Sher. 
man's new counter case displays six lighters, 
and holds a reserve stock of twelve more, 


The Park-Sherman Co., Chicago, wil] 
shortly launch a new advertising cam- 
paign on its Park lighter using large 
space and color in a substantial list of 
major national magazines. 

The Park lighter, of which more than 
3 million have already been sold, retails 
for $2.50. 

A simultaneous campaign directed to 
retailers will appear in trade publica- 
tions. This campaign will feature an un- 
usual counter case called the “Park 
Lighter Department,” made of bronze 
and lucite, and lined with “Velvetex,” 
which displays six lighters and holds a 
dozen underneath. The “Department” 
will be given free with initial sales of 
two dozen lighters. 


Sun Glo Displays Samples 
Of New Royal Hickman Line 


The first handmade samples of the 
Royal Hickman silver line have been 
put out on display at Sun Glo Studios, 
225 Fifth Ave., New York. Silver plated 
on copper, the line is in the Swedish 
modern feeling with a beaded pattern 
called “Ingrid” which carries throughout 
the line. Production started in June 
with 35 items promised to be ready by 
October, and 17 additional ones by 
spring. 

The line will consist of coffee sets, 
tea sets, salad bowls with fork and spoon, 
punch bowl, candlesticks, sugar and 
creamer, cocktail shaker and other bar 
accessories, center pieces and_ silent 
butlers. All, it is stated, will be mod- 
erately priced. 

Designed by Royal Hickman, the silver 
line is manufactured by the Three Crown 
Industries in Philadelphia. Mr. Hick 
man’s former silver, a line of sterling 
made in Mexico, was discontinued when 
conditions made manufacturing impos 
sible. The new line will be added to the 
Hickman collection of lamps, art pottery, 
terrace ware and cast aluminum. A 
dinnerware line which is now in work, is 
also to be added in the near future. 


Tracy to Represent Eterna 


Theodore J. Tracy has been appointed 
Middle West sales representative of 
Eterna Watch Company of America, 
Inc., with headquarters at 55 Washing- 
ton Street, Chicago, Illinois. 
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Pre-tests Popularity of 
Costume Jewelry Items 
























Ten of the outstanding jewelry and 
department stores in the United States, 
from coast to coast, are currently co- 
operating with the Stan-Fel Jewelry Co. 
in pre-testing sales popularity of various 
items of the company’s costume jewelry. 
Items which the tests show to be slow 
moving are promptly eliminated and 
only the fastest sellers are retained in 
the line. Photographed is an example 
of how the tests are conducted. It shows 
the corner window of the Sallan Jewelry 
store in Detroit, with a display of 
various numbers from the Stan-Fel line. 
Exact tabulations are kept as to move- 
ments of each of the various items in 
each of the stores where these displays 
are shown—results from all areas are 
tabulated and cross checked, and only 
such items as have proved consumer ac- 
ceptance are then promoted. 

This method of pre-testing popularity 
of various styles, says Stanley Conheim, 
President of Stan-Fel, is of great help 
to both manufacturer and retailer in 


- assuring maximum turn-over and free- 


dom from slow moving stock. 





Kingsley Completes New Factory 


To meet the increasing demand for 
Kingsley stamping machines, the com- 
pany has just completed a new and 
larger factory in Hollywood, Calif., which 
it claims is the most modern of its kind 
devoted exclusively to the manufacturing 
af stamping machines. 

“With this additional space,” said Mr. 
Kingsley, “we can double our present 
production and assure prompt shipment 
on all orders placed for Fall and Holi- 
day use.” 

Just as soon as building materials 
loosen up a bit, a modern office building 
is to be added. 


a 


Doxa Appoints U. S. Agency 


Adolf Schwarcz & Son, Inc., New York 
City, has been appointed sole authorized 
agent in the U. S. A. for Doxa watches 
and has changed its corporate name to 
Doxa Watch Agency, Inc. The change 
of firm name in no way affects the per- 
sonnel or management of the business 
which will remain the same as before. 


For JuLy, 1946 








Cory Widens Range of Products; 
Changes Name to Cory Corp. 


During the past few months Cory 
Glass Coffee Brewer Co. has stream- 
lined its offices, sales organization, and 
over-all management to condition the 
entire company for the postwar battle. 


In keeping with the general overhaul- 
ing comes the announcement that the 
company, formerly operating as a limit- 
ed partnership under the title of Cory 
Glass Coffee Brewer Co., became a cor- 
poration and took the new name of Cory 
Corporation, effective June 1, 1946. 

J. W. Alsdorf, formerly Managing 
Partner, is President of the new cor- 
poration; H. G. Blakeslee is Vice-Presi- 
dent and General Manager, and all other 
Cory executives retain their previous 
posts. 


Yodelers Plug Homis Watches 


Something novel in the way of dealer 
helps has been developed by the Homis 
Watch Co., Inc. To capitalize on the 
Swiss origin of their watches, they have 
prepared and are making available to 
retailers recorded transcriptions featur- 
ing the Moser Brothers, famous Swiss 
yodelers. 

The record comprises six 60-second 
spots and six 30-second spots. Each 
spot announcement has a singing intro- 
duction by the Moser Brothers, a sales 
message on Homis watches and a pro- 
vision for particularized copy from the 
individual dealer. 





Luria Rents Large Building 
for Miami Showroom and Office 





L. Luria & Son, Inc., New York, has rented 
a building at 400 S.W. 2nd Ave., Miami, 
Fla., to house its Southern offices and show- 
room. The showroom itself contains over 
7,000 square feet of floor space and is 
built of Italian marble. Storage and ship- 
ping facilities provide nearly 15,000 addi- 
tional square feet. Operations in the new 
location, which will be headquarters for 
Luria's distribution throughout the Southern 
part of the United States, began on June |. 


New Ring Mfr. in California 


Louis I. Kevitt, well known jeweler, 
has opened offices at 355 So. Broadway, 
Los Angeles, Calif. 

After 50 years in Buffalo, N. Y., where 
he operated four retail jewelry stores, 
Mr. Kevitt returns to his “first love” 
as a manufacturer of rings for men and 
women. “I believe that jewelers today,” 
said Mr. Kevitt, “are looking for quality 
goods and service, and that my years 
of experience on both sides of the coun- 
ter will be helpful in providing the trade 
with a line that will meet both desires.” 











New Display for “Loyal” Billfolds 
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Pictured above is a unique display 
case being distributed to retail outlets 
by Loyal Billfolds, a division of U. S. 
Luggage & Leather Products Co. 

The case is designed to be both a 
self-selling display and a price range 
finder. It also emphasizes the fact that 
Loyal Billfolds offers a one year uncon- 
ditional repair or replacement guarantee 
—a guarantee certificate to that effect 
being enclosed in each billfold. This dis- 
play unit is part of an over-all national 
and trade advertising campaign. 





Descendant of Vulcain Founder 


Joins Company's American Agency 

George Didisheim of La Chaux De 
Fonds, Switzerland, has joined the Vul- 
cain Watch Co., 630 Fifth Ave. New 
York, announces Bernard S. Lippman, 
head of the American factory branch. 
Mr. Didisheim’s great-grandfather found- 
ed Vulcain in Switzerland almost a cen- 
tury ago and his family still own and 
operate the company. Mr. Didisheim 
arrived in this country for the first time 
just a few weeks ago. 





Two Dinstmans Rejoin |. D. 





HY DINSTMAN 


JOSEPH DINSTMAN 


Hy Dinstman, after three years with 
the Army Air Forces, has returned to 
I. D. Watch Case Company, Jamaica, 
L. I., as head of the Engineering Depart- 
ment. Joseph Dinstman, back from ser- 
vice with the armed forces in Japan, has 
also resumed his executive duties with 
his firm. 

I. D. Watch Case Company is building 
a new and larger factory which will be 
air-conditioned and incorporate all of the 
most modern features in its design, con- 
struction and equipment including many 
important innovations. 
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Holzer Visiting Swiss Factories 


JULIAN HOLZER 


Julian Holzer, General Manager of 
Holzer Watch Company, Inc., 501 Fifth 
Avenue, New York, sole distributors in 
the United States of Tissot Watches, 
arrived last month by plane in Le Locle, 
Switzerland, for a stay of several weeks. 
Only recently introduced in the United 
States was the Tissot “Automatic”—‘“one 
of the world’s thinnest self-winding 
watches.” 

In addition to placing orders, Mr. 
Holzer will assist in styling of the Tis- 
sot line sold here through leading Ameri- 
can jewelers. He will also select and 
help style Tissot and Omega Watches 
to be sold in Mexico by the sole dis- 
tributors there, Holzer y Cia, S. A. 
which is under the same management 
as the United States firm. 


Sanderson and P. T. Noyes 
Elected Directors of Oneida 


At the Annual Meeting of Stockhold- 
ers of Oneida Ltd. on March 28, two 
members of the Community Sales Divi- 
sion were elected to the Board of Direc- 
tors. They are D. E. Sanderson, Assis- 
tant Director of Sales and Merchandising 
Manager, and P. T. Noyes, Assistant 
Sales Manager. Mr. Sanderson was Sales 
Manager of the Oneida Ltd. Canadian 
Division prior to September 1, 1945. Mr. 
Noyes, has been associated with the 
Community Division both on the road 
and in the Home Office for ten years. 
During the war he was with the War 
Production Division of the Company. 





Shorter Work Week for 
C. & E. Marshall Employees 


In order to give their employees a full 
weekend in which to relax, the C. & E. 
Marshall Co. is now operating on a 40- 
hour 5-day basis. Employees receive 
the same salaries as on the longer week 
basis, which means a 30 per cent in- 
crease for male employees and a 15 per 
cent increase for female employees, who 
worked a shorter week. Factory em- 
ployees are now on a 47-hour schedule, 
instead of the 57-hours that were worked 
during the war, in order to fulfill com- 
mitments for tools for the United States 
government. Now the company believes 
both that employees have earned the 
longer weekend and also that by short- 
ening the work week, and improving 
methods of operation, production will 
actually be increased. Complete co- 
operation between employer and em- 
ployee, in the opinion of the company, 
is the quickest road to normalcy in this 
country. 


Gruen Profit Hits New High 


According to the recently released 
annual report to shareholders of the 
Gruen Watch Co., the fiscal year ended 
March 31, 1946, was the most successful 
in the company’s entire 72 years. It 
was the tenth under the present manage- 
ment. 

Consolidated net profits for the year 
amounted to $2,531,552.76 before taxes 
and $1,071,837.38 after all charges and 
taxes as compared with consolidated net 
profits of $1,426,985.67 before taxes and 
$664,883.20 after taxes for the preceding 
fiscal year. 

Based on the 384,25614 shares of Com- 
mon stock outstanding at March 31, 
1946, exclusive of treasury shares, earn- 
ings this year equal $2.79 per share and 
after allowing for Preferred dividends 
compare with earnings of $1.69 per share 
for the preceding year, and an average 
per share of $2.05 for the ten years end- 
ed March 31, 1946, and an average per 
share of $2.29 for the five years ended 
March 81, 1946. 





WYLER ENLARGES SERVICE DEPARTMENT 


To expedite and centralize parts und repair service for jewelers throughout the country, 

Wyler Watch Agency, Inc., New York, has greatly expanded the service department at its 

Chicago office, 29 E. Madison St. Above is view of one section of the enlarged department, 

with Samuel Bitkower, manager of the midwest sales region and himself an experienced tech- 
nical man, supervising. 
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Weiss Now With Aisenstein 


Trading in his battle-stained blues for 
a top position with Louis Aisenstejp & 
Bros., Inc., former Lt. (j.g.) Sidney A. 
Weiss takes up his duties at 35 R 
Wacker Drive, Chicago, Illinois, as Mig. 
western Divisional Superintendent, 

Mr. Weiss, after a brilliant career as 
Jewelry buyer and merchandiser fo 
Spiegel Mail Order House of Chicago 
and Montgomery Ward of the same city, 
will now direct his energies towards the 
promotion of Louis Aisenstein’s Mido 
Roamer, Heuer, Medana and Empire 
watch lines. 

He will make his first appearance ty 
the trade at the Chicago and New York 
jewelry shows. 


New Transparent Plastic Package 
For Park Square Stationery Sets 


A clear, plastic package that it is be- 
lieved will delight feminine hearts is the 
new idea in stationery packaging devel- 
oped by the Park Square Mfg. Co. for 
its correspondence sets. The transparent 
plastic closures are embellished with 
smartly-styled, metal-foil seals in color, 
and the stationery which is clearly visi- 
ble within, is attractively tied with sik 
ribbon in harmonizing colors. 

An important feature of the package, 
say the manufacturers, is its possibility 
for re-use for such purposes as a jewel 
and trinket chest, or a lingerie or hosiery 
box. National advertising is scheduled 
to carry the announcement of these new 
transparent plastic correspondence sets. 


Egan Named Sales Director 
Of Camfield Tray Division 


The appointment of Joseph Egan # 
Sales Director of the new Camfield 
Serving Tray line has been announced 
by Mr. Edward L. Taylor, General Sales 
Manager of the Camfield Mfg. Co., Grand 
Haven, Mich., manufacturers of the Cam- 
field automatic toaster and “Fluor-0- 
Shield.” 

Recently released to inactive duty as4 
Lt. Colonel, Mr. Egan joins Camfield 
after four years of active duty with the 
Army Air Forces on the staff of Maj. 
Gen. Clements McMullen in Washing 
ton, and as Chief of Technical Services 
for the Air Forces at Wright Field. 

Mr. Egan has a broad background in 
advertising, merchandising, and sales 
management, having served for eight 
years as account executive with the Gen 
eral Outdoor Advertising Company of 
Chicago. Prior to this, he was associa 
with the sales organization of the Chi 
cago Herald American and as Market 
ing and Merchandising Consultant with 
James W. Egan Co., Chicago, and 
McJunkin Advertising Agency. 
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Spain Now Sales Head for Regis 


MAURICE SPAIN 





Regis Corporation, 15 East 58rd 
Street, New York City, newly established 
American distributors for 15 Parisian 
creators of fine jewelry, announces the 
appointment of Maurice Spain as vice- 
president and director of sales. 

Mr. Spain, a well-known figure in the 
jewelry trade, has had many years of 
wholesale and retail experience. He re- 
cently resigned as secretary and produc- 
tion manager for Larter and Sons, but 
is being retained by them as technical 
advisor. Prior to this, Mr. Spain was 
manager and buyer of the diamond and 
gold jewelry departments for Spaulding- 
Gorham, Chicago retailers, and also or 
ganized the firm of Spain & Company, 
manufacturers of fine diamond platinum 
jewelry. 





New Ring Manufacturer 


A new manufacturing firm in the 
ring field, The Foursome Co., has been 
formed by Theodore Stern, for many 
years design and production manager 
of Untermeyer, Robbins & Co.; Irving 
Kritzer, well-known wholesale jeweler, 
and his son, Martin; and Joseph Klein, 
formerly Eastern sales representative 
for Untermeyer, Robbins & Co. Factory 
and general offices of the new concern 
will be located at 44 West 29th St., New 
York, and the showrooms at 48 West 
48th St. 

Mr. Stern is known in the jewelry field 
as a fine designer, Mr. Kritzer has an 
established reputation as a wholesaler; 
and Joseph Klein is recognized as a top 
sales representative. 

The Foursome Co. has its own build- 
ing and their plant is one of the most 
modern. Their lines will be available 
for jewelers inspection some time dur- 
ing August. 





Head of Thorens Co. Visits U. S. 


Paul H. Thorens, Director of Thorens 
of Switzerland, makers of the Thorens 
Lighter, with two of his chief associates, 
recently arrived in the U. S. by plane 
to attend to their American business 
interests and to consult with their dis- 
tributors in the United States, Rexon, 
Inc, New York. 

Mr. Thorens, in discussing present 
conditions in Switzerland, stated that 
materials and labor are still short, with 
costs of material high, and wage-rates 
increasing. Consequently the company 
is finding it difficult to increase produc- 
tion, although the demand for its prod- 
ucts is greater than ever. 

However, Mr. Thorens hopes to be able 
to increase his output for the U. S. mar- 


ket which the com any considers one of 
their best. _— 
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July "Anniversary Sale” 
By National Silver Co. 


The National Silver Co. has set aside 
the entire month of July for a Fifty- 
sixth Anniversary July Sale to feature 
an extensive selection of merchandise 
including many heretofore scarce items, 
the company announces. 

Held simultaneously at the firm’s New 
York showrooms, and its branches at 
Miami, Atlanta, Chicago, Detroit, Los 
Angeles, San Francisco, and Portland, 
Ore., the showing will be opened to buy- 
ers the morning of July 1 and will con- 
tinue through July 31. 

Sales representatives from the entire 
country will attend three-day sales con- 
ferences, June 13, 14 and 15, at the home 
offices to review the merchandise fea- 
tured in the sale event. 

Picturing all of the items featured in 
the sale, and listing their prices, a pro- 
fusely illustrated 16-page catalog will 
be distributed to merchants all over the 
country in advance of the sale’s opening. 





One of Chicago's Fine Retailers 
Features "Old Crest" Jewelry 





C. D. Peacock, Inc., of Chicago, thought 
the Old Crest bench-made sterling silver 
costume jewelry manufactured by Gold- 
berg-Kirschman Co., New York, was so 
unusual they created this handsome win- 
dow display in which 90 per cent of the 
items shown were Old Crest creations. 

Pieces shown retailed from $3.50 up- 
ward. 





Morris Now Sales Manager 
For Helbros Watch Company 


John B. Morris, recently a Major in 
the Army Air Forces, has been appoint- 
ed sales manager of the Helbros Watch 
Co. 

Before entering the Army Air Forces, 
Major Morris was in charge of the na- 
tional sales force of the Eagle Pencil 
Co., which he had also served as a sales- 
man. 

Major Morris is 36, a native of New 
York City, and a graduate of Harvard, 
Columbia and Northwestern universities. 
He has completed four years with the 
Air Forces, starting as Second Lieu- 
tenant and emerging as Major. 

Helbros also announces the appoint- 
ment of Arthur Van Gelder as sales 
representative for the States of Ohio 
and Michigan. 





Epstein On Trip to Europe 

Alvin I. Epstein, President of Ace 
Watch Corporation, New York, N. Y., 
is now in Europe, visiting his various 
watch interests in Switzerland, France 
and England. Mr. Epstein is making 
the round trip by plane. 








Cartoun Elected Head 
Of Longines-Wittnaur 


M. FRED CARTOUN 





The Longines-Wittnauer Watch Co. 
announces the election of M. Fred Car- 
toun as Chairman of the Board, Trea- 
surer, and Chief Executive Officer, suc- 
ceeding the late Morris Guilden. 

The company is distributor for Lon- 
gines, Wittnauer, LeCoultre and Vacher- 
on & Constantin watches. It was estab- 
lished in New York City in 1866 and has 
been a pioneer in the field of specialized 
timepieces, being among the first to 
create special watches for aviation and 
navigation uses. 

Mr. Cartoun joined the company in 
1936 as vice-president in Charge of Sales 
and Advertising. He has been connect- 
ed with the jewelry business for over 
25 years and was formerly president 
of the Heller-Deltah Co. 





Coren Now With Safran 


M. A. Safran Co. is now represented 
in Ohio, Michigan and Indiana by 
Arthur Coren who recently received his 
honorable discharge from the Armed 
Forces. While in the service, Mr. Coren 
at first acted as Recruit and Gunnery 
Instructor after preparatory Army 
schooling. Later, he attended the Forest 
Products Laboratory at the University 
of Wisconsin, and then went on to serve 
as Shipping Foreman of the Camp Gor- 
don, Ga. Ordnance Dept. 





Metalcraft Corp. Moves to 


New and Larger Quarters 


Metalcraft Corporation, Chicago, man- 
ufacturers of metal photograph frames, 
is now located in its new building at 
812-820 Orleans St. Occupying approxi- 
mately 100,000 square feet of floor space 
and employing more than 400 persons, 
the Metalcraft organization, headed by 
Herman and Maurice Spertus, states 
that it is now the world’s largest manu- 
facturer of this kind of goods. 

Metalcraft’s future plans are many 
and varied. Most important are those 
calling for the development of its new 
ideas and of new mediums in the manu- 
facture of picture frames. 





New York City Showroom 
For “Automet™ Lighters 


Automatic Metal Products Corp., 
Brooklyn, N. Y., manufacturer of “Auto- 
met” lighters, has opened a showroom 
and sales office at 251 West 42nd St., 
New York City, to make it possible for 
buyers to see the line without the neces- 
sity of making a trip to Brooklyn. 
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DO YOU OR DON'T YOU? 


Do you want to retain your present prosperity in the 
years ahead or don’t you? 

That question isn’t as silly as it may sound. More 
than six months ago the Jewelry Industry Publicity 
Board laid before the trade a proposal for a promo- 
tional campaign to keep people buying jewelry goods 
from jewelry stores in the postwar years. 

This campaign was not just a pretty dream thought 
up by some long haired theorist—it was a practical com- 
mon sense down-to-earth program carefully worked out 
by experienced merchandising and promotional men 
from the factual findings of a detailed consumer survey. 

Every branch of the trade—retailers, manufacturers, 
wholesalers and importers—enthusiastically endorsed it 
—agreed that it should be put into effect. They also 
agreed that it would certainly be well worth the amount 
they were asked to contribute to pay for it—one-tenth 
of one per cent of their sales volume—one penny out 
of each ten dollar sale. 

And yet, despite meeting after meeting throughout the 
land, at each of which the plan was again enthusiasti- 
cally endorsed—in spite of repeated appeals through 
the trade press, by direct mail, and in person—only 
about ten per cent of all the suppliers and only about 
ten per cent of the retailers have come through with 
actual signed pledges. 

A big scale promotional campaign—and nothing short 
of a big scale campaign will do—takes money. And 
until that money is in sight, the effort cannot be started. 

Nor can the money raising stage go on forever. 
Unless the money—or at least the promise of the money 
—is in hand without further delay the whole project 
will simply die for lack of support. 

Are you willing to let it die? Are you willing to see 
your business go into a nose-dive as it did after World 
War I? Or do you want to keep your present volume 
of business? 

Yes, it’s as simple as all that. If you want sales to 
keep up, if you want to keep people sold on the idea of 
buying jewelry goods, then don’t put off any longer 
sending your pledge to the Jewelry Industry Publicity 
Board, 366 Fifth Avenue, New York. 


The amount is one-tenth of one per cent of your salés 
—one cent out of each ten dollars. 


WAITING LISTS AREN'T ORDERS 
WE may Not Have as big a backlog of unsatisfied de- 
mand as we think. 


A recent survey by the Wall Street Journal brings out 
some interesting facts on this point. For example: 


An Ohio dealer in refrigerators reports that in check- 
ing with the first 60 people on his list of orders, only 
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26 were still definitely sure they'd take them when they 
arrived, 22 were doubtful, and twelve of them cancelled 
their reservations. 

A Chicago merchant recently received a shipment of 
40 typewriters. When he called the people on his ligt 
to let them know they could have a machine, 9 out of 
every 10 told him they’d decided to wait for some other 
brand for which they had also placed an order. 

An automobile dealer in Pittsburgh has been check- _ 
ing up with the people on his order list and finds that ~ 
practically every one of them has also placed orders with 
anywhere from two to six other dealers. The first one 
to make delivery will get the sale—the others will be. 
cancelled. He estimates that only one out of every four” 
people on his order books will actually buy from him,” 

And those are just a few random but typical samples, ~ 
Probably the same thing is true in the retail jewelry 
field, especially on such things as American watches, | 
silver flatware, and other still scarce items. 

Let’s not be too optimistic about this business of pent-~ 
up demand. Maybe we need the Jewelry Industry Pub- 
licity’s Board promotional campaign even more than we 
think. 


BACK TO WORK 


THE FOLLOWING SEEMs to us such good common sense 
advice for the retail jeweler today that we’re breaking 
our usual custom of sweating out our own editorials and 
are reprinting it here with thanks and apologies to the 
bulletin of the Jewelers 24 Karat Club of Southern 
California from which it was swiped: 

“Wanta sit at a big desk, in a fancy office, and tell 
the boys how your rating just went up to C 31? Wanta ~ 
have two or three phones at your elbow, and a couple 
of bottles of ‘nerve-stimulant’ in the cupboard? . .. 0.K._ 
pal, it’s all good to want . . . but you'd better get back — 
into the jewelry business if you want to ‘have.’ You're ~ 
basically a pretty good business man, or you wouldn't © 
be in the running today . . . you used to be a terrific 
salesman, till you built that new executive office ... 
and you were never afraid of work till you got the ‘New — 
York buying trip’ habit. You really watched your store E 
till you joined that luncheon club and the afternoon gin 
rummy gang... maybe if the going gets rough you'd «| 
better turn the uney offices into a storeroom, and take 
out the phones, and forget N. Y., and grab lunch at the © 
corner counter ... you'll have a ‘peter chance of hang- 
ing on to that C 31 rating. Wanta be a big shot? O.K. 
Get back into the jewelry business.” 


THE JEWELERS’ CIRCULAR-KEYSTONS” 


Editor 





